
CREATE ENGAGING & 
PERSUASIVE SRHR 
CONTENT
Day 4: SRHR Content & Popular 
Platforms



 WHAT YOU NEED

Smartphone

Camera on, mic off

Notebook and pen

OLA account



RECAP AND 
REFLECTION



Target Audiences

Persuasive Aims

Storytelling

our approach to 
content creation

Creative Formats

SRHR Content

Popular Platforms



 
AGENDA

DAY 4

Types of SRHR Content

Facebook & WhatsApp

Instagram & TikTok



UNESCO 
Guidelines 

on Sexuality 
Education



THE TRIANGLE FRAMEWORK

GAB’s Triangle Approach to Addressing Sexuality

SEXUAL HEALTH
Sexual health is a state of physical, 
emotional, mental and social 
well-being in relation to sexuality.

SEXUAL RIGHTS
Sexual rights protect all people’s 
rights to fulfil and express their 
sexuality and enjoy sexual health, 
with due regard for the rights of 
others.

SEXUAL PLEASURE
Sexual pleasure is the physical 

and/or psychological 
satisfaction and enjoyment 

derived from solitary or 
shared erotic experiences.





Enabling factors in SRHR communication

Physical and 
psychological 

comfort

Self-determina
tion

Consent Safety Privacy Confidence Communication



SRHR CONTENT TYPES

FACTS STORIES



Fact-based content should be created by an SRHR expert

Fact-based content should be simple, free from jargon and wordplay, and easy to 
understand for low-literacy readers.

If the source is a scientific article, include a link to the page or provide a downloadable 
file. 

Thoroughly check the accuracy of any information you include about sexual health or 
medication.

Refer to multiple sources to ensure information is correct.

Try to use objective and scientific information from reputable sources, including links to 
the source where possible

If reputable scientific or medical opinions on an issue are divided, mention this in the article. 

FACTS
Facts, or evidence based SRH 

information content, is straightforward, 
objective information about love, sex, 
sexuality, relationships and the body.







Take care to protect the identity of other people who feature in the testimonial unless you have 
received their permission to use their real name.

Choose pseudonyms that are culturally appropriate.  

Stay true to the facts and spirit of the testimonial. It is acceptable to write a 
testimonial you have heard from a subject as if it is in their voice, but events or details 

should not be altered. 

It is not acceptable to make up fictional stories and present them as true stories. 

The story should be factually correct to the best of your knowledge, and you should do 
your best to verify this as far as possible.  

When anything has been changed you must always state that this story is true, but names and 
places have been changed to protect identities.  

STORIES
Stories are opinion pieces, 

experiences/personal stories, 
testimonials, agony aunt or 

“sexpert” articles, fun facts, tips, etc.







USER-GENERATED 
CONTENT

➤ Engagement

➤ Community building

➤ Cost

➤ Authenticity

➤ Content



ACTIVITY
Choose Your SRHR Topics



On a scale of 1-5, how 
well do you master 
these social media 

platforms?

REFLECTION



 

Go to menti.com, enter the 
code [86944040] and 
answer the following 

question:

On a scale of 1-5, how 
well do you master 
these social media 

platforms?

REFLECTION



What keywords come 
to mind when you 

think of each 
platform?

REFLECTION



 

Go to menti.com, enter the 
code [86944040] and 
answer the following 

question:

What keywords come 
to mind when you 

think of each 
platform?

REFLECTION



BEST PRACTICES 
FOR FACEBOOK

1. Make a good first impression 
2. Harness the power of video
3. Link generously
4. Connect your post to a trending 

topic or holiday
5. Share user-generated content
6. Engage with your audience
7. Repurpose your best content

 



1. Make a good 
first impression

Ensure that when potential new 
followers land on your Facebook Page, 

the design of your cover photo is 
compelling and the About section is 

clear. 



