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PREFACE

The Greater Accra Resilient and Integrated Development Project (GARID) is a bold attempt
by Government of Ghana to address flooding within the Odaw River basin of the Greater
Accra Region. The Project aims at improving drainage, solid waste management and provision
of services and infrastructure in priority flood prone informal settlements within the Odaw
basin.

To successfully address the challenges posed by indiscriminate solid waste disposal practices,
poor land use, building in water ways, and other adverse behavioural practices that contribute
to flooding in the GARID Project’s target communities, there is the need to sensitise the
population, especially, communities along the Odaw River Channel to change their behaviours
and adopt sound waste disposal and climate-resilient flood mitigation practices that will make
it possible for them to live in harmony with the environment.

This Social and Behaviour Change Communication (SBCC) Strategy will complement the
implementation of the ongoing Government’s flood control measures under the GARID
Project to improve flood risk and solid waste management situations in the Greater Accra
Region. The strategy outlines the SBCC objectives, the key stakeholders, key messages and
the communication channels to reach them as well as an implementation plan and a monitoring
and evaluation guide.

As the sector Minister charged with the responsibility of ensuring formulation, monitoring,
evaluation and the implementation of policies, plans and programmes for the sustainable
management of public landed properties, drainage, coastal protection and safe, secure, decent
and affordable housing for Ghanaians, | will continue to ensure that national flood control
programmes are implemented in an effective, efficient, targeted and coordinated manner to
help His Excellency Nana Addo Dankwa Akufo-Addo achieve his vision of substantially
reducing the incidences of flooding in Ghana.

I, therefore, urge the various Metropolitan, Municipal and District Assemblies in Ghana,
particularly those within the Greater Accra Metropolitan Area to support the implementation
of this strategy and complement the SBCC campaign by intensifying their enforcement
activities and strictly applying their sanitation bye-laws and the building regulations in
sanctioning violators without fear or favour. | also call on other key stakeholders to give the
GARID Project Coordinating and Implementation Units the necessary support and
collaboration to ensure successful implementation of the strategy.

HON. MINISTER OF WORKS & HOUSING
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EXECUTIVE SUMMARY

Climate Change risks have become a major challenge to countries globally. In Ghana flooding
has remained a major problem in Accra since the early 1930s with significant flood
events/disasters recorded over the years. Many scholars have attributed the flooding events
in the city to climate change variability, i.e., changes in rainfall and temperature patterns and
coastal inundation and erosion, poor physical planning, and flaws in the drainage network.

The Greater Accra Resilient and Integrated Development Project (GARID) is one bold attempt to
address the perennial floods in the Greater Accra Metropolitan Area (GAMA). The project
is being implemented in 17 MMDAs within the Greater Accra Region with funding from the
World Bank. The five-year project (2020 — 2025) is being jointly implemented by three
Ministries including the Ministry of Works and Housing (MWH), the Ministry of Local
Government, Decentralization and Rural Development (MLGDRD) and the Ministry of
Sanitation and Water Resources (MSWR). The Ministry of Works and Housing is the lead
implementing Ministry. The project aims at improving flood risk and solid waste management
in the Odaw River basin and improve access to basic infrastructure and services in the
targeted flood-prone low-income communities in the Greater Accra region.

The project has five main components or pillars as follows:

» Climate Resilient Drainage and Flood Mitigation Measures

* Solid Waste Management Capacity Improvements

» Participatory Upgrading of Targeted Flood Prone Low-Income Communities and Local
Government Support

Project Management

=  Contingent Emergency Response Component (CERC)

For the project to be successful, the provision of hardware (physical infrastructure) such as
drainage works must be integrated with the “software component” (appropriate social and
behaviour change communication). This Social and Behaviour Change Communication
strategy and Action plan is a direct response to the critical need to address the negative
behaviours that trigger climate change and flood risks within the Odaw basin.

The strategy development process started with a desk review of relevant literature on floods
and flooding in the Odaw River Basin. In particular, the Consultant reviewed an existing study
on Solid Waste Management (SWM) in low-income communities and other grey literature on
flooding in Ghana to gain a deeper understanding of the SBCC challenges to be addressed and
other social and behavioural drivers acting as barriers to the adoption of the desired
behaviours. Based on the project objectives, a Knowledge, Attitudes and Practices (KAP)
survey was conducted in March 2022 to further deepen understanding of the drivers and
triggers of flooding in the project area. The main goal of the study was to assess the
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knowledge, attitudes, and practices of the target audiences on climate-related risks, including
flood risk, sanitation, SWWM and culture of maintenance of drainage and other community
infrastructure. The study also helped to identify and validate the target audiences, the
appropriate channels, and media to convey and mutually reinforce campaign messages to the
target beneficiaries.

The study adopted a mixed methods design and covered 10l communities across |7
Municipalities. An audience channel analysis was also conducted as part of the KAP to identify
the target audiences preferred channel of accessing sanitation and other important social
information. The SBCC strategy is informed by the results and key findings of the KAP study.
A report on the KAP was prepared and approved by GARID project following extensive
review.

The strategy has six chapters. Chapter | provides a background and broad overview of the
situational analysis of floods and flooding in the Greater Accra Metropolitan Area (GAMA). It
also discusses the social and institutional context and briefly describes the goal and objectives
of the communication strategy. A SWOT analysis was performed to assess the feasibility of
behaviours to address the gaps and opportunities to build on for successful implementation
of the SBCC campaign.

Chapter Il looked at the theories of change for the communication strategy. We employed
the transtheoretical or Stages of Change and the Socio -Ecological models to analyse
participants, identify barriers and facilitating behaviours. In this chapter, the problem was
defined and a clear call to action determined.

Chapter Il discussed the participants, primary, secondary, and tertiary participants as well as
an analysis of the target audiences and stakeholders’ knowledge gap in order to determine
appropriate behaviour change objectives and activities to address the knowledge gaps. The
roles and responsibilities of different stakeholders of the SBCC strategy is also discussed in
this chapter. Various communication approaches and methods adopted in the strategy are
discussed including behaviour change communication, interpersonal communication,
community engagement and social mobilization, new and mass media, advocacy, and human
centred design.

Chapter IV prioritises the key behaviours to focus on and setting SMART communication
objectives. It discusses the desired behaviours and the barriers and matches these with
communication objectives for each priority behaviour. The priority behaviours were approved
by the GARID secretariat to ensure the proposed actions are in tandem with the KAP findings.

Chapter V presents the key messages, target audiences and preferred channels and chapter
six presents what will be monitored and evaluated and how these will be done.
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CHAPTER ONE
INTRODUCTION

I.1: Introduction

The Integrated Social and Behaviour Change Communication (ISBCC) strategy for the GARID
project will serve as a tool that will support the implementation of all the Project’s strategic
components. Specifically, the strategy will help create awareness and improve public behaviour
on solid waste and flood risk management, instil in residents of communities along the Odaw
River basin the culture of maintenance of drainage and other infrastructure that will be
upgraded under the GARID Project, as well as create awareness among target audience on
other major Project interventions such the Flood Early Warning System (FEWS). The strategy
outlines the key stakeholders, the key messages and the communication channels to reach
them as well as an implementation plan and a monitoring and evaluation guide.

1.2: Background

The Government of Ghana is implementing The Greater Accra Resilient and Integrated
Development Project (GARID) across 17 MMDAs with funding from the World Bank. GARID
is a five-year project (2020 — 2025) and is being jointly implemented by three Ministries
including the Ministry of Works and Housing (MWH), the Ministry of Local Government,
Decentralisation and Rural Development (MLGDRD) and the Ministry of Sanitation and
Water Resources (MSWR). The Ministry of Works and Housing is the lead implementing
Ministry.

The Project aims at addressing flooding in Odaw Basin of Greater Accra Region and focuses
on improving drainage, solid waste management and provision of services and infrastructure
in priority flood prone informal settlements within the basin.

To achieve the objectives of the GARID project, a consultant has been contracted to develop
and assist the project to implement a social and behaviour change communication strategy
and action plan to address priority behaviours aimed at improving the solid waste disposal
practices within the Odaw basin. In March 2022, the consultant conducted a Knowledge,
Attitudes and Practices (KAP) survey to gather relevant data on key behaviours and practices
about solid waste management and flooding in selected communities. Findings from the KAP
informed development of this Integrated Social and Behaviour Change Communication
Strategy and Action Plan (ISBCC).
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The ISBCC strategy will guide the orientation of the approaches and methods to be adopted
in facilitating positive changes to the negative behaviours and practices that predispose
communities to flooding and the risk of floods.

