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EXECUTIVE SUMMARY 

In 2021, Aahung undertook an intervention to create awareness around adolescent and youth 

sexual and reproductive health and rights (SRHR) in two districts of Sindh, Matiari and Qambar 

Shadadkot. Four videos were aired for five weeks on cable television, addressing the following 

themes: limitations of gender roles, maintenance of mental wellness, gender inequality, and 

prevention of child sexual abuse. Several months later, in 2022, Aahung conducted this research 

study in one of these districts, Matiari, to assess the success of the intervention.  

The overarching aim of this research study is to analyze how television can be used as a medium 

of communication to create awareness around adolescent and youth SRHR, by exploring how 

much people in the intervention areas are able to recall the videos aired, their perceptions of the 

videos, and whether or not this led to any attitudinal or behavioral changes. The study concludes 

that television is a useful medium of communication for SRHR messaging, as people were able to 

recall the content of the aired videos, and felt they had an impact on their attitudes.  

Findings from the study indicate that interventions using television as a medium should account 

for the gendered patterns of television watching in specific areas, to ensure that their target 

audience is reached in an meaningful way. Moreover, local contexts should be accounted for to 

effectively address specific SRHR needs in each area of intervention, such as through the 

sensitization of local cable operators. Based on these findings, this report provides key 

recommendations for organizations who want to use cable television for SRHR awareness.  

  



INTRODUCTION  

Under the Sehatmand Khandan (SMK) project, Aahung, in collaboration with UNFPA, conducted 

socio-demographic profiling of two districts of Sindh - Matiari and Qambar Shadadkot (QSK). 

The purpose of this profiling, completed in 2021, was to assess the SRHR needs of young people 

and their domestic and social environments. This information would then be used to design 

interventions to address gaps in AYSRHR awareness within these communities. The profiling 

would also identify which communication methods could be suitable for creating awareness and 

delivering messages around adolescent and youth SRHR.  

The profiling revealed two significant results. First, it was identified that in extended family 

structures which are common in these two areas, adolescents remain under the shadow of their 

parents and grandparents. Their access to information and decision-making is influenced by their 

parents and grandparents', who have their own biased attitudes about SRHR. The second 

significant finding from this profiling was that the most common medium of communication for 

all genders and ages in both rural and urban areas of both districts is television, followed by social 

media (Facebook and Instagram).  

More specifically, in Matiari, about 80% of male and 100% of female adolescents (13 to 17 years), 

along with about 98% of males and 89% of females (18 to 40 years), reported that they watch 

television. Likewise, in QSK, 82% of males and 79% of female adolescents (13 to 17), along with 91% 

of adult men and women (18 to 40 years), watch television. However, not every participant who 

reported watching television owned a television set at home. Televisions, as well as mobile phones and 

computers are all shared between family members and neighbors, particularly in rural areas. Moreover, 

men tend to gather at communal places such as tea shops to watch television, whereas women and 

children tend to watch at home. 

Aahung’s Intervention  

Based on these results, Aahung designed an intervention to deliver AYSRHR messages in these 

districts via television, to reach adolescents as well as their families and communities. Four public 

service videos were produced, and then aired through cable television in both districts. Each video 

covered a particular theme of AYSRHR: gender inequality, challenging gender roles, psychosocial 

well-being of adolescents during the COVID-19 pandemic, and prevention of sexual abuse. To air 



the videos, Aahung contracted a media agency, who then used local cable operators in both districts 

to run the content on television.  

This work was subcontracted due to the cable operation system in the province. Rural cable operators, 

often independent and unregulated by any centralized authority, provide services within villages and 

Union Councils (UCs). The cable operators are generally residents of the UC they serve, and have an 

unspoken agreement with locals that they will only subscribe to one operator. In more urban areas, 

there are multiple operators in a single UC who compete for subscribers. Most local operators air 

various local and national programs, such as recorded dramas and soap operas, or Bollywood 

movies. Due to the multiplicity of cable providers, contracting a media agency was a suitable way 

of ensuring that a large number of areas would be served, as media agencies have local contacts 

with operators.  

Through the support of the media agency, the four videos aired for five weeks between November 

and December 2021. The purpose of this intervention was to raise awareness about specific 

AYSRHR themes among young people and the community at large.  

Four Videos Aired 

Video on Gender Roles 

The video opens up with a statement that equality is better for all. A father talks about the difficult 

questions he has faced from his children. His daughter asks him if she can only become a doctor. 