2. Harness the 
power of video

Video content is more engaging than any 
other type of Facebook content. The average 
engagement rate for a Facebook video post 
is 6.13%, which is higher than all other kinds 
of content. People look at videos five times 

longer than static content. 

https://www.facebook.com/reel/1176019163300857/?s=fb_shorts_tab&stack_idx=0


https://www.youtube.com/watch?v=n_NKgisZKXM&list=PLTYPKHObNzKXfFF3Luv2k34awrjy0hW_N&index=5


3. Link 
generously

 Organizations that apply an open, 
networked approach to social 

media channels will engage their 
audiences more successfully than 
those with social blinders on and 

only talk about themselves.



4. Connect your 
post to a trending 

topic or holiday



5. Share 
user-generated 

content
Encourage users to ask questions 
and create posts and keep an eye 
out for mentions of your name, so 
that you can capture these great 

opportunities.



6. Engage with 
your audience

Engaging with your community helps you 
build trust with your audience, create 
momentum, show that you care and 

appreciate everyone interested in your 
mission.



7. Repurpose 
your best 
content

For example, if you have shared a 
successful text post, consider creating a 

graphic, a podcast, a video on the 
subject. Then, you can repost your 

popular content at regular intervals to 
keep it in front of your audience. 



BEST PRACTICES 
FOR WHATSAPP

1. Provide information quickly
2. Bridge the digital divide
3. Think outside the box
4. Answer sensitive questions
5. Foster the active engagement

 



1. Provide 
information 

quickly
Driven by the rapid spread of 

COVID-19, organisations have been using 
WhatsApp to disseminate critical 

information through WhatsApp groups 
whose members can then easily share 

with their respective networks.





2. Bridge the digital divide
WhatsApp can help you reach digitally-disadvantaged communities. For the Global 

Majority where telecom options are either expensive or inaccessible, WhatsApp is the 
go-to alternative to text or other social media. 





3. Think outside 
the box

• In Lebanon, COVID-19 tests can be ordered on 
the app

• In Argentina, a chatbot connects patients to 
doctors to report COVID symptoms

• A Philippine diplomatic mission in the 
United Arab Emirates uses the app as a 
hotline for its citizens working in the country

• In Brazil, citizens use an in-app directory of 
1000s of retailers

• In Mexico, WhatsApp has been used to create 
support networks for women that experience 
intimate partner violence.



4. Answer 
sensitive questions

A pilot ran by Love Matters India showed that 
subscribers felt comfortable asking their most 

private questions via WhatsApp. Some said that 
they wouldn’t want to ask these sensitive 

questions publicly on a more public platform.



WhatsApp has excellent engagement rates. 
98% of messages are opened and read, and 

90% of them get opened within three seconds 
of being received. Additionally, people tend to 
share your content through private messages 
or groups, which can amplify your message or 

campaign at no extra cost. 

5. Foster the active 
engagement



 

REFLECTION

Do you have any other 
Facebook or WhatsApp 
tips you’d like to share? 

Would you like to reflect 
on any of the best 

practices?



BEST PRACTICES 
FOR INSTAGRAM
1. Find your focus
2. Aim your content at a young 

audience
3. Use all the content types
4. Create mobile first
5. Swipe up
6. Put a face on your story
7. Use interactivity
8. Help people find you with geotags
9. Use highlights to intro new followers

10. Make sure you’re posting enough
 



1

Find your focus
What is your unique selling point 

(USP)? What’s your “thing?



THE BIO

STYLE
Be authentic, concise and 
consistent. People need to 

know what to expect.

FORMAT
Punchy Headline.

Then, something that starts a 
conversation. 

Include your location. 
Call to action: link.

NUMBERS
Don’t follow more people than 

follow you. People will think 
you’re a bot. 



2

Aim your 
content at a 

young audience



3

Use all the 
content types

Photos, videos, stories, live. 
Maximize your chances of 

appearing on the explore page. 

