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Definitions

Attitude

A way of thinking or feeling about someone or something, typi
behaviour ,e.g. menbés attidwodneen;owaornmends attitude towards men. An at't
or negative.

Community roles/activities
These refer to mends and women's collective work at the communi
weddings, funerals , and celebrations among others.

Culture
The term refers to attitudes and patterns of behaviour in a given group.

Cultural norms

They are behaviour al standards that a society adopts as a whole and follows when interacting with one
another. Cultural no  rms are different according to each culture e.g. in greetings the Maasai young people
bend their heads and the elders place their heads on them; the Kikuyu extend a handshake irrespective of
age.

Dialogue
Dialogue refers to sharing experiences, discussio n of newly gained awareness regarding gender disparity,
negotiations regarding the aim of sharing productive and reproductive tasks, renegotiation of roles etc.

Economic empowerment

This is the capacity of women and men to participate in, contribute to an d benefit from growth processes
in ways that recogni se the value of their contributions, respect their dignity and make it possible to
negotiate a fairer distribution of the benefits of growth.

Entrepreneur
A person who organis es and runs a business in o rder to make financial profit.

Entrepreneurship
This is the activity of setting up a business with the intention of making financial profit.

Gender
The state of being male or female , typically used with reference to social and cultural differences r ather
than biological ones.

Gender norms

This is a behaviour or attribute that society has assigned to a specific sex. Gender norms are based on the

expectations of societies that are consistently evolving and are different between cultures. Examples
include the expectation that only men should provide for the household, that girls are supposed to carry

out household duties, and that men should have power over all members of the household.

Household

This refers to the household as the smallest unit of s  ociety. The main components of the household as we
understand it are husband and wife. Additionally there may be children of different ages, grandparents,

mother -in-laws, and other relatives. The EOWE p rogramme aims at enhancing dialogue within this
househ old, with a focus on husband and wife.

Household assets
Refers to cookers, television sets, radios, wall units and cooking utensils etc.

Influencers
Refers to individuals who have the power to affect decisions, behaviour and opinions of others because of
their (real or perceived) authority, knowledge, position; influencers are opinion -makers, and often turned
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to as decision -makers when challenges in the community need to be solved or addressed (e.g. religious

leaders, community leaders, elders, chiefs, baraza leaders, chamas leaders ).
Laws
These are rules that govern registration and management of registered self -help groups, societies, or

companies enacted and controlled by the government policies.

Norms

These refer to attitudes , behavio urs and r ules that are considered normal in specific cultures and groups.
Norms vary widely across cultural groups. Norms guide the behavio urs of group members in any given
situation.

Ownership

This is the ultimate and exclusive right to enjoy, occupy, possess, r ent, sell, use, and give away an item

or property, i.e. to make decisions over how to use it without consulting anyone else. Ownership may be
corporeal (title to a tangible object such as a house) or incorporeal (title to an intangible object, such as

deci sion -making over how to spend time). Possession (as in tenancy) does not necessarily mean ownership
because it does not automatically transfer title. Ownership can be subject to restrictions, either by law,
claims, titles, or by another person dominating t he decision -making over an object or an action taken.

Patriarchy

This is a social system in which males hold primary power (such as leadership), predominate roles in all

aspects and control property. A patriarchal social system can be defined as a system where men are in
authority over women in the majority of aspects of society.

Productive assets

These include land, labour, and capital in the household and are alternatively referred to as business assets
(those that are utili ~ sed during business activit  ies and include items like sewing machines, juice blenders,
hay cutters, weighing machines, as well as business premises like kiosks).

Productive roles/tasks
These refer to the positions of men and women  as income earners (often in small -scale agricultur e
businesses or the informal sector), i.e. business activities.

Reproductive roles/tasks
This refers to all household chores, not only to women's childbearing role; i.e. taking care of children and

taking on domestic roles such as nursing, shopping, cook ing, cleaning, and washing.
Taboos
Behaviours or topics, which are referred to be as unacceptable or forbidden by a culture, and often not

talked about.  Often they stem from social or religious customs.



@ Introduction to EOWE

This handbook has beexeveloped to serve as a reference resource for facilitawirSocial
and Behaviour Change Communication (SBCC) activities undeEthancing Opportunities
f or Wome a ®pg(EMREEpsoGrammdhe EOWE programmebging carried out by
SNV Netherlads Development Organationin Kenya in eight (8) selected arid and searid
counties, namely: Samburu, Isiolo, Laikipia, Marsabit, Baringo, Kitui, Makueni and NEmek.
programme isfunded by the Ministry of Foreign Affairs of The Netherlanus$erthe Funding
Leadershipand Opportunities for Women (FLOWémework

The EOWE programme is advancing womenods -eliaoce mnkenya apdar ti ci pat i
Vietnam by creating a conducive environment for female entrepreneurship as a vehicle for change. In

Kenya, substantial progress has been made in creating an institutional and legislative environment that

promotes gender equality. However, women6s ability to claimt
norms, attitudes and stereotypes, includin g those perpetuated by women themselves. At the local level,

awareness on the improved policy environment is limited. This has a profound impact on gender disparity
in employment and economic opportunities.

