
Amref-NBCC 1

Message from the NBCC Chairperson & Founder of Brands on a 
Mission

Results. Results. Results. That is what 
the first Hygiene and Behaviour Change 
Coalition (HBCC) initiative delivered. And 
the second campaign is going to generate 
even more results thanks to the committed 
private sector partners continuing to work 
together.  

The Amref-NBCC partnership was 
founded from a point of uncertainty in the 
very early stages of the pandemic. As a co-
founder and the chairperson of the National 
Business Compact on Coronavirus 
(NBCC), I believe we did a fantastic job 
of bringing together a diverse number of 
entities that don’t typically collaborate, 
showcasing the power of brands to drive 
real and rapid impact in global health and 
well-being. 

Through this agile coalition of business 
and development partners, that includes 
Amref Health Africa, we were able to 
reach 32 million people in East Africa, 
helping to protect lives and livelihoods 
from Coronavirus.
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For us the magic word in the success of 
HBCC 1 was collaboration. As we launch 
HBCC 2 in three targeted countries - 
Kenya, Uganda, and Tanzania - we 
will not change this success formula. 
The partners we will be working 
with all bring a unique set of skills, 
offering solutions that are designed to 
work in this new pandemic landscape. 
Indeed, it is important to highlight that 
Amref-NBCC is not simply a repeat 
of where we were in 2020. Although 
we are bound to face challenges ahead, 
together we are confident that we will 
meet our ambitious targets, reaching 
more communities and populations 
across Kenya, Uganda and Tanzania, 
doing so in an inclusive way. 

To all of you our partners, we have an 
amazing and rewarding responsibility 
ahead of us; the magic does not happen 
unless we make it happen and by 
working hard and holding each other 
accountable we will emerge successful.  

Thank you! 

Prof. Myriam Sidibe 



Amref-NBCC 2

Amref Health Africa, in collaboration 
with the National Business Compact 
on Coronavirus (NBCC), are 
spearheading behavior change 
interventions to strengthen East 
Africa’s response to Coronavirus. This 
is made possible by a one-year grant 
from the United Kingdom’s Foreign, 
Commonwealth and Development 
Office (FCDO) through Unilever.

Amref-NBCC are seeking to 
implement rapid hygiene and behavior 
change actions including handwashing 
and mask-wearing, towards prevention 
and control of the new SARS-COV-2 
variant(s) targeting at least 75 million 
people in Kenya, Uganda and Tanzania 
by April 2023.

Since its formation in March 2020, 
NBCC - a mutual coalition of business 
and development partners that includes 
Amref Health Africa - has been vibrant 
in response to the complex, rapid onset 
emergency and systemic shock of the 
Coronavirus pandemic in the three 
targeted countries.

While announcing the HBCC grant, 
UK’s Foreign Secretary, Liz Truss said: 
“The UK is providing vital assistance 
to help tackle the spread of new 
variants around the world. This is key 
to securing our freedom and ending 
this pandemic once and for all. I am 
proud that we have also delivered over 

30 million vaccines to benefit our friends 
around the world this year. The UK is 
helping other countries most in need. No 
one is safe until everyone is safe.”

This initiative focuses on providing 
communities with hygiene advice, 
products and access to WASH facilities. 
It also involves deep cleaning in schools, 
health centres and other public places. 
This Amref-NBCC initiative builds on 
the successful global hygiene campaign 
funded by the FCDO and Unilever.

The four specific goals of this initiative 
include:
1. Promoting hygiene, public health and 

social measures by reaching at-risk, 
vulnerable populations in targeted 
areas through mass and digital media 
hence limiting rapid spread of new 
SARS-COV-2 variants. 

2. Improving personal & environmental 
hygiene, through interpersonal 
communication and an enabling 
environment for WASH.  

3. Improving vaccination uptake by 
incorporating vaccination messages 
with hygiene messaging.  

4. Strengthening health systems for 
sustained hygiene, and prevention 
and control of Coronavirus. 

These objectives will be achieved 
by deploying mass media, digital 
communication, leveraging local 
influencers and direct/interpersonal 
communication utilizing community 
resource persons, procuring and 
distributing WASH products such as 
handwashing facilities and capacity 
development initiatives by training 
healthcare workers at sub-national and 
community levels.

The Amref-NBCC mobilization focuses 
on urban areas - 15 towns in Kenya, 
three in Tanzania and three in Uganda 
- owing to their high population density 
and vibrant economic activities with high 
levels of social interactions, signaling 
potential hotspots.

Besides hygiene and behavior change 
communication (HBCC), this program 
is also aimed at contributing to national 

targets to vaccinate 70% of eligible 
populations by the end of 2022. The 
hope is to further combat Coronavirus 
variants by incorporating vaccination 
messaging into the HBCC mass and 
digital media campaign.