The SBCC strategy will elicit the support and buy-in of communities, businesses and the target
institutions including the Municipal and Metropolitan Authorities for the GARID Project
interventions. Additionally, the strategy will deploy effective messages targeting flood
reduction, flood early warning, appropriate solid waste management and proper land use
practices. This is intended to improve knowledge and change the attitudes and practices of
target audiences as well as offer advocacy support for policy and community participation in
the provision and maintenance of the major drainage and solid waste interventions the GARID
Project will implement in the target communities.

1.2.1: Flood Risk Management Challenges in the Greater Accra Metropolitan Area

Urban flooding (Figs. | & 2) has remained a major problem in Accra since the early 1930s with
significant flood events/disasters recorded over the years (Amoako & Boamah, 2015). Many
scholars have attributed the flooding events in Accra to climate change variability, i.e., changes
in rainfall and temperature patterns, poor physical planning, and flaws in the drainage network
(Karley, 2009), the massive growth of the city — preventing infiltration by impervious surfaces
(Arnold et. Al. 1996; Yeboah, 2000 and 2003, and Afeku, 2005), informal housing development
practices in the city (Aryeetey-Attoh, 2001), and poor physical development control and solid
waste management practices in the city (Karley, 2009).

The Odaw Basin which is the main GARID Project intervention area, has a high flood risk,
population, and business density, as over 58% of Accra’s population lives in this catchment,
and 65 out of 82 officially identified informal settlements are located there (World Bank, 2019;
Amoako and Boamah, 2015'). It is estimated that close to 40% of US$3.2 billion worth of
economic assets currently at risk of flooding are in the Odaw Basin, and the potential yearly
average flood damage could increase significantly from US$34 million in 2018 to US$150
million by 2050 (World Bank, 2018).

According to the World Bank (2018), floods contribute to increasing poverty in Accra as they
displace people, reduce their asset holdings, and derail economic activities. It is estimated that
a flood event that occurred in 2015 affected over 53,000 people causing major damages and
losses in the housing, transport, water, and sanitation sectors amounting to US$55 million,
and an estimated US$105 million reconstruction cost (MESTI, 2016?).

! Amoako, Clifford, and E. Frimpong Boamah. 2015. “The Three-dimensional Causes of Flooding in Accra, Ghana.” International Journal
of Urban Sustainable Development 7 (1): 109-129

2 Ministry of Environment, Science Technology, and Innovation, 2016. Report on Impacts of Floods from June 3, 2015, Accra
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A recent study’ commissioned by the GARID Project revealed that flooding remains a major
threat to lives, livelihoods and property of residents and businesses in the GAMA with slightly
less than half (40.9%) of the respondents surveyed at the household level reporting incidences
of flooding on their compounds.

One of the major causes of flooding in Accra is the indiscriminate land use practices in the
communities bordering the Basin. Individual private estate developers erect unauthorised
temporal and permanent structures including buildings, metal containers in water courses,
Ramsar sites and wetlands. These physical developments obstruct run-off during rains leading
to flooding, loss of lives and destruction of property. Some communities have also deliberately
re-channelled / redirected significant sections of streams/tributaries to make room for physical
developments. All these contribute to flooding in Accra, particularly in communities along the
Odaw River basin.

The huge social and economic impacts of flooding is the reason for design of a comprehensive
approach targeted at improving drainage infrastructure and changing the behaviour of the
people of Accra towards flood risk management.

1.2.2: Solid Waste Management Challenges within the Odaw River Basin

In a low middle-income country such as Ghana, the intensity of the waste management
problem increases with increased population due to increased human activities and the solid
waste to be removed for disposal (MSWR, 2020). Besides waste generated from households,
markets and other business areas, industries also generate massive amounts of solid waste
and most often these wastes are dumped into open drains, gutters, and open fields, posing
serious detrimental effects on the environment®. The situation is compounded by limited
collection, segregation, and recycling infrastructure; limited disposal capacity; and inadequate
enforcement of relevant bylaws. Communities along the Odaw channel lack adequate waste
collection and transfer stations. The daily and annual tonnage of waste generated within the
Odaw catchment stands at 2,914.39 and 1,063,753.30, respectively. (MSWR, 2021). While it
is estimated that about 75% of this waste is collected, low-income communities are
particularly underserved.

The factors described above coupled with a low level of community awareness on proper
disposal of solid waste has resulted into a situation where inhabitants of Accra and some
commercial facilities within the city indiscriminately dump their wastes on illegal dumpsites,
alleys, and on the street either in plastic bags or without any container. Quite a number of
the populace, particularly, those living in communities along the Odaw Channel, also dispose
of their garbage in open drains, watercourses, and streams.

3 Knowledge, Attitudes and Practices (KAP) Report, April, 2022 -Greater Accra Resilient & Integrated Development Project
4 (ibid)
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In some other instances, temporary measures such as grills and sieves that are put in place to
restrain solid waste from entering the channel are not cleaned and maintained regularly. This
contributes to flooding as the build-up of the waste behind the grills and sieves create
permanent barriers to the flow of the run off. These situations call for actions to deal with
the resultant perennial flooding incidents and its devastating economic and social impacts on
the residents of the region. Government has put in place several measures under the GARID
project that aims at tackling the climate-related risks and SWM challenges in order to improve
flood risk management and sanitation situations in the Greater Accra Region. However, the
implementation of these measures will not be sustainable over the long term if the adverse
behaviours and consequent actions of the communities are not also addressed. This SBCC
strategy will, therefore, serve as the guiding principles and behaviour change approaches to
be used to address indiscriminate solid waste disposal and other negative behaviours in the
GARID Project’s target communities that trigger floods and flooding incidents along the Odaw
River Basin.

1.2.3.: Flood Early Warning and Mitigation measures

The Ghana Meteorological Agency provides flood forecasting and warning about impending
storms and disasters. Under the GARID project, the Accra Flood Early Warning System
(FEWS) will be scaled up to include modernisation of the existing flood forecasting, warning
and emergency response and an enhanced community awareness and preparedness. The
Accra FEWS will produce warnings and alerts made available to NADMO offices at all levels
and disseminated to local communities via multiple channels including mobile vans, community
information centres, local radio stations and other effective traditional means of
communication specific to the communities. The goal is to provide early warning to residents
in flood prone areas to prepare the communities to relocate to safer grounds ahead of an
impending flood or disaster.

The SBCC strategy will guide all the Project beneficiary Metropolitan and Municipal
Assemblies and NADMO for education and sensitisation about early warning signals (FEWVS)
to enable residents and households evacuate to safe havens and help avert any potential
negative consequences of floods and flooding on lives, livelihoods, and properties in Accra.

1.3: Goal of the Social and Behaviour Change Communication Strategy

The main goal of the SBCC strategy is to improve positive attitude toward solid waste and
flood risk management among individuals, households, communities, institutions and
businesses within the Odaw River Basin in the Greater Accra Metropolitan Area by the end
of December 2025.
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The strategy will motivate individuals, households, businesses, and communities within the
Odaw basin to develop a culture of maintenance for community infrastructure that will be
upgraded under the GARID Project.

1.4: Specific Objectives of the Strategy

The SBC Strategy seeks to:

I. Increase the adoption of positive solid waste management behaviours and practices at
the individual, household, institutions, businesses and community level by 25% across
|7 Municipalities by end of December 2025.

2. Promote best flood risk management practices among residents of the Project
communities

3. Improve the culture of maintenance of open drains, solid waste management facilities
and other community infrastructures to be upgraded under the GARID project by end
of December 2025.

4. Increased advocacy among stakeholders, religious, traditional and opinion leaders,
allodial land owners, physical development planners, surveyors, private developers,
policy and decision makers for adherence and compliance with building code, bye laws
and regulations.