His son says he enjoys cooking and asks if he can become a chef. The father then explains that 

gender roles are defined as roles assigned by the society based on a person’s gender. The video 

shows a picture where the boy is seen to be studying whereas the girl is seen to be helping her 

mother with the house chores. He explains that by practicing these gender roles without 

understanding their consequences, we are promoting numerous misconceptions about gender on a 

daily basis. 

He then speaks to viewers who are parents, explaining that it is their responsibility to end gender 

differences in every aspect of their children’s lives The video then shows the boy painting on a 

canvas and the mother helping him with that, followed by both the parents showing interest in the 

school reports of both of their children. This is followed by examples of nurturing children without 



restricting them with gender roles, leading to the son becoming a chef, and a girl riding a bike 

carefree. The father and mother are then shown to share domestic tasks, to set an example for their 

children. He explains that adhering to strict gender roles strengthens the patriarchal system which 

we should prevent from being passed on to our children. We should try to provide awareness to 

children, explain discrimination to them, and promote gender equality within the home.  

Video on Psychosocial Well-being 

The video opens up with a boy, Amir, looking outside his window. He then picks up his diary, 

Amir’s diary, and starts writing in it. He writes about various problems his family is facing, such 

as economic difficulties due to the pandemic. He also expresses his anxiety about rising COVID-

19 cases. He then shares his feelings with his sister, which makes him realize that talking about 

his problems with someone makes him feel better. His sister and parents are also anxious and 

worried about their circumstances during the pandemic. 

The next morning, both the parents are working in the kitchen while Amir is fixing the radio as his 

sister gets back from work. She calls her parents and tells them that she had a meeting today at her 

office where an expert shared great information regarding mental well-being and gave them a 

booklet. Amir says that it was only yesterday they were discussing this issue. The father adds that 

he and their mother also wanted to talk to both of them about this. The sister suggests that they 

should read the booklet together. Everyone gathers around the dining table as the sister reads the 

booklet to the family, which has several important messages. One should choose an individual in 

the family with whom they can share their feelings and experience of the entire day. If there are 

young individuals in the family, we should make sure they are able to express their feelings and 

emotions openly. For this, it is important to establish a productive routine, providing them with 

ample opportunity to spend quality family time together. Young people should try including 

physical exercise within their routines, as active bodies regulate energies in a positive way. Young 

people should not feel disappointed with regard to their future, instead they should keep working 

towards their plans in an alternative capacity such as learning some skill, or taking professional 

courses which they can access online.  

Video on Gender Inequality 



The video talks about gender inequality, how it prevails in our society, and ways to combat it. The 

video opens up with the introduction of a 17-year-old girl, Sehar who lives with her parents, 

grandparents, and brother. Her brother is Asif, who is 15 years old. The video draws comparisons 

between their lives and their perceived gender roles. Asif attends one of the best co-education 

schools in the city. Sehar also attends school but she is allowed to go to a girls-only school. Sehar 

is shown to be worrying about her future aims, and ambitions whereas Asif is shown to be enjoying 

his school with his friends. The video shows a scene at dinner time where their father and 

grandparents discuss Asif’s future plans and his higher studies goals. There is disappointment and 

frustration on Sehar’s face as nobody discusses her future plans except in the context of marriage. 

Sehar is shown to be dishearteningly washing dishes while Asif, his father, and grandfather are 

shown to be enjoying watching TV. 

The video moves forward to explain patriarchy – that the difference in Asif and Sehar’s lives is 

the result of an oppressive system called patriarchy. Patriarchy is explained as a social system 

centered upon male domination and control. The video moves forward to explain the beginning of 

perceived gender roles in society. It explains how a human is born male or female but society trains 

them to act or perform in a certain manner that fits society’s idea of being a male or female. The 

video then explains that media, films and television, historical narratives, and family practices 

further reinforce and allow a specific gender to thrive and oppress the other. The video then shows 

how we witness all of this through our daily lives and interactions. Sehar is shown to be frustrated 

as she is hearing different narratives which perpetuate this inequality. Asif has a similar experience. 

The video then shows a woman misbehaving with a gardener, a man making a rude face to a 

woman serving him food, and a tribal lord pointing fingers at a poor laborer. The video explains 

that discrimination is not only done on the basis of gender but also on the basis of economic and 

social power, caste, superiority, etc. Therefore, under the basis of these distinctions, no woman is 

always oppressed, and no man is always powerful. The video shows both Asif and Sehar separately 

being told off by their grandparents. It explains that since all of us are part of this system and we 

not only contribute to maintaining it but are also affected by it in different ways. 