Message from the Lead Liaison of HBCC at Amref Health Africa

Martin Muchangi 
Director for WASH and 
NTD’s Amref Health Africa 
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Message from the Head of NBCC Secretariat

A little more than 2 years ago we would 
have never imagined that three simple 
hygiene behaviors - washing hands, 
wearing a mask and keeping a distance 
- could save millions of lives worldwide. 

Handwashing has never been more 
fashionable. With this in mind, HBCC 
is back! As nationwide lockdowns have 
eased, and we are going back to our 
busy lives, some of our East African 
countries are undergoing a sixth wave 
of Coronavirus. Our battle against 
Coronavirus is by no means over. 

Dear Donors, Partners, and Colleagues, 
it is my pleasure to welcome you to 
HBCC 2. This is an opportunity to make 
a difference, to re-imagine a brighter 
future, and, most importantly, to 
actualize a better life for the communities 
we serve.  

For me forging forward, the renewal 
of the Unilever Password campaign fills 
me with hope that we have the tools to 
save lives and livelihoods yet again. We 
also have the newest and most powerful 
tool against Coronavirus – it is called 
vaccination. The password for protecting 
ourselves and our loved ones is in our 
hands (pun intended). 

Ekua Yankah, PhD 
(Public Health) MPH 
Head of NBCC Secretariat

HBCC 2 is not simply a repeat of what 
we did two years ago. HBCC is back 
bigger and better. We are aiming to 
reach twice the number of people 
in Kenya, Uganda and Tanzania 
compared to 2021. We are also hoping 
to work with many new partners in 
the public and private sectors. If you 
have an interest in making sure we 
beat the sixth wave of Coronavirus, 
then please reach out to us. We want 
to hear from you! 

Having accepted the challenge of 
restarting HBCC, we have hope for 
better lives: Hope for healthy lives; 
Hope for healthy communities; 
Hope for improved metrics and 
data collection for the communities 
we serve. Individually we may not 
succeed, but collectively we will create 
solutions, complement our skillsets 
and ensure that together we succeed 
for ourselves and the stakeholders 
around us. 

Many thanks and looking forward 
to building a brighter and healthier 
future together!
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The success of HBCC 2 is anchored 
by a strong communication strategy 
driven jointly by the NBCC secretariat 
and Amref Health Africa, supported by 
Unilever. To ensure that our actions 
mirror our communication, our plan 
is strategically designed to help the 
coalition achieve the many goals it set 
to achieve. It is thus not just what we 
say, but also how we say it. Strategic 
thinking informs our language, tone 
of voice and regional sensitivities as 
relates to the diverse communities we 
are reaching.

In HBCC 2, our message is clear: we 
want to ensure our target audience 
continues to practice the important 
hygiene behaviors that bring them 
peace of mind to continue living a 
normal daily life while protecting the 
health of their families and friends.
 
To drive the above message home, our 
choice of words has been very deliberate 
in identifying and triggering desired 
reactions by referencing the things 
that our target audiences care about. 
Our message has been personalized to 
speak to the individual and that which 
matters to them by using statements 
like “protecting that which I value” 
(family and friends). Further, it puts the 
responsibility for decisions on behavior 
change on the individual with phrases 
like “it is in my hands”. The messaging 
also encourages continuity from 
HBCC 1 by reminding audiences how 

behavior change contributed to and 
expedited a return to normalcy.

Indeed, for the campaign to succeed, 
we must encourage and demonstrate 
that behavior change is a game changer 
not only for tackling Coronavirus, but 
also for the general wellness in our 
communities. We need to show that 
integrating these hygiene behaviors into 
our daily routines will protect us more 
generally, hence driving overall societal 
good.

It thus makes sense that our 
communication is informed by insights 
that indicated protection of the health 
of my family and community is in my 
hands. Simple personal behaviors will 
help keep us free to continue living 
our normal daily lives. From the above 
insight, we crafted our simple and most 
important message as:

How we deliver this message effectively 
lies in ensuring we walk the talk. The 
mandates we observed under the 
PASSWORD campaign of HBCC 
1 that advocated for handwashing, 
masking up and social distancing must 
be mirrored in our partners actions 
when they interact with community 
members.

Adaptive and designed to reach 
different audiences simultaneously, our 
communication will run both above 
and below the line on radio, TV, out of 
home locations, print and digital spaces. 
We are targeting over 41 million people 
through mass media and 32 million 
people via digital platforms. 

