
The discussion considered the challenges 

and opportunities of these models and 

whether they can sustain engagement 

and behaviour change in order to tackle 

other global public health issues. 

INSIGHT 1: BUSINESSES 
ARE ALREADY IMPACTING 
MILLIONS OF LIVES 
THROUGH PARTNERSHIPS 
THAT INCREASE ACCESS 
TO WATER, SANITATION, 
AND HYGIENE AND 
DRIVE POSITIVE 
BEHAVIOUR CHANGE

Panellists agreed that multi-stakeholder 

partnerships can provide an extremely 

effective way to tackle mulit-faceted issues 

of public health—including on social norms 

change, resource mobilisation, and scalability. 

The Hygiene and Behaviour Change 

Coalition (HBCC) is one such partnership that 

utilises the expertise of Unilever and the UK 

Government’s Foreign, Commonwealth and 

Development Office (FCDO) to raise awareness 

around the importance of hygiene and to 

encourage behaviour change to increase 

sanitary standards. Unilever and FCDO work 

in conjunction with partner organisations, 

as well as over 21 other businesses and 

NGOs, to provide hygiene-related products, 

infrastructure, and education to vulnerable 

communities around the globe. Through 

collaboration, HBCC has already reached more 

than 1.2 billion people. They have dispatched 

78 million hygiene products and trained 

hundreds of thousands of key workers in 

order to combat the spread of COVID-19. 

Similarly, The National Business Compact 

on Coronavirus (NBCC) aims to ease 

the effects of COVID-19, specifically in 

Kenya, Uganda, and Tanzania. Funded 
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THREE INSIGHTS

HOW CAN MULTI-STAKEHOLDER 
PLATFORMS DRIVE ENGAGEMENT 
AND BEHAVIOUR CHANGE?  
LESSONS FROM ADDRESSING HEALTH ISSUES IN EAST AFRICA 

This session unpacked lessons from ambitious multi-
stakeholder platforms that emerged to address COVID-19 in 
East Africa. These rapid collaborations went beyond traditional 
emergency response models of primarily harnessing financial 
donations, instead bringing together governments, national and 
international companies, as well as media companies, mobile 
apps, and NGOs to scale and spread information and resources. 
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and created by the HBCC, this Kenyan 

business-led partnership works with Amref 

Health Africa to support government 

initiatives to fight against coronavirus. 

As Sarah Kosgei stated, “if we’re looking at 

sustainability and ownership, we cannot 

work outside the government systems”.

Partnerships like that of HBCC and NBCC 

have allowed businesses to go beyond 

providing support during a crisis—as 

moderator Ekuua Yankah stated, “hygiene 

education and resource deployment not 

only works against coronavirus but is also a 

way of supporting preparedness for future 

health-related crises through long-term 

access to resources and behaviour change”. 

INSIGHT 2: MULTI-
STAKEHOLDER 
PARTNERSHIPS WORK 
BEST WHEN EVERY 
PARTNER LEANS INTO 
THEIR STRENGTHS

Multi-stakeholder partnerships provide a 

unique opportunity to implement effective 

and sustained collaborative action. As Myriam 

Sidibe pointed out, “different partners 

bring different strengths to the table”. 

In the cases of HBCC and NBCC, each 

stakeholder provided a unique insight and 

set of expertise. Amref, as a close partner of 

governments and public health officers, was 

able to help reach those living in typically hard-

to-reach areas with resources and support 

against COVID-19—whilst organisations like 

the Marketing Society of Kenya could harness 

their multi-level ‘cascade’ model focused on 

mass media education around the importance 

of hygiene and vaccination messaging. 

As the home of many hygiene-related brands 

around the world, Unilever was able to provide 

expertise surrounding hygiene and products 

such as soap and sanitiser—as well as provide 

support on media, communications, and 

advertising. As Ekua Yankah noted, “we’ve 

learned a lot from Unilever in terms of really 

acting quickly, undertaking due diligence 

of partners, and getting the best deals for 

our mass media programmes as well as 

how we position certain media ads”. 

The relationship with governments and health 

authorities was key. Ricky Tapa Thompson 

of Safeboda—a company committed to 

transforming informal taxi services—noted 

that at the onset of the pandemic, many 

people had opinions on what the ‘correct’ 

way to proceed should be. However, through 

SafeBoda’s connections to the Ministry of 

Health, they were able to acquire accurate 

information that they could then share and 

were able to “push this campaign and move 

out of [their] comfort zone”. Maintaining these 

relationships post pandemic was thought to 

be key to the chances of continued public 

health successes.

INSIGHT 3: DO NOT 
UNDERESTIMATE THE 
POWER OF BRANDS TO 
REACH KEY AUDIENCES 
AND BUILD TRUST AT SCALE

Panellists discussed that much of the 

effectiveness of campaigns that aim to drive 

behaviour change rests on their ability to 

reach as many people as possible. Mass 

media—such as billboard advertisements, 

I hope that the legacy of the HBCC is able 

to continue and that those in-country 

partnerships, consortiums, and coalitions 

are able to continue to remind governments 

that the world should never again see such 

a pandemic or anything close to it.

Anila Gopal, Director Health & Wellbeing, Unilever 

It was something that, all of a sudden, 

had to reach that no other individual 

companies or UN agencies would be 

able to reach, and that was the beauty 

of the creation of the multi-stakeholder 

platform that we tried to put together.

Myriam Sidibe, Founder and Chief Mission 

Officer, Brands on a Mission
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TV adverts, and social media platforms—

provides an incredibly useful tool to reach 

key audiences and generate trust for the work 

that the partnership is doing. Segmenting 

different audiences, such as young people, also 

matters. For example, Shujaaz Inc., a network 

of social ventures based in Nairobi, could use 

their already established community of 4,000 

superfans and young people whom they had 

worked with for over 10 years. As Titus Ronoh 

pointed out, this type of network allowed 

not only an effective network of people to 

advocate for better hygiene standards on 

the ground, but it also provided excellent 

metrics with which to measure success and, 

if necessary, redirect messaging around 

hygiene. He summarised, “young people know 

what needs to be done. All that they need is an 

enabling environment, an enabler. Give them 

the ability to do it and they will do wonders”. 

The panel agreed that building large-scale 

trust amongst key audiences is far easier to 

do when every member of the partnership 

is committed to a common goal. The more 

genuine the goals are and the more genuinely 

engaged the various partners are, the more 

widespread trust can be generated.
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