5. Increase awareness of individuals, households, institutions and businesses within the
Greater Accra Region on the Flood Early Warning System being implemented under
the GARID Project

1.5: SWOT Analysis

An important activity when developing a communication strategy is to assess the strengths,
weaknesses, opportunities, and threats of all actors that will be involved in implementing the
communication strategy. A SWOT analysis enables the implementation team to assess their
internal and external environments to determine any threats and weaknesses that may exist
and to leverage any strengths and or opportunities to strengthen implementation of the
strategy. A SWOT analysis was therefore performed on the following GARID actors as part
of the processes for developing the strategy. The GARID actors included the GARID Project
Coordinating Unit, the Project Implementing Units (PIUs) at the Ministry of Works and
Housing, the Ministry of Sanitation and Water Resources, the Ministry of Local Government,
Decentralisation and Rural Development, and the GARID SBCC consultant. Others included
the National Disaster Management Organisation, Ghana Meteorological Agency and the
GARID Project Support Units at the sub national level. (See appendix lll) This exercise was
necessary because in the long term, these actors will play a greater role in the implementation
of the strategy. (See appendix V) for the tool used to collect information for the SWOT
analysis from the various stakeholders.
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Overall, various actors of the GARID SBCC strategy including the Project Coordinating Unit
(PCU) at the Ministry of Works and Housing and the Project Implementation Units (PIUs) at
the participating ministries all rate SBCC as highly important and necessary for achieving the
GARID project goal and objectives. However, a general concern is that staff working at the
PIUs do not fully understand SBCC and its contribution to the Project’s goal. It is
recommended that the Consultant should consider organising workshops to build capacity of
staff in social and behaviour change communication. According to interviewees in the PlUs,
SBCC is a new area of learning and opportunities for them so the GARID project must create
opportunities for cross learning and capacity building through SBCC.

An important GARID stakeholder, the NADMO also expressed a need for additional capacity
building in risk communication, disaster management and cross learning about major outreach
programmes to improve public behaviour on SWM. NADMO has experienced staff, is a
gender aware institution; highly decentralised and has a core of competent disaster volunteer
groups based in the project communities that require retooling.

The GARID PCU strongly recommends continued release of funds from Government for
sustained review and implementation of the SBCC interventions.

Table | below summarises the strengths, weaknesses, opportunities, and threats of the
GARID Integrated SBCC strategy actors.
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Table . SWOT Analysis

STRENGTHS

WEAKNESSES

OPPORTUNITIES

THREATS

The GARID PCU has
highly qualified staff
with knowledge and
experience in
Communication which
can be leveraged to
implement the SBCC
strategy. Logistically the
PCU is fully supported
by the sponsoring
institution and also by
the Government of
Ghana. The PCU has
good working
relationship with the
MMDA’s and this will
be leveraged to
implement the SBCC
strategy

The Ministry of Local
Government has more
than 500 Environmental

The PCU is understaffed
and this could cause
delays in implementation
of tasks under the
strategy.

Low level of cooperation
of some Metropolitan and
Municipal Environmental
Health Officers in the
implementation of the
SBCC campaign

Limited focus/resources
on SWM issues in
MMDAs MTDPs

Local capacity for SWM
and Flood mitigation
varies between
Metropolitan Municipal
and District Assemblies
Weak enforcement of
byelaws and building
codes by Municipal and
Metropolitan Assemblies

A lot of media
network (television
and radio stations) in
Accra that can be
harvested as effective
channels for
dissemination of
campaign messages
Evolution of social
media provides great
opportunity to
leverage technology as
part of the strategy for
reaching out to the
target audiences
Financial and technical
resources from the
GARID project
Presence of NGOs in
the project area
implementing similar
activities

Ongoing
implementation of

Global challenges
including external factors
which have resulted in
inflation and depreciation
of the local currency
thus affecting activity
budgets.

Continued Government
budgetary support to the
project after donor
funding expires could
affect sustainability of
SBCC interventions

Low flood risk
perception of individuals,
businesses and
communities within the
Odaw river basin
Low-income levels and
inability / unwillingness of
residents of the Project
communities to pay for
waste services
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Health Officers (EHOs)
and several Community
Development Officers
in the GAMA alone.
The PIU at the Ministry
of Sanitation and Water
Resources has
competent staff and
expertise to execute
the assignment.
Environmental health
and Community
Development Officers
are skilled in
community
mobilization and
advocacy

Value Advertising is an
experienced firm and a
strong institution, well
resourced, and has
implemented similar
SBCC campaigns for
the Government of
Ghana.

Weak capacity for
implementation of SBCC
at the PIU. The
communication function is
largely done by the
Communications Focal
Officers at the PIU and or
the Public Relations
Officers at the various
Ministries

Under -funded and poorly
resourced institutions
such as NADMO, Social
Welfare & Community
Development and the
Environmental Health
Units may not have
adequate resources to
support implementation
and monitoring of the
SBCC strategy including
enforcement of sanitation
byelaws and the building
code.

A key weakness of
NADMO is that some

Operation Clean Your
Frontage

Existence of
Operation “One
Million bin Campaign”
that aims at
distributing one million
bins to households in
Ghana, aimed at
increasing household
ownership of the bins.
Presence of strong
partnership between
government and
private actors e.g.,
Ghana National Plastic
Action Partnership
(NPAP)

Strong project
implementation units
that complement each
other;

Private Sector
preparedness to
collaborate with
Government for

Inadequate regulation of
the use of plastics and
other mechanisms for
recycling may undermine
behaviour change efforts
Inadequate communal
skip containers per
population density,
irregular evacuation can
pose risks to crude
dumping and fly- tipping

Delays in adjudication of
cases involving violators
of sanitation regulations
and building codes.
Interference in the
enforcement of
sanitation regulations and
building codes by
traditional leaders,
religious leaders and
politicians at the
regional, national and sub
national levels.
Bureaucracy could

undermine linkages and
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Strong decentralised
departments such as
Community
Development, Social
Welfare, Environmental
Health, NADMO,
Development Planning
Units with competent
staff

Strong Network of
Assembly members and
Unit Committees
under the Ministry of
Local Government,
Decentralization and
Rural Development
that could be mobilized
for community
sensitization

The PIUs have a strong
network with industry
players e.g. Advertising
firms, WASH sector,
and the media
Presence of dedicated
implementation team

staff lack adequate training
in disaster management
coupled with the fact that
the organization is poorly
funded and lack the
necessary logistics such as
equipment and transport
to undertake rescue
operations during floods
Inadequate resources
including transport for
monitoring field activities
by PCU:s.

No broad-based meetings
with GARID PCU to
understand the full
components of the SBCC
component.

The Ghana
Meteorological Agency
has a high staff attrition.
Past perception of Ghana
Meteorological Services of
delayed weather forecast
could engender mistrust

recycling of solid
waste

Enhanced capacity and
learnings for SBCC
and other consultancy
services

Opportunity to work
with community
liaisons to enhance
participatory
community level
activities in some areas
such as Alogboshie,
Nima and
Akweteyman
Enhanced service
provision especially in
low-income
communities.
Networking and
collaboration with
other units

Funds for
procurement of waste
equipment and
construction of new

quick decision making at
the inter-ministerial level
of the various PCUs.
Fake weather forecast by
unauthorized media and
Individuals published on
social media can affect
the credibility of GMeT
in the eyes of the public
and undermine the
FEWS.

Negative attitudes,
behaviour and practices
of residents.

The PIUs lack adequate
funding and resources to
acquire vehicles,
computers and printers
for project execution.

If the GARID project
ends effective
coordination of the PIUs
will be threatened
without a sustainability
plan.
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well versed with
current technological
tools, trends and
approaches in
communications

The GARID PCU is
able to forecast and
monitor water level
and send appropriate
messages to vulnerable
populations living
around flood prone
areas.

Good network of
MEHOs and EHOs
distributed across all
participating
Municipalities that can
be mobilized for
implementation of the
SBCC strategy

The PSUs are able to
devise policies that can
affect behaviour change
particularly to prevent

of communities in
forecasts

MMDAs are constrained
by inadequate funds and
resources and other
logistics that could
undermine successful
implementation of the
SBCC strategy

The MMDAs however,
are faced with logistical
challenges such as lack of
laptops, printers, lack of
transport and
motorcycles for effective
implementation and
monitoring of the SBCC
activities and overall
project tasks.

waste transfer
stations.

The Ghana
Meteorological Agency
is affiliated to the
world body of
meteorologists. This
gives the service
access to global
information.

As a result, the service
is building a web
interface which will
allow users the
opportunity to select
and obtain real-time
weather information in
a language of their
choice from specific
locations which will
inure to the SBCC
campaign including the
FEWVS.

The PSUs
(Environmental Health,
Social Welfare &
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people from building in
water ways.

The Ghana
Meteorological Agency
has a Flood Risk
Application which can
be used to forecast
water levels in some
flood prone areas in
Accra.

Ghana Meteorological
Agency has high quality
human resources
comparable to world
standards.