The video then shows our responsibilities to do better and bring about change. Asif is shown 

cooking with his mother and helping her clean dishes; both the parents are shown discussing 



financial matters; both the parents are shown actively listening to Asif and Sehar. The video shows 

both Sehar and Asif enjoying different things equally, such as, Sehar is shown driving a car, Asif 

is shown cooking food, both them are shown receiving gifts from their parents, both of them are 

shown studying, and both genders are shown going to work 

Video on Preventing Child Sexual Abuse 

The video opens up with a scene from the school where a mother is picking up her son from school. 

She looks back at another child who is standing alone inside the school, looking timid. This is 

followed by a scene in a house where a scared boy, Tariq, is sitting alone. His mother shows up 

and tells him that she has prepared his favorite food, chicken roast today. She inquires about the 

reason he is so quiet today. Tariq is then resting when his father shows up and asks him if he is 

feeling alright. He tells his father that he is only feeling tired. His father further asks him about the 

reason he did not have food today. He tells his father that it is because he was not feeling like 

eating anything. His father asks him to get up and change his uniform and eat something. Tariq 

gets up and requests his father if he can pick him up from school tomorrow. His father replies that 

his office is very far from his school and he cannot reach his school on time to pick him up. He 

sadly asks his father when their driver, Rashid bhai will come back. 

His father explains that Rashid bhai is gone for a few weeks to attend his son’s wedding. He will 

be back in two weeks and this should not worry him. Upon hearing this, Tariq gets nervous and 

tells his father that he won’t attend school until Rashid bhai gets back. His father tells him that this 

is not rational and he should not skip school. Tariq keeps on pressing his father that he does not 

want to go to school with his uncle, Salman Khalu. His father inquires about the reason he is 

unwilling to go with him and if he is upset with him. Tariq is seen to be sharing something with 

his father while he listens. 

The video then shows both parents in their room. The father is seen walking across the room while 

the mother is sitting. The father is angry at Salman, the abuser, while the mother is shocked that 

he could abuse their child, especially when he was always so kind to Tariq. The parents realize 

that such abuse can be committed by family members, and they decide to take action against 

Salman, even though it would cause rifts in their family. They also counsel their son and assure 

him that the abuse is not his fault. After some time, Tariq is shown to be recovering from the 



traumatic incident, playing happily with his friend.  

Research Questions 

This research study aims to assess the effectiveness of airing videos on television as a 

communication strategy for increasing adolescent and youth SRHR awareness. The study answers 

the following question: How can television be used for AYSRHR awareness messaging?  

It also answers two specific questions sub-questions to assess the success of the intervention: 

1. Did individuals in these two districts retain any information or ideas from the videos aired?  

2. Have there been any attitudinal and behavioral changes among people in relation to 

AYSRHR after watching the videos?  

  



METHODS 

This research study was designed and carried out by Orchids, a consultant firm hired by Aahung. 

The consultant firm created the research plan, completed the data collection, and provided Aahung 

with the data gathered. Using this data, Aahung compiled this research report to assess the 

effectiveness of the intervention and provide recommendations for further programming on 

increasing AYSRHR awareness. 

Orchids reported that the study initially focused on both districts in which the intervention was 

carried out. There were thirty-one and fifty-seven regional areas from the district Matiari and 

Qambar Shadadkot respectively where the videos were aired. However, when the research team 

began data collection, the residents of QSK reported that the videos had not been aired in their 

areas. Even when data collectors played the videos for the participants, none of them recalled 

watching any of them. The common responses of the residents were, “We have never seen any 

such video on cable television,” and “We watch television all the time. We would have 

remembered if these videos were ever aired.” The research team then contacted the cable operators 

in the UCs listed by the media agency where the videos were supposed to have aired. However, 

these operators said that they had never aired these videos. 

For further confirmation, the research team identified various stakeholders whose social and 

political position enabled them to connect to people from various UCs within their taluka or across 

the district. This included government officials from the district office, lady health visitors, 

headmasters of selective schools and local NGO workers. The stakeholders were requested to find 

out through their social networks if the videos were ever aired. All the stakeholders confirmed that 

the videos were not aired in any of the villages or towns in their tehsil or UCs. As a next step, the 

local operators who were contracted to air the videos were tracked down and none of the mentioned 

local cable operators were found to exist with the provided name or contact details. Subsequently, 

the Orchids research team decided to concentrate the recall study in district Matiari, increasing the 

sample size of participants.  

