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Youth are critical for East African development, especially in the light of the fast-approaching 
demographic window. To empower youth to better navigate the complex health and economic 
challenges they face, Shujaaz, launched in Kenya in 2010, employs a 360-degree, interactive multimedia 
platform (a comic, radio, SMS and social media) to promote better health choices and teach marketable 
skills alongside other social goals. Based on the Transtheoretical Model of health behavior and the 
Motivation-Opportunity-Abilities Model, Shujaaz aims to shift norms around risky health behaviors, 
provide a network for information sharing and social support, and assist youth in becoming financially 
independent. As of May 2017, Shujaaz was known to 4 million young people in Kenya, with 3.7 million 
occasional and 1.7 million monthly users. Seven years into its activities, this study constitutes the first 
impact evaluation of the Shujaaz media. This study aims to (1) identify the impact of timing of exposure 
to Shujaaz on attitudes, intentions, and behaviors related to the use of contraception and income-
generating activities of Kenyan youth, (2) examine these associations at different stages of behavioral 
change, and (3) measure the differential effect between exposure to Shujaaz through analogue versus 
digital media.  This study uses data from a nationally representative, randomly selected cohort of 700 
youth aged 15-24, interviewed in 2016 and again in 2017. Alongside detailed measures on the timing 
and frequency of exposure to specific Shujaaz media, data were collected on measures corresponding to 
all Transtheoretical Model stages, including knowledge, attitudes, norms, interpersonal communication, 
and behaviors. To take advantage of the panel nature of the data, multivariate fixed effects regression 
models were used to estimate the impact of exposure to Shujaaz through any analogue (comic, radio) 
and/or any digital (Facebook, SMS, Twitter, Whatsapp) media on wellbeing indicators related to 
contraception and income generation. Regression results indicate that while analogue media was 
associated with initial and intermediate outcomes - e.g., the number of family planning methods known 
or recognizing the importance of family planning - early exposure to Shujaaz digital media (i.e., more 
than a year prior to the survey) was associated with a 17.7 percentage point increase in ever using a 
condom, a 14.1 percentage point increase in ever using modern contraception, and 20.0 percentage 
point increase in recommending a condom. On the income generation side, both analogue and digital 
media were associated with improved outcomes at multiple levels, including using financial tools such as 
mobile money and discussions of financial matters with adults. Importantly, exposure to Shujaaz digital 
media was associated with a KSH 2,822 (US$26.81) increase in monthly income. The Shujaaz multimedia 
platform provides a unique behavior change model that reaches a wide-range of youth from all 
backgrounds through analogue media and then directs them to social media where engagement with a 
peer network for social support, sharing ideas, and shifting norms stimulates demonstrated behavior in 
the areas of health and financial security/independence.  
 