Ghana Meteorological
Agency has links with
automatic weather
stations that allows for
real time forecasts of
weather and disasters.
The PSUs in the various
MMDAs have
competent,
experienced staff with
requisite knowledge

Community
Development) have
capacity in community
engagement and SBCC

GMeT is building an
audio alert system to
allow communities
access forecasts in
local languages.

With GARID there is
greater opportunity
for capacity building of
PIUs in SBCC.
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and expertise to
implement the SBCC
Strategy. Staff have built
strong relationships
with religious and
traditional leaders over
the years and have
strong community or
social capital, trust with
communities. They
have also implemented
similar projects in the
past. This experience
can be leveraged as a
key strength for SBCC
implementation in
project communities.
Examples are the Ga
East and Ayawaso
West Municipalities.
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CHAPTERTWO
THEORETICAL FRAMEWORKS OF THE SBCC STRATEGY

Social and behaviour change is a process and takes time and effort to realise any gains unlike
other strategies that may rapidly yield results within a short period of time. Findings from the
recent Knowledge, Attitudes and Practices (KAP)® survey commissioned by the GARID
Project revealed that knowledge and awareness about the linkage between poor solid waste
disposal, choked gutters and floods is high, yet the use of unapproved methods of waste
disposal including dumping in unauthorised spaces such as open drains and burning is
persistent in the participating communities.

Applying behaviour change theory is one health education strategy for helping to bridge the
gap between recommending behaviour and helping individuals make the recommended
behaviour change.

2.1: Definition of the Problem

The problem that the SBCC strategy seeks to address consists of indiscriminate and poor
solid waste disposal at the household and community level across |7 Municipal Assemblies
often resulting in incidents of flooding. Negative behaviours of the households and
communities including the dumping of solid waste into open drains and gutters, fly tipping of
solid waste into open spaces, bushes and alleys by motorised tricycle operators and the
improper siting of physical structures in water ways, Ramsar sites and wet lands are some of
the factors contributing to perennial flooding in some communities within the Odaw River
basin. As a result, every year there is loss of lives, injury and loss of property and livelihoods
due to these floods.

The main drivers of these practices and behaviour are the negative attitudes towards solid
waste disposal, poor environmental sanitation and poor maintenance culture among residents
towards the maintenance of drainage infrastructures in the project communities. There is the
general feeling and attitude that construction, maintenance, and desilting of gutters is the
responsibility of Government. As a result, there is limited community participation in the
maintenance of drains.

This problem is more acute and pronounced in the urban areas like Accra where rural -urban
migration has exacerbated the waste problem due to congestion, the emergence of slums and
increased informal activity within the urban space. Barriers to service uptake are manifold and
strongly related to:

5 An assessment of the Knowledge, Attitudes and Practices of the beneficiary communities, residents and
stakeholders in the Odaw River Basin, in the Greater Accra Metropolitan Area, May 2022.
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e the cost of the waste collection for households,

e quality of services,

e inappropriate household behaviour,

e long distances from the point of collection to final disposal sites

e unregulated activities of motorised tricycle operators

e lack of transfer stations in some Municipalities,

e delayed emptying of communal skip containers

e weak enforcement of regulations and bye laws by Assemblies

e limited resources and non-cooperation by Judicial and Prosecutorial authorities
e deep seated social and gender norms.

2.2: The Problem Calls for Change

The above problem description shows that changes need to be affected at various levels.

At the household level, it will be important to provide practical knowledge to change the
negative attitudes and behaviours of households on indiscriminate dumping of solid waste into
open drains, the need to desilt choked gutters and allow spaces in the compounds for seepage.
Additionally, it will be important to sensitize people about the importance of obtaining building
permits and not building in water ways, wet lands and Ramsar sites. There is also the need to
motivate/empower people to demand for and register for waste services, including obtaining
waste bins where household waste can be stored for appropriate disposal. The problem also
calls for strong linkages between households and formal and informal waste service providers
as well as waste buyers, waste pickers and recyclers. Middle income earners with cars who
carry solid waste in sacks and dispose these off by the shoulders of roads secretly will be
targeted for education. Additionally, households within the Odaw River Basin will be targeted
for education to register with and subscribe to either a formal or informal waste service
provider to ensure that solid waste generated in households is properly collected and safely
disposed of in bins, waste skips and transfer stations.

Tricycle operators who are currently not registered with many Municipal and Metropolitan
Assemblies and yet collecting more than two thirds of household solid waste in some
municipalities will be encouraged to register with the Assemblies to ensure compliance. The
tricycle operators will be encouraged to cover their waste with nets when conveying the
waste collected to final disposal sites and at designated transfer stations. They will also be
encouraged to avoid fly -tipping and ensure that all waste collected will be disposed of at the
final disposal sites.

At the community level, education will focus on ensuring that community members dispose

of their waste at the communal containers and establish sanitation days where they regularly
desilt their gutters to ensure free flow of rain water whenever it rains. Waste head load
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porters popularly called the (Abuyaama’s) and “junkies™ will be targeted for tailored
education on the need to dispose of solid waste collected by these actors from either
household, markets and or businesses into appropriate final disposal sites and not dump their
wastes into open drains, gutters, and public spaces.

Transport owners, market Queens and other actors in markets and lorry parks will be
targeted for education to ensure they do not litter and dispose of solid waste in gutters and
to ensure appropriate disposal of solid waste in the communal skip containers placed in the
markets and lorry parks. Under this program the SBCC Consultant together with the GARID
Project will establish and promote the GARID Clean Markets and Lorry Parks competition to
generate positive behaviour change among market women/men and lorry park owners to
engender a healthy competition among the lorry parks and markets where awards will be
provided to the best cleanest market and best cleanest lorry park.

Selected schools in the Odaw River Basin will be targeted for behaviour change interventions
where school children will be supported to establish Resilient Clubs to champion sanitation
and cleanliness in their schools and communities. The Resilient Clubs will select peer
champions who will be trained in the Peer-to-Peer approach using Child to Child and Child
to Parent approaches where the school kids will be used as vehicles for promoting awareness
on floods, appropriate solid waste disposal in schools and communities as well as Flood Early
Warning messages to their parents and community members. The GARID best school on
sanitation and waste management will be launched and prizes awarded to best performing
schools.

At the level of people directly influencing these primary target audiences, the SBCC Strategy
will focus on motivating and mobilizing the community, family members and peers to develop
a maintenance culture for drainage and appropriate disposal of solid waste as a social norm in
the community and household. The strategy will challenge existing social and gender norms
that negatively affect individuals and societal behaviours around waste and move them from a
state of unawareness to awareness and the ability to act by adopting positive behaviours that
will minimise climate change risks and flooding at the community and household level. The
SBCC strategy will socially market solid waste as something of social value and desirable that
could be exchanged for cash rewards through coordination and collaboration with waste
recyclers, waste pickers and waste buyers. The social norm that waste management is the
responsibility of the government will be modified through behaviour change to make it a
responsibility for all (households, community members and local authorities).

Religious and traditional leaders will be mobilised to use their influence to promote and
advocate for positive behaviour change towards solid waste disposal, to preach patriotism and

¢ Junkies are itinerant waste headload porters who convey their waste in baskets. The name “junkies” is derived from their patrons who
believe that they are somewhat abnormal. The authors acknowledge that this term is derogatory, and that the people may not like the
name used to refer to them and therefore must be used cautiously.
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to encourage those acquiring land to ensure they obtain appropriate permits and desist from
building in unauthorised places such as water ways, wet lands and Ramsar sites. Those owning
and selling land such as the allodial land owners, physical development planners in the
Metropolitan and Municipal Assemblies and surveyors will be conscientized to ensure
compliance with established bye- laws on land acquisition and the building code.

Policy Makers and Legislators including Magistrates will be conscientized to ensure the
appropriate legislation and advocacy for offenders to be prosecuted, and structures that are
erected in unauthorised places are demolished to restore sanity and check the incidence of
flooding in the communities.

At the level of people and institutions indirectly influencing the target audience, the SBCC
strategy will advocate for sustained enforcement of existing sanitation policies and bye laws,
strengthen service provision and improve the frequency of waste collection by service
providers, especially, in low-income communities. Additionally, the strategy will focus
attention on improving access to waste services and information on waste management,
training as well as upgrading the knowledge and skills of prosecutors, Municipal Environmental
Health Officers and Environmental Health Officers to enhance enforcement of sanitation bye
laws and building regulations. Popular celebrities including influential traditional and religious
leaders will be used as champions for solid waste management through theatre performances
and producing audio visuals featuring them for play back to communities. To enhance
compliance with sanitation and building code, a proposed naming and shaming campaign that
will publicise the arrest and prosecution of violators of sanitation regulations and building
codes has been included in the strategy. Such arrests will be covered and broadcasts on state
and local TV and radio stations to serve as deterrents to others.