However, a week after closing down exploration in QSK, some of the same stakeholders contacted 

earlier, particularly from the villages Seelra and Kambrani in the UC Seelra to inform Orchids that 

the videos had now been aired in these areas. However, as they were aired during the period of 



research study rather than the actual intervention period, it was not appropriate to consider these 

sites and include them in the research, as it would compromise the aim of the study to assess recall 

of the videos. Aahung will now investigate the reports provided by Orchids as well as the 

consultant media agency to investigate if the videos were aired in QSK.  

Research Design 

This is a cross-sectional, mixed methods research study – with quantitative and qualitative methods 

used to address the research questions. The study was conducted in various areas (Appendix A) of 

one of the two districts where Aahung carried out its intervention – Matiari. Quantitative data was 

gathered through questionnaires administered to adolescents, their parents, and their grandparents. 

Qualitative data was collected through focus group discussions (FGDs) with young people and 

their family members. 

Study Participants  

The participants of the research study are adolescent girls and boys between the ages of 13 to 17 

years, along with their parents (18 to 40 years), and grandparents (above 60 years). The 

questionnaire for quantitative data collection was administered to 500 participants. Participants 

were recruited from Matiari city and three UCs in the district, Odero Village, Odero Station, and 

Palijani. These UCs fall under the taluka named Sekhaat. 

  Adolescents Parents Grandparents 

Male 120 65 65 

Female 120 65 65 

Sum 240 130 130 

Table 1: Distribution of quantitative survey participants according to age and sex 

For focus group discussions, participants were recruited from the same areas of Matiari, using 

purposive sampling, which involves recruitment of information-rich participants who are well 

acquainted with a particular phenomenon of interest (Devers, 2000). The purposive sampling was 

done with the help of community members such as male members gathered at tea shops, women 

gathered in a neighborhood, and children in schools.  



Data Collection 

The data collection for this study was carried out by Orchids. Their research team hired local data 

collectors, so that participants would be more comfortable in providing information. Moreover, 

local data collectors could communicate with participants in the particular dialect of Sindhi 

commonly used in each district. The data collectors were thoroughly trained by Orchids’ 

management.  

The survey was administered to 500 individuals. Moreover, there were four FGDs held separately 

for adolescent boys, adolescent girls, female parents, and male parents, with about 8 to 10 

participants in each cluster. FGDs were conducted in communal spaces such as schools, 

playgrounds, market spaces, and individuals’ homes.  

To evaluate the effectiveness of the intervention of airing videos on television, this study focused 

on the combination of awareness, the internalization or receptivity of information transmitted 

through the videos, and the ability to reflect on the content of videos. Hence, four variables were 

computed: number of people who viewed the videos, their ability to recall the video content, and 

impact of the content on their views on SRHR. The quantitative data was analyzed using SPSS, 

while the qualitative data was thematically analyzed. 

Ethical Considerations 

Verbal consent was sought for each adult participant in participating in the survey or FGDs 

whereas, for adolescents, written consent was sought from their parents or guardians (Annex 2). 

Participants were informed of their right to refuse participation or to withdraw at any time. 

Moreover, the privacy and confidentiality of their responses was assured by anonymizing the data 

collected.  

Research Timeline  

The recall study in the two districts started simultaneously on 3rd June 2022. The data collection 

was expected to take place in twenty days, but it extended to almost forty-five days and finished 

on 12th August 2022. The delay was caused due to heavy monsoon rains which caused flooding 

and hindered research activities.   



FINDINGS 

The quantitative and qualitative data provide information on three particular themes: the 

availability of television and its use by individuals in Matiari, how much participants could recall 

the aired videos, and their perceptions of the content aired. All three themes have implications 

for the use of television as a medium of communication for creating awareness around 

AYSRHR.  

Television Availability and Watching Habits  

Almost all survey participants reported watching television regularly. Out of 500 participants, 76 

percent individuals watch television in their own homes, while others watch in different 

locations. Table 2 indicates where people watch television the most.  