Whilst the rate of female entrepreneurship is r elatively high in Kenya, womenbés bus
informal, underperform and have a high risk of failure. Amongst the explanations given for this are limited
capacity, including low financial literacy, limited time to invest in better business ideas be cause of a high

workload in reproductive tasks, limited access to credit and business assets, lack of control over income
and other resources, and lack of leadership skills and confidence to lead.

The EOWE programme is built on the opportunities t hat lie in strengtheningwomen & entrepreneurship and

improving their access to inputs and business assets in the sect or where the majority of women 0s
businesses operate: agriculture. Il ncreasing wommakdgis | eader s hi
essentialfor advancing womendés influence over issues that affect the
large. The programme aims at enhancing dialogue between men and women on a household and

community level to create positive change towards more gender equality and shared decision -making.

The EOWE p rogramme aims to:

x  Increase capacity of government actors to implement and localise female entrepreneurship fri endly
policies and institutions;
x  Increase capacity of local actors, including Civil Society Organisations (CSOs) to create bottom  -up

pressure for womends economic empower ment and Ilhawer age exi
the enabling environment;

x Challenge gender norms inhibiting woméesthrsuglabehawosral t o econon
change;
x  Enhancewom ends capacity and confidence to | ead successful bus

The programme achieves these objectives by working with national and local level organisations to

implement gender -sensitive laws and to initiate advocacy on gender norms; working with the govern ment
at national and co unty levels to implement gender -sensitive policies and with existing and new wome n-led
enterprises in agricultural value chains for increased business performance as well as with other value

chain service providers for access to reso urces and assets, leadership capacity, financial services, and
market integration.

The objectives are achi eved by a two -pronged approach : (1) Enterprise development, and (2) Social

Development . As part of the Social Development approach the programme is implementing a  Social and
Behaviour Chan ge Communication (SBCC) strategy , which includes facilitated H ousehold Dialogue s,
cartoons and radio shows  to challenge key gender norms . This handbook is developed to support facilitators

in the implementation of the Household Dialogues .



Context analysis on women®s eco
empowerment in Kenya

The legal and policy landscapé& Kenya has improved remarkably in favour of gender
equality, particularly for womenThe @nstitutionof Kenya passed in 2010, providea
powerful framework for addressing gender inequality. It marked a new beginning for

women®s rights in Kenya; seeking to remedy t
their full involvement in every aspeat growth and development. Theddstituton of Kenya
Il's the single most I mportant step i n entren

economic agenda.

The Vi sion 2030 aims to mainstream gender by making fundamental changes in four key areas, namely:

opportunity , empowerment , capabiliti es and vulnerabilities. It aims at increasing opport unities among

women and increasing  the participation of women in all economic , social and political decision  -making

processes. Vision 2030 has the following flagship projects under the sector for Gender Y outh and Vulnerable

Groupst hat are relevant for womends e cThelomdanEnteeprisp fundeGemlernt ( WEE)
Mainstreaming, Affirmative Action Policy, Gender Disaggregat ed data, Youth Empowerment Cent res and

the Youth Enterprise Development Fund

Despite these improvements and the numerical strength of women (women constitute 51% of the Kenyan

population), the majority of wome nare poor (80%) and live in rural areas. Women continueto face gender -
specific constraints that reduce their productivi ty and limit their contributions to agricultural production,
economic growth and the well -being of their fam ilies, communities and country. Whil st rates of female
entrepreneurship are relatively high, the ir businesses are often informal, tend to underperfo  rm and have
a high risk of failure . Women also achieve lower farm yields than their male counterparts. This is due to
limited capacity, including financial literacy, access to and control over credit they obtain, productive and

busine ss assets, control over use of income and other resources, and leadership skills and confidence as

well as underrepresentation in decision -making positions at all levels of soci ety, including in cooperatives.
Other critical constraint s are deeply entrenche d inequitable gender attitudes, stereotypes, and norms. The

net effect is that  female -led businesses remain typically smaller and concentrated in low - productivity
sectors in local markets where an excess of competition tends to drive down prices and profit