The SBCC Consultant will work with MWH, MLGDRD and the MWRS to address these
problems by wusing an Integrated Social and Behaviour Change Communication
(ISBCC)strategy that incorporates the existing national communication strategies on
sanitation, water, and hygiene.

The ISBCC strategy will allow implementing Agencies to apply multiple strategies in a
coordinated fashion to address different behavioural drivers. The Integrated Approach will
reach several target audiences simultaneously with key messages in order to expand reach,
achieve saturation and effect behavioural intentions and behavioural outcomes. The strategy
will build a cadre of community champions for flood prevention, appropriate solid waste
disposal practices at the at the individual, household, and community levels. Efforts will be
made to enlist support of the private sector to address the solid waste menace as well as
community engagement to address perceived social norms around solid waste disposal for
long term social change and promotion of the concept of clean and flood resilient
communities.
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2.3: Theoretical Frameworks

The framework for the social and behaviour change communication strategy is informed by
two theories of change models, the Stages of Change or transtheoretical model (SOC) which
will address upstream factors such as institutional barriers and segmentation of the target
audiences by their level of awareness of issues around solid waste disposal and flooding. The
second theory, Socio-Ecological Model (SEM), will encompass all the phases of communication
from the individual, family, community and national level advocacy and actors.

The theory of change adopts a combination of two models |) the Stages of Change or
Transtheoretical Model and 2) the Socio-Ecological Model as explanatory theoretical
frameworks to address the variety of communication barriers identified in the Knowledge,
Attitudes and Practices (KAP) survey. This is because human behaviour is complexed to be
explained or influenced by only one intervention model, and no single model of behaviour
change has proven to be effective in all situations. Behavioural Scientist are therefore
encouraged to combine models rather than single model; hence the selection of the Socio-
Ecological Model (SEM) and the Trans Theoretical Model (TTM) or Stages of Change Model
as the appropriate explanatory models for this phenomenon. The main underlying
assumptions of the Stages of Change Model are that:

e Increased individual knowledge, motivation, skills, and self-efficacy to adopt/negotiate
positive health behaviours and practices related to solid waste disposal, floods, flood
mitigation measures, a maintenance culture of drainage and healthy land use depends
on sustained exposure to positive and emotion-based cues, messaging targeted at
audiences in their stage of change.

e The Socio-Ecological Model assumes that for behaviour change to be successful, it
must target the individual. However, others surrounding the individual such as the
family, peers, and community, as well as the societal structures and systems, social
norms, values, and other contextual matters related to solid waste disposal, flooding
and land use must also be addressed holistically and simultaneously. Additionally,
political leadership, technology and effective information are all needed to create an
enabling environment for behaviour change. Both models are discussed in detail.

2.3.1: The Transtheoretical Model (TTM)

The main proposition of the transtheoretical model also known as the Stages of Change model
is that behaviour change is in stages and that every individual at one point enters the stage
and exits at some point or progresses until the final stage when they become advocates.
Proposed by Prochaska and DiClemente they argue that behaviour change is a staged process
in which the participant enters or exits at any point (Ferguson, 1987).
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Below is a description of the transtheoretical or stages of change model to guide the Social
and behaviour change communications. The goal is to move the participant groups from a
state of precontemplation or unawareness through being aware, concerned, and
knowledgeable then becoming motivated to become change agents where they try the new
behaviours and move on to maintain the behaviours and become role models or advocates
where they speak up and encourage others to practice the recommended behaviours. The
communication methods, tools and messages employed in the campaign ensures they are
appropriate for each stage of the target audience/participant. The Stages of Change Model
recommends a prior assessment of the participants current behaviours to determine the stage
at which they are before commencing a campaign and a continuous assessment to establish
bench marks for moving participants along the behaviour change continuum, so that the tools
and methods as well as the messages are varied to suit each new stage of the participant

group.

Table 2: The Six Stages of Change

Participant Stage

Stage |I: Pre-Contemplation

This is the entry point of a participant into the | Raise Awareness/Provide Information

change process. The individual lacks awareness | Recommend solutions
and has not considered the prospect of change
nor perceived the need for change. He does

not know about the change needed. They are

unaware.

Stage 2: Contemplation

At the second stage the participant has some
awareness of the problem or issue at stake.

Identify perceived barriers and benefits to
behaviour change

They are aware, concerned, and Promote social norms,

knowledgeable about the issue.

Recommend actions and behaviour modelling.

Stage 3: Preparation

The third stage is the Decision Stage. At this
stage the participant is ready -to -act or are
motivated to change. The participant
perceives risks and knows about the benefits
of taking appropriate actions in terms of the
desired behaviours.

At this stage the participants are motivated to
change. Behaviour change planners should use
action messages at appropriate settings such as
counselling sessions, mother -mother support
groups, community meetings and other social
networks to counsel, motivate; and use
testimonials to articulate the benefits of
adopting the desired behaviour.

Stage 4: Action
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At the fourth stage, the participant engages in
particular actions that intends to bring about
desired change. They try out the new
behaviour, implementing specific actions.

The role of communication is to provide
correct use; and encourage continued use by
emphasising benefits.

Stage 5: Maintenance

At the fifth stage the participant identifies and
implements strategies to maintain progress and
to reduce any likelihood of relapse into the old
behaviours. The participant repeats the
behaviour over short term or relapses.

At this stage the role of communications is to
reduce barriers through problem solving,
building skills through practice, introducing
community support, social recognition and
assuring the participants of their ability to
sustain the new behaviour through long term
practice.

Stage 6: Termination - Uses adopted behaviour over long term. Becomes a

promoter or an advocate

In this stage the participant becomes a

promoter and advocates for others to adopt
the recommended behaviour. The participant
uses adapted behaviour over long term.

The role of communication is to reinforce
behaviours through satisfied clients, those
participants who have successfully tried the
desired behaviours and derived some benefits
or satisfaction and are willing to share their
experiences with others, use reminders,
disseminate results, successes, and how to talk
to others about long term practice.

Adapted from Communication for Behaviour Change- The World Bank, 1996, by Cecilia Cabanero-Verzosa p.4.

Throughout these processes, social and behaviour change communication must plan on how

to address myths, rumours, and misconceptions. The program must also improve and or

reinforce the quality of social services and continue to find ways to model all the

recommended behaviours.

2.3.2: The Socio-Ecological Model (SEM)

The socio ecological model (SEM) developed in 1974 has been used to design interventions

to address problems in public health in the public and private sectors. The theory provides

important perspectives and dimensions of social change that is useful for addressing the

barriers and motivations for behaviour change among participant groups. The theory

recognises that the individuals in a social system are influenced by significant others, and they

also are influenced by the communities, social networks and institutions surrounding them as

well as the environment. Secondly, the various environments influence each other as well.

Thirdly, while specific messages can be targeted to individuals at a time, it is more effective to

simultaneously address the multiple layers of influencers and influences in order to achieve

the desired results.
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The socio-ecological model has been selected for this strategy because of its capacity to
address and bring about a shift in the perceived social and gender norms held by individuals,
households, family, and community members towards a more supportive social environment
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the household level although individuals are the basic units.

for key drivers and triggers of
undesirable behaviours around
solid waste management
practices, sanitation and hygiene
including a  culture of
maintenance of related
infrastructure such as drains,
and drainage systems and
services.

Basic assumptions of the Socio-
Ecological Model (SEM) are that
health is more than just an
absence of illness or disease and
it is not only provided by health
workers. Good health starts at

Looking through a social-ecological lens, we understand that behaviour is influenced through
multiple levels, including the individual, as well as broader societal influences, and those
notions of health and well-being cannot be conceptualized as merely individual-level

phenomena.