Places Percentage 

Watch television in their own home 76% 

Watch television in their own home and in tea shops 12% 

Watch television in their own home your and neighbor’s homes 7% 

Watch television in their own home and with relatives 4% 

Watch television in neighbors’ homes 1% 

Table 2: Places where participants watch television 

Adolescent girls (about 41%) tend to watch television for two to four hours a day, as do their 

mothers (about 48%). Grandmothers tend to spend less time watching television. Overall, a greater 

number of male participants reported watching television, and for longer durations than their 

female counterparts. Table 3 shows the duration of time spent watching TV for each group of 

participants.  

 1 to 2 hours 2 to 4 hours More than 4 hours 

Girls 22% 41% 37% 

Mothers 16.5% 48% 35.5% 

Grandmothers 44% 28% 28% 



Boys  24% 74% 2% 

Fathers 22% 73% 5% 

Grandfathers 11% 83% 6% 

    Table 3: Duration of watching television for each demographic group 

These results reveal that gender plays a role in where individuals watch television, and how long 

they watch it for. While men tend to watch TV outdoors, women tend to watch at home. This 

means that men tend to watch TV with other men – making it likely for them to discuss the content 

they watch with fellow men at tea shops and other communal spaces. On the other hand, women 

watch television at home, making it more likely for them to discuss the content they view with 

other women in the household.  

Moreover, FGDs with participants revealed that men and women also watch television at different 

times of the day – while women tend to spend time watching TV after lunch and dinner (2 to 4 

p.m. and 9 to 10 p.m.), men do not tend to have specific hours when they watch TV. However, 

fathers and grandfathers reported that they watch TV, particularly the news, after dinner (9 p.m. 

onwards).  

 

 

 

 

 

 

 

 

 

Figure 1: Household structure of adolescents 



The videos aired in this intervention were geared towards families – to address gender inequality, 

gender roles, child sexual abuse, and mental wellness within a familial structure with children, 

parents, and grandparents. Such content should be aired at a time when families are most likely to 

watch television together, at home. One such overlap in watching times is during and after dinner 

(around 9 p.m.), as participants reported that this is the time when families are most likely to watch 

together and then discuss the content they view. The content should also be tailored to appeal to 

different family members, due to the way households are structured in these areas, which are 

predominantly urban (Figure 1).  

How much did people recall the videos? 

The video which most participants recalled watching was on psychosocial well-being, titled 

‘Aamir ki Diary’. Figure 2 shows the percentage of participants who reported watching each of 

the four videos.  

 

Figure 2: Percentage of participants who remembered watching the videos 

 

More adolescents watched the video on psychosocial well-being than their parents and 

grandparents. Figure 3 shows the percentage of adolescents, parents, and grandparents who 

remembered watching each of the videos. The least watched video was on child sexual abuse.
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Figure 3: Distribution of viewers according to age group and videos 

This suggests that the videos on general health and well-being were watched more, while those on 

more specific and stigmatized SRHR themes were viewed less often. It is plausible that these 

videos may have been aired fewer times as well - further research is required to corroborate this.  

However, since the research team found that cable operators are often residents of the area they 

serve, sensitizing them on AYSRHR would be essential to ensure that videos are aired regularly 

and at particular times for maximizing views.  

Gender Roles 

Significantly more men than women recalled watching the video on gender roles. Table 4 shows 

the number of times participants watched this video. 

 
A few times (2 to 4 
times in five weeks) 

More often (more than 
4 times in five weeks) 

Haven’t watched the 
video message 

Boys 34% 3% 63% 

Girls 10% 4% 86% 

Fathers 35% 3% 62% 

Mothers  8% 3% 89% 

Grandfathers 43% 5% 52% 

Grandmothers 5% 5% 90% 
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Table 4: Percentage of participants who watched the video on gender roles 

While some participants recalled watching the video, few remembered its content (Figure 4), with 

only 14 percent of participants able to recall the message of the video. Moreover, 73 percent of 

adolescents and 74 percent of parents felt that it was relevant to them and their families.  

 

  
         Figure 4: Percentage of participants able to recall the content of the video on gender roles. 

 

Psychosocial Well-being 

The video on psychosocial wellness was also watched by more male participants than females, 

particularly among adolescents and parents. Table 5 shows the frequency with which participants 

watched this video.   

 

 Few times (2 to 4 times  
in five weeks) 

More often (more than 
4 times in five weeks) 

Have not watched  

Boys 64.5% 14.5% 21% 

Girls 58% 19% 23% 

Fathers 74% 11% 15% 

Mothers 46% 14% 40% 

Grandfathers 52% 12% 36% 
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Grandmothers 50% 20% 30% 

Table 5: Percentage of participants who watched the video on psychosocial well-being  

 

The recall of this video was also higher than the video on gender roles. Up to 67 percent of 

participants were able to recall the message of the video (Figure 5). Moreover, 92 percent of 

adolescents and 78 percent of parents found the video to be relevant to their lives and families.  