This scenario on constraints brought about by cultural practices and norms was examined by SNV through
three studies: Gender A nalysis , Knowledge Attitude and Practice Survey (KAP) and a Women 0 s
Empo wermentin A griculture Index (WEAI) study . These revealed the deeply entrenched inequitable
gender attitudes, stereotypes, and norms , including those perpetuated by women themselves. These ha ve
a profound impact on  gender disparity  in employment and economic opportunities. From the studies , the
leading contributors of women disempowerment are, i) time -use / heavy workload, ii) lack of control over

use of income and iii) lack of access to and control over credit, in that order. T o increase participation of
women in enterprise development, t he opportunities lie in challenging gender norms, values and practices

at household and community levels in order to bring awareness and increase acceptance and practice of
gender equitable norms in these three empowerment domains. It is envisaged that behaviour change in

these three norms and practices can contribute to women & sempowerment , strengthening womenbo
entrepreneurship and improving their access to inputs and business assets in the ag ricultur al sector .


http://www.snv.org/public/cms/sites/default/files/explore/download/snv_eowe_gender_analysis_popular_version_final.pdf
http://www.snv.org/public/cms/sites/default/files/explore/download/snv_eowe_kap_study_kn_popular_version_final.pdf
http://www.snv.org/public/cms/sites/default/files/explore/download/kn_eowe_baseline_report.pdf
http://www.snv.org/public/cms/sites/default/files/explore/download/kn_eowe_baseline_report.pdf

@ The user guide to sociand behaviour change

This handbook is developed to support the implement ation of the facilitated Household Dialogues under
the SBCC strategy of the EOWE programme in Kenya. It aims to  stimulate household and community
dialogue regarding gender disparity in economic opportunities to effectively empower women . In doing so,
the Household Dialogues and broader SBCC strategy want to influence  perceptions and practices that
hinder women from successfully engaging in enterprises in the eight mentioned counties in Kenya. The
SBCC strategy aimsto challenge the followingthree  main issues that were identified to inhibit women from
running profita ble and viable agri  -businesses:

i. Time-use / heavy workload

ii. Lack of ¢ ontrol over use of income,

iil. Lack of a ccesstoand control over credit.

This handbook seeks to equip the facilitator s of the Household Dialogues with knowledge on the three
identified norms  and issues and with facilitation skills and methodological steps to take in order to
implement a gender transformative dialogue within households and communities to challenge gender
norms and practices .

3.1 Target audiences of the SBCC strategy
The key t arget audiences of the SBCC strat egy are :
x  Primary a udience: Men and women in households , as households are the most important
institution and basic unit of society where values, societal norms, and gender roles are formed and
practiced. Households are also the place where power dynamics a nd relationships between men
and women are formed.
A Address individuals 7 men and women i in these households. Even if some sessions address
men only, or women only, it is important to ensure dialogue between them. Further on in this
book, we explain how  to choose the participants
x  Secondary audience: Influencers on community level i address influencers and opinion
shapers: elders, religious leaders, community leaders, leaders of women's groups, leaders of
barazas.
A Find out via local partner organisation s who are considered good leaders and accepted by both
men and women for their leading qualities. Then involve these individuals in the process. It is
important to find a gender balanced group so that there are women leaders that can be role models
and men leaders that can be role models.

This handbook gives guidance for addressing men and women separately, for joint sessions as well as for
feedback sessions with influencers.

3.2 Content and aims of the Household Dialogues

The facilitated household dialog ues consist of 12 sessions , in which couples discuss key gender norms that
hinder women from successfully engaging in enterprises like division of tasks between husband and wife,
shared control over income and access to and control over credit. In addition to the facilitated household
dialogue sessions there will be radio shows and cartoons on these subjects that will be disseminated via

local radio stations.

The Household Dialogues aim at:

x  Enhancing awareness amongst men and women at household and communi ty level regarding the
gender norms and pract ices inhibiting gender equality;

x  Changing or positively influencing social norms in support of long -term, sustainable behaviour
change at th e household and community level;

x  Fostering long -term, normative shifts in behaviour in support of increasing the practice of gender
equitable norms identified above;

x  Challenging and promoting positive change towards the identified gender norms, values and
practices among target groups (men and women in households and communit ies, traditional
leaders and other local leaders), leading to informed decision -making, modified behaviour, and
acceptance of gender equitable norms;



X

Stimulating community dialogue and action towards behaviour shift s and sustained acceptance
and practice o f gender equitable norms at community level in order to advance women 6 ®conomic
empowerment.

The purpose s of this handbook

x

The overall purpose of this handbook isto provide guidanceto the facilitators of SNV's local partner
organisation s. The facilita tors implement the Household Dialogues with knowledge on the three
priority gender norms targe ted to create social behaviour change . This handbook also aims to
equip facilitators ~ with facilitation skills  to implementthe SBCC  strategy throughthe household and
community dialogue = methodology to bring positive behaviour change in the practice of  the gender
norms in the communities. The handbook gives step -by-step assistance, provides background
knowledge, and the content of the training sessions.

The handbook also explains how to choose the target audience, and how to document each session.