Therefore, interventions using a Social Ecological Model (SEM) will draw on a thorough
analysis of the context detailed above in which individuals make decisions, access services, and
relate with one another, and address psycho-social and structural barriers in the socio-
political environment to positively impact on solid waste management and lead to a substantial
reduction in the incidence of floods in the participating communities.

e At the individual level, our approach is based on the extended parallel process model
(EPPM). This model conceptualizes individual behaviour change as being (a) motivated
by people’s desires to reduce their risk—health, interpersonal and socio-economic—
and (b) facilitated by enhancement of personal efficacy and trust in the efficacy of

practices and services to bring about change.

e Persons identified as high risk in terms of solid waste disposal at the household level,’
owners and drivers of motorised tricycles, individual household heads, individual land
owners and families that own land, waste head load porters popularly called

7 An assessment of the Knowledge, Attitudes and Practices of the beneficiary communities, residents and
stakeholders in the Odaw River Basin, in the Greater Accra Metropolitan Area, May 2022.
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“Abuyaama’s”, and “junkies”® will be specifically targeted at an individual level and
within the context of the communities where they serve.

e At the community level, we have incorporated principles from the theory of normative
social behaviour, which conceptualizes behaviour change as being determined by
interpersonal, community engagement and social network influences. At this level,
social groups, institutions, and networks such as market queens, tricycle operators
(Aboboyaa), private sector transport operators of lorry parks, schools and markets,
market women’s associations, religious groups, networks of scrap dealers, recyclers
and Assembly men and Unit committees of the various participating communities  will
be specifically targeted for behaviour change activities.

e At the services level, we will focus on improving partnerships and client-provider
interactions via stakeholder engagements with waste service providers, the Municipal
Assemblies, mentorship and skills building programmes with Municipal Health
Environmental Health Officers and associations of formal and informal solid waste
pickers. From a health literacy perspective, families and communities that have access
to and understand health information are better able to make decisions protective of
their health. Hence behaviour change materials that link good health with positive solid
waste practices and good environmental sanitation practices and behaviours will be
stressed during community drama skits and community engagement sessions.
Consequently, we will provide more accurate and easily understood health messages,
improve the quality of interpersonal communication by Municipal Health Officers and
Community Health Management Committees, and strengthen linkages between
communities and environmental sanitation services linking demand creation
communication and supply side service delivery.

e The link between inefficient solid waste collection and improper disposal has been well
documented. According to Adu - Boahen et al, (2014), improperly disposed organic
waste have posed detrimental health effects such as cholera, malaria and typhoid fever
to residents who live closely to refuse dumping sites. This assertion is supported by a
recent study commissioned by the Ministry of Sanitation and Water Resources’ that
argues that crude waste management practices have exacerbated environmental
threats such as (flooding, ground water contamination) and instigated public health
diseases such as (cholera, diarrhoea and typhoid) particularly in low-income, densely
populated and flood -prone urban areas.

8 Junkies are itinerant waste headload porters who convey their waste in baskets. The name “junky” is derived
from their patrons who believe they are somewhat abnormal. The term is derogatory and must be used with
caution as those it refers to may not accept the title.

% National Solid Waste Management Strategy for Ghana, MSWR, 2020
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Our Communication Objectives will therefore address the above-described determinants to
behaviour change in the following matrix.

I.  Audience knows what the recommended behaviour is [INFORMATION, KNOWLEDGE]

2. Audience believes that adopting the behaviour will result in something they want.
[MOTIVATION, BELIEFS ABOUT OUTCOMES]

3. Audience believes “l can do it.” [SKILLS AND SELF-EFFICACY]
4. Audience considers practice as “easy and convenient.” [SELF-EFFICACY]

5. The environment/home/community is set up to make the behaviour easy. [ABILITY TO
ACT, ACCESS, ENABLING ENVIRONMENT]

6. Audience perceives the practice as the “new norm.” [PERCEPTION OF SOCIAL NORMS]

The strategy adopts all six'® environments and these include the individual/primary, secondary,
tertiary, meso (community) macro (societal) and chrono (internal and external time
dimensions)

2.3.3: lllustration of the Socio-Ecological Model

Primary/Individual Level: characterised by intra and interpersonal communication aimed
at changing individual knowledge, skills, attitudes, beliefs, gender, socioeconomic status, and
values.

Secondary Level: characterised by direct relationships, persons whose influence on the
individual has the potential to affect his or her behaviours. Secondary level participants
comprise the individual’s immediate environment, networks who directly influence or have
direct interpersonal interactions with the individual. Parents, family, caregivers, grandmothers,
mother in- laws, father in-laws, spouses, family heads, peers.

Tertiary Level: characterised by the community, community leadership, decentralised
political authorities, traditional, religious and community leaders, assembly members, social
and community groups and networks, access to information such as media etc.

Meso Level: characterised by societal level structures and systems such as leadership,
cultural values and norms, structures and organisations, governmental and non-governmental
organisations, civil society organisations, private and informal sectors.

Macro Level: characterised by an enabling environment of policies, legislations,
enforcements, politics, conflict, economics, religion, technology, and natural environments.

10 The six levels of the SEM include the individual, the micro system ( which is the immediate environment closest to the
individual) with the strongest influences; the meso system which transcends the immediate interactions, and includes those
direct contacts of the individual at work, school, church, and neighborhoods; the exosystemic, though does not directly
impact the individual, exerts both negative and positive influences or forces such as social and community norms, values,
beliefs, contexts and networks; the macro system comprising societal, religious and cultural influences and finally the chrono
system ( internal and external elements of time and historical content).
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Chrono System: characterised by the internal and external elements of time and historical
context.
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CHAPTERTHREE
TARGET AUDIENCES

The SBCC strategy is built on frameworks that seek to engage target audiences through a
concurrent multi stage and phased approach. The Integrated Social and Behaviour Change
(ISBC) strategic approach segments audiences by recognizing predictable influences on
behaviour using the socio ecological model. The model proposes that each primary target
audience is influenced by the family, peers, and community and these in turn have secondary
influencers as you move out of the centre to the periphery. Consequently, targeted
communication and messaging has been provided for the primary targets as well as the
secondary and tertiary audiences. Project stakeholders such as businesses operating within
the Odaw River Basin, market women, waste pickers and buyers as well as recyclers of solid
waste, prosecutors, magistrates and physical planners as well as engineers working in various
Municipal and Metropolitan Assemblies are key stakeholders in the SBCC Strategy. Chiefs,
Traditional and Community Leaders including local Assembly Members and unit committees
are important part of the target audiences of the SBCC strategy. The SBCC approach align
communication messaging and community interventions based upon the knowledge needs of
the targeted audiences and their key influencers.

3.1.1: Audience Segmentation and Analysis
Audience analysis is one of the major activities undertaken when developing an SBCC strategy.

Audience analysis allows program planners to segment the target audiences into small groups
based on similar communication -related needs, preferences, and characteristics. Audience
analysis allows for better appreciation of the target audiences current behaviours, their
desired behaviours, the type of messages appropriate for the particular group, and the tone,
look and feel of the materials to be produced and the channels of communication. Common
characteristics used to segment audiences usually include the age, educational background or
literacy levels, social class, socio demographics, geography, taste, and media habits.

Segmentation of the target audiences allows implementers of the GARID SBCC strategy to
focus on the audiences that are most critical to reach and to design the most effective and
appropriate communication interventions for each target audience to adopt new behaviours.
It further enables program planners to match audiences, messages, and media, as well as solid
waste management services and products based on the specific needs and preferences of the
audience. Tailoring SBCC strategy to the characteristics, needs and values of priority
audiences improves the chances for desired behaviour change.

In this strategy audiences are segmented as primary, secondary, and tertiary target groups.
The primary target group is the direct beneficiary while the secondary target groups influence
the primary target group positively or negatively. The tertiary target audiences are individuals
or institutions whose decisions or actions affect both the secondary and tertiary target groups.
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The strategy has identified ten (10) primary target audiences, four (4) secondary target
audiences and two (2) tertiary target audiences. The strategy is designed to focus on the
following target groups.

3.1.2: Primary Target Audiences
There are ten primary target audiences identified for the strategy. These include households

comprising (Men, Women, Boys & Girls), Abuyaama’s” & Junkies, motorised tricycles
operators popularly called “Aboboyaa”, In School Youth, Market (wo)men, Kayayei, scrap
dealers, waste pickers and recyclers, Allodial land Owners, physical development planners,
private estate developers and formal waste service providers. Each of the primary target
audiences is described in much more detail below including why these should be targeted for
behaviour change under the strategy.

3.1.2.1: Households (Men, Women, Boys, Girls, mentally challenged persons)

Residents of households (HH) including (Men, Women, Boys Girls, mentally unstable persons)
are the primary targets for SBCC at the household level. Women have been identified as
those responsible for gathering household waste, and boys and girls are the ones that convey
the waste to the communal skip containers at the community level for final disposal. Men
provide the resources in terms of the money needed to register with formal and or informal
waste service providers. Without the resources, boys and girls are likely to dump the waste
at unapproved and unauthorised places. To ensure appropriate disposal at the household and
community level, it is critical that men, women, boys, and girls are targeted with behaviour
change messages.