 

 
Figure 5: Percentage of participants able to recall the content of the video on psychosocial well-being. 

 
Gender Inequality  

More male than female participants recalled watching the video on gender inequality. 90 percent 

of adolescent girls reported never having watched the video (Table 6).  

 
Few times (2 to 4 
times in five weeks) 

More often (more than 
4 times in 5 weeks) 

Have not watched 
 

Boys  35.5% 2% 62.5% 

Girls 0% 10% 90% 

Fathers  33% 7% 60% 

Mothers 12% 9% 79% 

Grandfathers 23% 6% 71% 



Grandmothers 2% 8% 90% 

Table 6: Percentage of participants who watched the video on gender inequality 

Of those participants who had watched the video, 62 percent were able to recall the message 

portrayed in it (Figure 6). Furthermore, around 84 percent of adolescents and 79 percent of parents 

who watched the video felt that its content was relevant to their lives and families 

 

 

Figure 6: Percentage of participants able to recall the content of the gender inequality video 

 

Preventing Child Sexual Abuse 

While participants were responsive to data collectors on questions regarding the videos on gender 

and well-being, they were not forthcoming in admitting that they watched the video on child sexual 

abuse due to the stigma and discomfort around this topic. Most participants initially reported that 

they had not watched this video. However, after data collectors engaged with them for some time, 

participants became more comfortable in admitting that they had watched this video.  

Finally, around 23% of the survey participants reported that they had watched video at least twice 

in the duration of five weeks. Overall, women were more hesitant in admitting that they had 

watched it (Table 7).  

 Few times (2 to 4 More often (more Have not 



times in five 

weeks) 

than 4 times in five 

weeks) 

watched 

Boys 19% 0% 81% 

Girls 1% 4% 95% 

Fathers 44% 0% 56% 

Mothers 6% 9% 85% 

Grandfathers 40% 0% 60% 

Grandmothers 12.5% 3% 84.5% 

Table 7: Percentage of participants who watched the video on preventing CSA 

 

Only 49 percent of the participants who recalled watching the video remembered the message 

portrayed in it. When asked about the messages that they could recall, most of the respondents (93 

percent) mentioned that the perpetrators could be close relatives as well as outsiders. 42 percent of 

them remembered the punishments for the abusers, and 33 percent mentioned that they 

remembered the message about encouraging children to speak openly about incidences of sexual 

harassment or abuse. Moreover, only about four percent of adolescents and 13 percent of parents 

felt that the video was relevant for their lives and families. 

 

 

Figure 7: Percentage of participants able to recall the content of the CSA video 

Participants’ recall of the videos and their content reveals that certain AYSRHR themes are much 

more stigmatized than others, and there should be more extensive awareness and sensitization 

around these topics. Moreover, content should be tailored to the needs of particular areas, 



especially if it is being aired with the help of local cable operators. The content should also be 

engaging and the key message should be clear to maximize its impact and memory retention.  

How were the videos perceived?  

Gender Roles 

The survey respondents were asked if any conversation was generated among family members 

after watching the video on gender roles. 21% stated they talked about it several times with their 

family members, and it was effective in changing their perspective on this subject.  

In addition, adolescents were asked if they could observe any change in their parents or 

grandparents attitudes regarding gender roles that could be attributed to the video message. About 

16% of adolescents reported that they have observed a change in the attitude of both their parents 

and grandparents since watching the video. However, 72% stated that it did not affect the behavior 

of their parents or grandparents.  

  

 

Figure 7: Noticeable change among parents and grandparents according to adolescents after viewing the video on gender roles 

Most of the survey participants agreed with the message shown in this video. The data shows that 

94% of the respondents agreed that people of all genders should be treated equally, whereas 6% 

felt that gender equality could not be attained. Those in disagreement felt that men and women are 
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biologically different and so they should be treated differently socio-culturally. One boy 

responded, “Mein aur meri behan mukhtalif hai. Allah ne humein mukhtalif banaya hai tou hum 

kaun hote hai barabari lane wale. [My sister and I are different. When Allah has created us 

differently, who are we to try and create equality].”  