Important messages in the SBCC strategy to repeat in the Household Dialogue sessions with the
participants are:

X

X X X X

X X X X X X X

Empowered women raise better families

A wise man supports h  is wife's decisions

Youdbre still a man when you help your wife in the
When a woman and man share the work in the household, the whole family moves ahead

An economically empowered woman means reduced burden on her husband and better lifestyle

for the whole family

When you empower a woman you empower the family and the nation

Two pairs of hands are better than one: The manos
Shared decision is a better decision

When a husband and wife decide how to spend their money to gether, the family flourishes
Empowered women make wise decisions on credits

A good leader is defined by qualities, not by gender

Women and men can both be good leaders

3.3 Characteristics of f acilitators
Facilitators of the  Household Dialogues must meet the following criteria:

X

X X X X X X

Ability to use different methods of facilitation

Capacity to engage people in the community in interactive dialogue s on behavio ur change
Literate (computer  -literacy an added advantage)

Experience in teaching and/or leading group sessions

Command accepted and respected by the target community

Ability to identify wi  th the community and understand their needs and fears

Be of same age span with the targeted participants (ideally married, with chi Idren, and engaged
in small agri -busin ess)

Knowledgeable on behavio  ur change concepts and gender

Ability to function as a role model for their groups

Ability to give regular feedback for the M&E process, so that messages, tools can be fine -tuned
and adopted where necessary

Two facilitator s per county 1 one male and one female i facilitate sessions in different communities within
that county. The male facilitator will facilitate the men only sessions, the female facilitator the women only
sessions. Together they facilitate the joint men and women sessions, as well as the community sessions.

3.4 Learning approach and m ethodologies

The facilitators facilitate sessions for husbands and wives  separately, as well as joint sessions and
influencer/community sessions. The aim of all of these sessio ns is to enhance dialogue within the
households between husbands and wives regarding shared workload, shared decisions regarding credits,

and shared decisions regarding the use of income , as well as to generally challenge  gender stereotypes

In addition, t he sessions with the influencers on community level are supposed to create a positive,
enabling and encouraging environment for this behaviour change regarding gender equality.

The EOWE programme  work s with diff erent approaches. The facilitated household dialogues are a very
important part of the overall programme. The methodology for the different modules in the household
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@ Female farmer preparing her vegetables for the market

dialogues varies slightly and is explained for each of the modules and is explained in chapter 4 of this
handbook .

3.5 Formation of household dialogue groups

The facilitators in each county 7 one male, one female 1 together identify 10 households per community
in their county that are to take part in the EOWE programme. The male facilitator facilitates the men only
sessions (10 men participants per group ) and the female facilitator ~ facilitates the women only sessions (10
women participants per group ). Together they facilitate the joint sessions (20 participants, men and
women). The households should be selected acco rding to the following characteristics:

x  Married wife between  the age of 26 and 4 5, who runs a small -scale micro agri -business (e.g.
selling po ultry, eggs or vegetables ). In polygamous families, the wife that is the lead should
participate in the programme
Husband, who is married to the woman who falls in the category above
Ideally the husband and wife should have children
Willing and able to participate over time (constancy of participants is crucial to behaviour change)

Ideally participants with an adequat e literacy level, so that exercises and homework can be
understood and completed a  nd questionnaires can be filled in

X X X X

3.6 Group size

The reason for the suggested size of each group lies within the operationali sation of the sessions. It is
recommended that  the separated groups (men only, women only) do not exceed the number of 10 to

enable fruitful discussions, in which all participants can take part, without the facilitator losing control over
the dynamics of the discussions, and without the risk of the dis cussion splitting into several small
discussions taking place at the same time between fewer people that the facilitator cannot control. This
group size also provides a personal atmosphere for participants to come forward with their concerns, and

enables t he facilitator to encourage people to engage who might be quieter and not participating as much

as more active and/or dominating group members. The size also makes the sessions still workable for the

facilitator in terms of note taking. Because the separat ed groups (men only, women only) also come
together for joint sessions, and the number thus doubles, we recommend the separated groups not to

exceed 10 participants, as this means 20 participants in the joint group. Although these joint groups are

facilita ted by the two facilitators together (male plus female), the group size should not exceed beyond

that; with more than 20 participants in one group, only lecture -style presentations by the facilitators are
feasible, not interactive sessions with discussions involving all participants and exercises.

The community sessions with influencers should also be limited to a maximum of 20 persons so that the
two facilitator s can manage it. Ensure a gender -balanced group so that it consists of women role models
and po tential male gender champions.

3.7 Frequency of the Household D ialogue s essions

The introductory session with the influencers must take place first.  After the introduction with the
influencers, there will be two introductory sessions with the households, taking place every two weeks.
After that, the sessions with the households take s place once a month.
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