The strategy considers the gender -transformative approach, which requires equal share of
responsibility between men and women and boys and girls at the HH level with regard to
household solid waste disposal and flood risk behaviours. Some men and women dump their
solid waste in gutters when it begins to rain. HH heads mostly men are held for particular
actions such as purchase of waste bins and receptacles for waste storage, and desilting of
choked gutters in the community, including the provision of resources to pay waste service
providers (formal and informal) for picking solid waste from households.
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3.1.2.2: Abuyaama’s & Junkies
“Abuyaama’s” and “Junkies" are another important primary target audience for the strategy,

based on evidence gathered from the KAP study (Unpublished, /
2022), desk reviews and informal interviews. These are waste g /

headload porters usually found in markets, lorry parks and bus
terminals. These two actors can be differentiated by the type of
containers used in carrying their wares, although both carry the
waste on their heads. While the Abuyaama’s carry their waste
in baskets, the junkies carry their waste in sacks. The
Abuyaama’s and junkies are a high -risk group and must be
targeted for behaviour change because market men and women
whose waste is picked up by “Abuyaama” and “Junkies” are
unsure of the final disposal sites of the waste picked up by these
actors.

3.1.2.3: Registered & Unregistered Motorized Tricycle Operators (Aboboyaa)

Another important primary target audience is the Motorised Tricycle Operators. These are
small tricycles operated by individuals in the informal sector who transport the bulk of

household waste from homes to transfer
stations and recyclers. The waste

collected is expected to be deposited at
the nearest transfer station and or a land
fill site. However, it is unclear if the waste
collected by these tricycle Operators

eventually get their waste disposed of at
the transfer station or designated land fill
sites since current evidence suggest
some of the tricycle operators fly tip the
waste at unauthorised places. According
to the KAP report, tricycle operators are

a high-risk group for unapproved
dumping of waste (Unpublished, 2022)
hence the need to be prioritized as a

primary group in the strategy.

3.1.2.4: In School Youth aged 5-19 years

The youth aged 5-19 years also generate waste while in school and sometimes while on their
way from school to their homes. Youth at home and in school are important primary targets
both for generating waste and must be targeted for appropriate disposal. This category is
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targeted both as a vehicle for behaviour change among themselves through peer-to-peer
interaction and peer to parent in their homes.

3.1.2.5: Allodial Landowners & Physical Planners

Another important primary target audience includes the traditional landowners and families
with allodial title/ right to land and are involved in the sale of land. These actors can sometimes
overlook the need to preserve wet lands and Ramsar sites and often sell these lands to private
and individual developers. Along with physical development planners and surveyors operating
in the various Municipal and metropolitan Assemblies, these are responsible for ensuring
proper titling of land prior to development including surveying and demarcation.

3.1.2.6: Market Women, Men, Transport Unions and Head Porters (Kayayei)

Another important primary target audience is the market women, transport Unions and the
headload porters in the various markets. Market women who ply their trade in various
markets are an important key stakeholder in the SBCC strategy. Market women and men
generate lots of waste daily in the markets where they operate. Similarly various transport
unions have a responsibility to ensure appropriate solid waste disposal by the passengers who
patronise their buses. They also have a responsibility to ensure their lorry parks are kept
clean of debris and waste as well as the maintenance of the drains and gutters that surround
their lorry parks and stations. As a result, these groups constitute important target audience
for behaviour change, hence; the need to target them with tailormade SBCC messages.
Headload porters popularly called Kayayei convey the goods of many of their clients and
customers from various markets to the lorry parks and stations and are therefore another
important target for behaviour change communication because many of these also live and
thrive on the streets and generate lots of waste in the process.

3.1.2.7: Waste pickers, waste collectors, Intermediary buyers and Recyclers.

To create synergies in the waste collection system within the urban space, the strategy has
identified informal waste service providers such as waste pickers, collectors and intermediary
buyers as another important primary target audience. The various associations of waste
pickers and scrab dealers and recyclers will be targeted for awareness creation on their role
in mitigating floods through appropriate solid waste disposal and recycling.

3.1.2.8: Physical development planners and surveyors

Physical Planners at the Metropolitan and Municipal Assemblies are key actors involved in the
land use planning and administration. Working together with surveyors, these are important
groups to ensure individual and private developers adhere to the building code and helping to
prevent indiscriminate development of temporary and permanent structures in water courses
and wet lands.
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3.1.2.9: Private Estate Developers:

Private developers are highly connected individuals in society with the resources to acquire
large hectares of land for development usually construction of houses for sale. These private
developers often find ways to circumvent the process and are able to acquire wetlands and
other reserved land for development often resulting in diversion of the water courses
resulting in flooding. They will be targeted for sensitisation about how their actions contribute
to the perennial flooding in Accra.

3.1.2.10: Formal Waste Service Providers:

These are waste service contractors who provide waste services to households for a fee.
Most waste service providers own trucks and collect waste from registered households
usually in high- and middle-income households.

3.1.3: Secondary Target Audiences
Secondary audiences are persons or institutions that directly influence the primary audiences’

behaviours or actions. The following have been identified as Secondary audiences who have
influence over the actions of the primary participants.

3.1.3.1: Landlords, Employers, Assembly Members

Landlords, Employers, Assembly Members are identified in this strategy as key influencers of
members of households especially tenants (Men and Women) to adopt approved solid waste
disposal practices within households. In the Greater Accra Metropolitan Area, the heads of
the various clans are key influential secondary participants who can influence the behaviours
and actions of men and women in households on appropriate solid waste disposal. Employers
of the men or women living in households can also be important influencers for compliance
with solid waste disposal practices and behaviours. Particularly Assembly members are able
to organize and galvanize support among men and women to act at the community level to
maintain and desilt open drains and gutters.

3.1.3.2: Parents, Teachers, Peers and Metropolitan, Municipal Directors of Education, School
Management Committees and Parent Teacher Associations.

Parents of boys and girls living within households can be a source of influence over appropriate
behaviours regarding solid waste disposal and general environmental cleanliness and
sanitation. Children generally look up to their parents at home and teachers as role models.
These two actors therefore have the opportunity to impact positively on the behaviours of
boys and girls both at the home and at school. School authorities such as the SMCs and PTAs
have a responsibility to provide hygiene and sanitation education to pupils and resources for
waste collection at school.

3.1.3.3: Religious Traditional and Opinion Leaders
In Ghana, religious and traditional leaders are influential persons in society and often exert
influence over many people including members of households, tricycle operators, individual
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and private developers. The influence of traditional and religious leaders can be leveraged to
improve household and community level waste disposal, desilting of open drains and gutters
and building in water ways. Audio visuals of key leaders can be produced and played back to
communities through radio and television promoting the desired behaviours.

3.1.3.4: Owners of Tricycles

The owners of the tricycles are another secondary audience that could be leveraged to
prevent fly-tipping by Aboboyaa operators. To ensure compliance owners of tricycles can
incorporate compliance of appropriate behaviours into the employment contracts.

3.1.4: Tertiary Target Audiences

These are persons or institutions whose actions can create an enabling environment for
realization of the desired goal. The tertiary participants may or may not directly interact with
the primary participants, but they are visible, trusted and respected personalities whose
actions can influence policies, result in legislations, local bye laws and or the release of
resources to implement aspects of the program. Tertiary participants create an enabling
environment for sustained behaviour change. Some tertiary audiences include:

3.1.4.1: Metropolitan, Municipal & District Chief Executives:

Metropolitan, Municipal and District Chief Executives are influential political appointees that
have influence over the actions and behaviours of all employees under the decentralized
structures under the Metropolitan, Municipal and District Assemblies. Their role in
prevention of floods through orders and compliance of building regulations such as issuance
of building permits, arrests of persons violating the Assembly’s bye laws on sanitation and land
use as well as flood recovery cannot be over emphasized. These actors are also highly
connected politically with significant influence on decisions regarding floods and flood related
prevention and recovery. Assembly members who are representatives of communities
participate in meetings of social services sub committees and can be used as agents for change
on flood and flood prevention in the communities.

3.1.4.2: Members of Parliament, Ministers and Political Party Executives

Members of Parliament are representatives of the people at the central government level.
These people can be mobilised to pass laws and legislations on solid waste disposal and
sanitation as well as building regulations. They can also be used by community members as
conduits to reach the Executive arm of government.