Further, our communication has been 
structured to be dynamic and address 
the evolving Coronavirus landscape 
in East Africa. We are highly aware 
that we are contending with issues 
of message fatigue, electoral noise 
in Kenya, vaccine hesitancy and the 

Continuing to practice a few 
simple behaviors gives me the 
peace of mind to continue with 
my normal daily life, while 
protecting the health of my family 
and friends.

Communicating the Intervention

different Coronavirus policies in effect 
in the three countries. We also remain 
cognizant of the possibilities of new 
Coronavirus waves and with it, the 
need to tweak our messaging. 

While our plan remains responsive to 
these possible changes and to feedback 
gathered from our target audiences, 
NBCC partners and other stakeholders 
will continue to appeal to the individual 
to protect that which matters most to 
them.

Michael Opondo 
Senior Regional Media and 
Communications Supervisor
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Amref-NBCC Welcomes Old and New Partners for HBCC 2

The diversity of partners engaged during HBCC 1 remains at the core of Amref-NBCC’s mobilization as part of HBCC 2. 
Amref-NBCC has on-boarded old and new partners, with each bringing their own expertise to help actualize the common 
goal of implementing hygiene behavior change and encouraging uptake of vaccines among target communities. 

Given that Phase 1 has been focused on digital communication, we have onboarded all of our digital partners. We are currently 
onboarding partners for Phase 2, focused on interpersonal activities. 

It’s our pleasure to introduce you readers to our wonderful mixture of digital partners.

PHD Media are a growth-focused 
media and marketing communications 
agency, driven by innovation and 
creativity. Founded in London in 
1990, they were the first media agency 
to offer strategic and creative planning 
at a time when the industry was about 
buying cheaply and quickly

In 1948, David Ogilvy founded the 
agency that would become Ogilvy. 
Starting with no clients and a staff of 
two, he built his company into one of 
the eight largest advertising networks 
in the world with more than 500 offices 
and 20,000 staff across 169 cities.

Today, Ogilvy is a leader in the 
industry, focused on building and 
transforming brands. True to David’s 
vision, they still see themselves as a 
company that does more than ads 
and has proven that by maintaining 
their humility and an almost divine 
discontent at their past successes, they 
can do more than stay relevant.

They set up their multi-media youth 
platform Shujaaz, their namesake and 
first venture, in 2009. Today, Shujaaz 
has 7.3 million comic book readers, 
4.4 million social media followers and 
receives over 60,000 SMS messages 
every month. Reaching 56% of 
young Kenyans and 24% of young 
Tanzanians, Shujaaz is East Africa’s 
biggest youth brand and it sits at the 
heart of our network.

Pulse is Kenya’s leading innovative 
media company. They inform & 
engage Kenya’s young audience 
and provide expansive media reach 
and creative marketing solutions to 
their partners. Pulse brings you top 
stories from Kenya and around the 
world, featuring the latest in politics, 
entertainment, lifestyle, business, 
sports and more. Pulse Kenya is part of 
the Pulse Africa brand.

Project HAND UP is a non-profit 
organisation dedicated to teaching 
health, HIV and AIDS education in 
East Africa through puppetry, magic 
and storytelling.

Y-ACT, Youth in Action was formed 
at Amref Health Africa by a group 
of young innovators in 2017, to 
address challenges prioritized by the 
youth. Y-Act is the fastest growing 
online network of youth advocacy 
organizations in Kenya.
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A returning partner to the coalition, 
AIfluence reached over 2.3 million 
people in HBCC 1 through their 
Artificial Intelligence-driven influencer 
engagement and measurement tool. With 
its audience-driven approach, AIfluence 
can identify trusted messengers aligned 
to the campaign messaging and objectives 
and can drive impact within targeted 
communities. 
 
Managing Director Jamie Arkin noted 
that AIfluence is “excited to infuse some 
creativity within our campaign, working 
with the target audience to create their 
own content and reintroduce the social 
into social media when we discuss 
Covid-19.”
 

Jamie Arkin 

Nancy Mungai

Managing Director 
AIfluence

Spotlight on Two Digital Partners

Amref-NBCC welcomes newcomer 
AdSimu Networks to the family 
of partners. AdSimu is a Social 
Entrepreneurship Wi-Fi Advertising 
Company that offers Free Public Wi-Fi, 
the incentive is to access free internet after 
viewing ads. Our Hotspots are located in 
high-traffic areas and we have 7 hotspots 
in Nairobi CBD reaching an average of 
65,000 unique users monthly. Expansion 
plans to Machakos, Embu, Nakuru & 
other towns are underway.