When asked about how gender equality between men and women can be achieved, 38 percent of 

participants stated that it is possible to reduce the gender gap through education, equal opportunity 

for men and women, and helping each other to meet their financial needs. 31 percent insisted on 

improving the quality of education for both men and women. About 9 percent mentioned gender 

equality is possible only if men consider women as human beings with equal rights and; five 

percent considered a fair division of labor and provision of equal opportunities as integral to gender 

equality. However, 17 percent mentioned that it is impossible to consider men and women equal 

because God has created them differently.  

Focus group discussions revealed that people in these communities are concerned with the safety 

of women, which hinders their mobility and affects girls’ education. Attitudes shared by 

participants suggest that unmarried girls and women face significant restrictions in their mobility 

due to gender discrimination. Parents face social disapproval if they choose to educate their 

daughters. Fathers and grandfathers in particular continue to hold on to the belief that girls should 

be married soon after puberty.  

Female participants, however, were more critical of traditional gender roles. They quoted examples 

of some women who now drive a car in their area. With a great sense of admiration and pride, a 

group of women during FGDs shared, “ab tau aurtein gaari (car) bhi chalati hai. Ab pehle wala 

zamana nahi raha. Aurtein bohot agey nikal gaye hai. [Now women drive a car. The time has 

changed now and women have advanced to a greater extent].”  

The women participants of Matiari thought that their area, that is Sekhat and Matiari city, is better 

off compared to the adjoining cities in terms of gender equality. The group pointed to the 

progressive changes which have occurred in the past 10 years. They acknowledged that there is a 

lack of opportunities such as higher education and employment, but that this affects men and 

women both. Participants believe that the trend of female education is increasing in certain places, 

but there are not enough educational institutes. The participants also shared that the gender gap is 



more prevalent in particular castes (such as Maari and Khoso) than in geographical localities. 

While most participants in FGDs agreed that discussions around gender equality are integral and 

beneficial for society to progress, they were unsure if all their family members watched the video 

and were not able to recall any specific impact of the video on their family discussions and 

decisions. 

Psychosocial Well-being 

Participants who watched the video on psychosocial well-being felt that it sparked conversations  

among their family members, particularly around maintaining mental wellness during the 

pandemic through exercise and fun activities.  Most survey respondents were comfortable 

watching this video with the rest of the family members and showed interest in watching similar 

videos in the future. 

Around 71 percent of the adolescent participants reported that they had discussed this video with 

their family members, and 43 percent felt that they felt a change in their parents’ and grandparents’ 

attitudes around mental wellness after watching and discussing the video (Figure 8).  

 

 

Figure 8: Noticeable change among parents and grandparents after watching the video on psychosocial well-being 



 

Participants felt that the video was relevant and informative for them because of the impact on the 

pandemic on their mental health. Female participants felt that confinement within the home 

actually limited meaningful conversations between family members. Men, however, felt less 

confined and restricted to the home, and continued to move around in public places wherever 

possible. This suggests that women’s mental health is more likely to have been negatively 

impacted in the pandemic. Adolescents also reported that they use social media for self-expression, 

which helps them maintain their well-being. Participants of all ages felt that there is a lack of 

communal and recreational spaces in their areas, which negatively impacts their mental health.  

FGDs revealed that information around and understanding of mental health issues was limited 

among the communities where the intervention took place. There continues to be stigma around 

mental illness and seeking treatment.  One male participant who worked at a local pharmacy 

mentioned that people purchase over-the-counter sleep medication as a cure for depression and 

anxiety. Those suffering from mental illnesses are taken to religious leaders instead of medical 

professionals. Participants felt that imams should include discussions on mental health in their 

sermons, although this is currently a norm.   

Some participants revealed that they already engage in journaling to maintain mental wellness, 

and over 20 participants reported that they began keeping a journal after watching the video. Some 

participants noted that while keeping a journal is a useful activity, it is only possible for those who 

are literate. Hence, content on well-being should cater to literate and non-literate populations to 

provide strategies to improve mental health.  

Gender Inequality  

Participants felt that they were comfortable watching the video on gender inequality with their 

families, and would be interested in having such content aired in the future. While recalling the 

themes of the video, 64 percent of the study participants remembered the message about society’s 

role in the allocation of labor between men and women and 57 percent of the respondents 

remembered the message about the role of schools and education in reducing the gender gap 

between boys and girls. 36 percent of the respondents remembered the message about parents’ 

responsibilities in ensuring equality between boys and girls and 9 percent mentioned that they 



remembered the message about reducing the gender gap by promoting conversations among family 

members.  