3.1.4.3: Media, Civil Society Organisations & Non-Governmental Organisations
The media plays a key role in sensitising people on their civic rights and responsibilities. Mass
Media, Print, Television and Radio will be mobilised to create awareness on the dangers of
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flooding and the negative behaviours and attitudes of the citizenry contributing and fuelling
these floods. Media and Civil society organisations will be mobilised to advocate with
individuals, businesses and communities within the Odaw basin to live up to their
responsibilities of regularly maintaining their drains and proper disposal of solid waste to
prevent floods. Non -Governmental organisations will be mobilised to donate resources and
air time for education and sensitization of individuals and communities in the river basin on
appropriate and responsible behaviour regarding flood prevention, mitigation and
management including early warning.

3.2: Target Audience/ Stakeholders Knowledge Gap

The KAP survey revealed among others the lack of clear understanding among the Assemblies
and community members or residents about the mandate of Assemblies in drain maintenance
coupled with a lack of an institutionalized system for monitoring and maintaining drains by
most Assemblies (Unpublished, 2022)'". This situation explains why most drains remain
choked because community members feel it is the responsibility of government to desilt
choked gutters and drains. The strategy will build in sessions, stakeholders’ and community
engagement programmes to sensitize all stakeholders and communities to understand their
roles and responsibilities in the maintenance of community drainage infrastructure.

Some residents use inappropriate storage receptacles such as sacks, boxes, baskets and
polyethene bags for solid waste instead of waste bins thus predisposing them to unsafe
disposal. It is probable that these residents have inadequate knowledge about safe solid waste
storage and disposal.

The knowledge gap around solid waste disposal is acute among males than females
(Unpublished, 2022). This is not surprising because of the gendered nature of household waste
disposal where more females are likely to dispose of solid waste through pick up services.

Knowledge about pollution of water bodies and its consequences on ill health and diseases is
poor. This is because of the negative practice of residents disposing of faecal matter tied in
black polythene bags into open drains popularly called “Flying toilets” mainly due to the lack
of or inadequate public toilet facilities or the high cost of accessing these toilets in the urban
space. Behaviour Change Communication will target households and businesses as well as
market women with education on use of toilet facilities in the markets and business areas.

Although Municipal and Metropolitan Officers appear knowledgeable about their roles and
responsibilities in addressing the myriad of solid waste disposal challenges, indiscriminate
building, and construction of physical structures in unauthorised places, lack of physical

1 An assessment of the Knowledge, Attitudes and Practices of the beneficiary communities, residents and
stakeholders in the Odaw River Basin, in the Greater Accra Metropolitan Area, May 2022.
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development controls, weak monitoring and enforcement of the building codes appear to
render the officers ineffective. To address this, there will be the need for strong advocacy at
the national and sub national levels and among key decision makers in the various municipal
and metropolitan assemblies, among traditional and religious leaders for increased patriotism
and a nationalistic attitude and sentiment for strong political will among the legislature and
executive arms of government to deal with the problem of flooding.

Contracted companies (i.e., formal service providers) collect solid waste for only 21.6% of
households, while 3.5% of the waste is picked up by new actors in the waste management
space called Abuyaama’s and Junkies (waste headload porters) with the majority of the
household waste collected by motorised tricycles popularly called “Aboboyaa”'?. The
“Abuyaama’s” and “Junkies” are a high-risk group since those individuals, market women and
businesses or household who patronise their services do not know where the waste they
collect is disposed of. Many are not aware of the occupational health risks. The strategy will
address these inherent knowledge, attitudinal and behavioural gaps in the next chapter

3.3: Communication Methods & Approaches:

The following evidenced based social and behaviour change communication methods and
approaches shall be employed.

Behaviour Change Communication

Community Engagement and Social Mobilisation
Advocacy

Mass and New Media

Human Centred Design

vk W —

3.3.1: Behaviour Change Communication
Behaviour Change Communication (BCC) is an interactive process with communities and

individuals to develop messages and approaches tailored for specific groups, using a variety of
communication channels to promote positive behaviours, as well as to promote and sustain
individual, community and societal behaviour change (Elder, 2001). Community champions
will be identified and trained in behaviour change communication to lead households and
communities to practice the desired behaviours. Audio spots and audio visuals will be
produced and broadcast on radio, television, and community information centres to create
awareness about the dangers of dumping solid waste indiscriminately in open drains and
gutters.

2 An assessment of the Knowledge, Attitudes and Practices of the beneficiary communities, residents and
stakeholders in the Odaw River Basin, in the Greater Accra Metropolitan Area, May 2022.
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Community theatre performances and posters modelling the desired behaviours will be
produced and disseminated in each community. Using various tools and materials, target
audiences in households, markets and lorry parks will be sensitized on the need to desist from
choking the gutters with garbage which could result in floods.

3.3.2: Community Engagement and Social Mobilisation.
Community engagement is a “process of working collaboratively with and through groups of

people affiliated by geographic proximity, special interest, or similar situations to address
issues affecting their well-being” (-Grabman & Snetro, 2003)

Various stakeholders including magistrates and prosecutors will be sensitised to prosecute
offenders of sanitation and waste bye laws while assembly men and women, unit committee
members and community volunteers will be mobilized to desilt choked gutters and organize
clean market campaigns.

3.3.3: Advocacy
Advocacy involves targeted actions at policy and decision makers in order to create an

enabling environment for behaviour change through changes in laws, regulations, legislations,
budgets allocation of resources on a specific issue.

Advocacy must therefore result in policy changes in use of plastics, enforcement of sanitation
bye laws, the building code and overall program ownership. The target participants for
advocacy in the Socio- Ecological Model are the tertiary participants, Meso and Macro level.
These include Municipal and Metropolitan Chief Executives, Members of Parliament, Media
Executives, Judges and Magistrates, Traditional and Religious Leaders, Presiding Members of
Municipal, Metropolitan Assemblies, Assembly men and women. Channels for advocacy will
include meetings, stakeholder engagements, press events, press releases and dialogues.

3.3.4: Mass and New Media
Radio, Television and Print materials are important tools for social and behaviour change

communication. Preferred television and radio stations will be specifically targeted to promote
content targeting various primary, secondary, and tertiary participants. Radio and television
presenters liked by the target participants as per findings in the KAP"? survey will be employed
to ensure effective behaviour change. Similarly, the strategy will use findings from the KAP'
survey to place radio and TV adverts on the stations most listened to by the target audiences.
Materials shall also be deployed on YouTube, WhatsApp, Twitter, and other social media
platforms to gain more visibility and reach.

13 An assessment of the Knowledge, Attitudes and Practices of the beneficiary communities, residents and
stakeholders in the Odaw River Basin, in the Greater Accra Metropolitan Area, May 2022.
14 (ibid)
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3.3.5: Human Centred Design (HCD)
Human -Centered Design is “a process that starts with the people you are designing for and

ends with new solutions that are tailor made to suit their needs. Human -centered design is
all about building a deep empathy with the people you are designing for; generating tons of
ideas; building a bunch of prototypes; sharing what you’ve made with the people you're
designing for; and eventually putting your innovative solutions out in the world” (Thompson
et al., 2007)

HCD consist of three multi step phases, inspiration, ideation and implementation. Using the
findings in the KAP and additional resources, the SBCC Consultant will identify selected
Environmental Health Officers across the |7 MMDAs and provide training and orientation in
HCD skills and principles to enable them lead the design of protype behaviours and devise
solutions for appropriate solid waste management and flood prevention within the Odaw
River Basin.
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CHAPTER FOUR

BEHAVIOURAL ANALYSIS; BEHAVIOUR CHANGE
COMMUNICATION OBJECTIVES, CURRENT & DESIRED
BEHAVIOURS

In order to ensure that the communication strategic choices are effective, we first present a
behavioural analysis of each target audience beginning with target audience
demographic/psychographic characteristics, their preferred media channels, current
behaviours, the desired or recommended priority health behaviours, barriers and facilitators
to perform the improved/recommended behaviours and their knowledge, attitudes, and
perceptions. (See Table 4). The next section addresses the selected priority behaviours and
the behaviour change communication objectives for each target audience.

4.1: Selection of Priority Behaviours

The consultant organised a one- day meeting to brainstorm and identify priority behaviours
for each of the target audiences. Based on the behaviour analysis framework, key behaviours
were proposed and validated by the GARID SBCC team. Attached in Appendix 3 is the final
priority behaviours adopted for the various target audiences, primary, secondary, and tertiary
participants. Table 3 presents the priority focus areas of the s