Posts Stories Reels



THE WAYS PEOPLE CONSUME CONTENT

ON THE GO
● Short sessions
● Unplanned
● Frequent
● Discovery and 

Connection 

CAPTIVATED VIEWING
● Longer sessions
● Planned
● Intentional 
● Relaxation and 

Entertainment



4

Create mobile 
first

You can do amazing things with 
just your phone!



5

Swipe up
Prompt deeper discoveries /

 Link in Bio



6

Put a face on it
Humanize your content by 

highlighting volunteers, staff and 
those you serve.



7

Interactivity is 
your secret 

weapon
Drive engagement and not only 

passive views



9

Use highlights to 
intro new followers

A way for them to discover what to 
expect



10

Make sure you’re 
posting enough

The general trend is that more 
popular accounts also tend to post 

more

Accounts with 
over 1 million 

followers

Accounts with 
under 1 million 

followers

Post more often 
to feed 4.3 posts/day 2.3 posts/day

Use stories 
regularly 4.1 stories/day 2.8 stories/day

Post more 
videos to feed 35.2% 32.0%



VISUALS: ANATOMY OF A GREAT INSTA STORY

1

2 3

4

5

6

INTRO 3-6 POSTS OUTRO

1. Selfie styled into 

2. Short punchy 
display copy 

3. Location tags & 
hashtags

4. Use interactives:
polls, stickers, sliders

liberally

5. Mix up visuals: 
boomerang, video, 

picture, screengrabs

6. Embrace GIFs
(the cool kids are)

7. Use Swipe Up for 
deeper discoveries. 



 

Click on the Mural link 
in the chat and, in 

groups, brainstorm and 
map a potential 
Instagram story.   

GROUP WORK



BEST PRACTICES 
FOR TIKTOK 

1. Search the discover page for trends
2. Create hashtag challenges
3. Inspire the youngest audience
4. Partner up
5. Go live
6. Debunk and inform 
7. Be on the lookout for new features 



1

Search the discover 
page for trends

When there’s a new challenge on the 
Discover page, millions of users can see it 
and join in. Regularly peruse the platform, 

get familiar with trends and identify 
opportunities to connect your content 

accordingly



2

Create hashtag 
challenges

Hashtags increase awareness for your cause  
and users can create videos to that hashtag. 

When creating a new hashtag challenge, 
make sure that there’s a clear and simple 
purpose or goal. The name should also be 

simple and memorable. 



3

Inspire the 
youngest audience

60% of TikTok users are Gen Zers. 
Gen Zers are trendsetters and social 

amplifiers.



4
Partner up 

The influencers you work with don’t need 
to have millions of followers to be 

effective at spreading the word. If you 
understand your target audience, 

working with small creators that are 
influential to your specific audience can 

make a huge impact. 



5

Go live
TikTok LIVE allows you to interact with your 

audience in real-time, enabling deeper 
engagement. You can quickly respond to 

viewers’ comments and questions or present 
something you’re launching and receive 

immediate feedback.



6
Debunk and 

inform
Many organisations and health 

professionals have been using the 
platform to set people straight. The 

“debunking” genre is fairly popular on 
TikTok and it’s been used from Covid-19 

to mental health to SRHR myths and 
disinformation.



6

Be on the lookout 
for new features

Seeing as TikTok is a relatively new 
platform, they’re constantly launching 

new features. Make sure to stay up to date 
with what’s coming so you have an edge 

when it comes to your content. 



 

REFLECTION

Do you have any other 
Instagram or TikTok tips 

you’d like to share? 

Would you like to reflect 
on any of the best 

practices?



QUESTIONS



 

Go to menti.com, enter the 
code [86944040 ] and 
answer the following 

question:

What is your key 
takeaway from this 

session?

REFLECTION



Pitch your story & create one piece 
of content. You get 10 mins/person 
for your presentation. 
Your pitch should include:

• Target audience statement
• Persuasive aim
• The story
• Format, medium, channel

FINAL ASSIGNMENT



Thank you!