According to Nancy Mungai, Managing 
Director for AdSimu Networks: “We 
offer Wi-Fi Advertising services through 
our AdSimu Wi-Fi Integrated platform & 
free public Wi-Fi network. The beauty 
of our platform is messages are delivered 
directly on the recipient’s handset and 
our versatility allows us to change and or 

Managing Director 
AdSimu Networks

According to her colleague Becky 
Kibe, Lead Delivery Manager and 
AIfluence Project Manager for HBCC 
2, additional layers of sophistication and 
personalization are being added into 
our narrative, including incorporating 
first-person storytelling, local language 
and slang and adaptations to the culture 
of each community where we work. 
 
This has been proven to make 
messaging more exciting and 
memorable as infused communication, 
even when seen in isolation, triggers 
a memory of the messages being 
communicated in HBCC. 
 

deploy the messaging at very minimal 
cost. What this also does is allow us to 
collect feedback from the networks 
users, feedback that informs what other 
content our audiences consume and 
how we can engage with them there.”

For HBCC2, AdSimu will incorporate 
campaign messaging into their 
Adsimu platform to ensure Wi-Fi users 
get sensitized and informed about the 
Password campaign.
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Meet Our Country Partnerships Consultants

Clare Leodgard Haule

Chris D. Nsubuga-Mugga

Tanzania Partnerships 
Consultant

Uganda Partnerships 
Consultant

Clare is a WASH expert. Starting her 
career in WASH project management, 
she has helped steer policy and 
stakeholders’ engagement while also 
managing several WASH and Water 
Resources programs in Tanzania. 

She started her career with the 
government of Tanzania before joining 
Water Aid Tanzania and Tetra Tech a 
USA-based firm for a USAID program 
after which she worked with Wetlands 
International – East Africa. She was 
among the first menstrual Hygiene 
trainers in Tanzania after a series of 
training coordinated by UNICEF and 
WSSCC now Sanitation and Hygiene 
Fund

Chris has the distinction of being 
Uganda’s first National Hand Washing 
Coordinator tasked with coordinating 
Uganda’s National Hand Washing 
campaign. It is through this initiative 
that he met Professor Myriam Sidibe 
in 2007, when she was part of a team 
that helped Uganda conduct her first 
National Handwashing Behaviour study 
with the London School of Hygiene and 
Tropical Medicine.

An alumnus of Gravitas Impact 
Coaching, Chris also wears a 
preacher’s hat and has ministered to 
his congregation. As a certified John 
Maxwell Team Coach, he also engages 
in coaching and facilitation.

The Country Partnerships Consultants work through the NBCC Secretariat to drive Amref-NBCC’s mission, recruit partners 
and relay feedback from their respective jurisdictions. 

They bring excellent competences that not only complement our efforts, but enable us to amplify our impact, ensuring we are 
successful across all three targeted countries. Success of this project is intrinsically connected to recruiting strong partners and 
so we are very grateful to have such experts on our team. 

Currently, Clare supports Project 
Clear, an advisory firm based in Dar 
es Salaam as a strategic engagement 
lead, where she has led a women’s 
empowerment project by World 
Bank-IFC  among others, from which 
she got to learn about HBCC and 
BOAM and thus the opportunity to 
work with our team.
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From Then to Now – Very Evolved Pandemic Landscapes

For the entire world, the Coronavirus 
pandemic was unscripted chaos. The 
lack of information and fluidity of 
the threat meant responses differed 
from country to country. In East 
Africa, the story was the same: 
Kenyans, Ugandans and Tanzanians 
all experienced different mandates, 
resulting in different impact. Kenyans 

and Ugandans experienced full lockdowns 
which had a debilitating effect on the 
economies. In Uganda, schools were 
closed for 2 years, representing the longest 
school break in the entire world. 

For Tanzanians, the situation was slightly 
different: the mandate protocols were less 
restrictive and the economy was not on 

full lockdown. For many, life remained 
largely normal. 

Despite the differences, HBCC 2 seeks 
to drive similarly positive impact in all 
three countries while embracing local 
dynamics.
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  Noticeboard

Nancy Mungai,
Managing Director,
AdSimu attends our hybrid 
partnership meeting at 
Tamarind Tree Hotel in 
Nairobi.

Edna Mosiara from Amref 
Health Africa and Nelson 
Mukhwana from Pulse,
listening attentively to 
the partnership meeting 
proceedings. 

Sarah Kosgei from Amref 
Health Africa consults with 
Prof. Myriam Sidibe, NBCC 
Chairperson & Founder of 
Brands on a Mission,
during the meeting.

We hold an Amref-NBCC Partnership meeting the last week of every month. This is typically online, but sometimes hybrid. 
For more information, or if you would like to attend, please contact mission@brandsonamission.com. We would love to 
hear from you!

We will be back next month with another newsletter. In the meantime, take care and stay safe.  

#HBCC #HealthForAll #KomeshaCorona #CleanHandsForAll #Covid19
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Implementing  Partners

Non- Implementing  Partners