The survey data revealed that only 19 percent of the respondents who had watched the video were 

able to have a conversation related to it with their family members after which they felt noticeable 

change in the attitudes of their parents and grandparents (Figure 9).   

 

Figure 9: Noticeable change among parents and grandparents according to adolescents after viewing the gender inequality video 

Many participants felt that gender equality is an unrealistic goal and almost impossible to attain in 

their current social circumstances, whereas other participants thought that the provision of 

education to both boys and girls is a way to achieve gender equality.  

However, participants also reported increasing economic empowerment of women in Matiari, as 

women are working as professionals in educational institutions and banks. Women also tend to 

own small businesses in the district, such as tailoring services, selling clothing, and beauty salons. 

Many of these businesses operate from within the woman’s home. Female participants felt that 

financially independent women have more authority in their homes.  

Some participants felt that women are over-represented in the education sector, because of low 

income and the expectation that they cannot be primary breadwinners. One male participant noted, 
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“Larkiyan is waja se bhi kam tankhwa mein kaam karti hai kiyun ke unhein ghar nahi chalana 

hota hai. Job tau woh waqt kaatne ke lye karti hai jab tak unki shaadi na hojaye ya agey parhai ki 

ijazat na ho tau” [The reason women accept low wages in teaching jobs is that they are not primary 

earners in their families. They work until they are married or if they are not allowed to study 

further]. This indicates that discriminatory attitudes still persist in these communities. Men were 

also unable to provide any examples of women in local positions of authority, such as the district 

government or law enforcement. While women think of themselves as agentic and equal to men, 

men feel that women are weak and their roles should be relegated to the domestic sphere.  

Some FGD participants also pointed out that Matiari has a significant transgender community, 

who have not been represented in any of the videos aired during the intervention. This suggests 

that viewers would be receptive to content which includes the transgender population in 

discussions of gender equality.  

Preventing Child Sexual Abuse 

Most participants who reported watching the video on CSA felt that they were comfortable 

viewing it with their families, and would be interested in watching more of such content. Around 

16 percent of those adolescents who watched the video had a conversation related to the content 

with their family members, which led to a change in their attitudes towards sexual harassment 

(Figure 10). Most participants felt that they were not able to have a conversation about this video 

with their family members. Some respondents mentioned that they are taking better care of their 

siblings and young members of their family after watching the video.  

Participants were extremely hesitant in talking about the subject of sexual abuse, in response to 

the survey questionnaire and in the FGDs. Some participants reported that they avoided watching 

this video with their families. One male participant noted, “Sach baat yeh hai ke hum aisi video 

ati hai tau channel badal detey hai… ya phir hum kisi bahane se uth kar chaley jatey hai. Yeh 

sharamnaak baatein beti bahu ke sath beth kar dekhna humari tehzeeb nahi hai” [We tend to 

switch channels when such content comes on TV, or we get up and leave with some excuse. It’s 

against our traditions to watch such things with the young women of the house].  



  

Figure 10: Noticeable change among parents and grandparents according to adolescents after viewing the CSA video 

Some participants in a focus group mentioned a case of child sexual abuse in a religious school 

(madrasa) in their district. They felt that religious institutions can become sites of such abuse as 

they are so unregulated and unmonitored. Parents expressed concern about the safety of their 

children. One participant recalled an incident from 2017, when her 12 year old nephew was 

sexually abused, but the child and family did not take any action against the perpetrators, because 

it would compromise the honor of the family. People continue to hold traditional beliefs about 

honor which restrict conversation and action around preventing CSA.  

One male participant explained, “Sexual abuse bohot sharmandagi ki baat hai na sirf jis ke saath 

hua hai magar uske khandaan ke liye bhi. Is per baat bhi karna bhi taboo hai” [Sexual abuse is a 

matter of shame for the victim as well as their family and it’s taboo to talk about]. Participants felt 

that extensive sensitization efforts are required to change such attitudes. One female teacher 

explained, “Aik ya do video message se logo ki zehniyat nahi badalti” [One or two videos cannot 

change people’s mindsets]. While participants felt that both men and women are victims of sexual 

abuse, they explained that the consequences are worse for women, because such incidents impact 

their marriage prospects. Participants also noted that while families should be a source of support 

when such incidents occur, they themselves are not aware of what steps can be taken to ensure 

safety and take action against perpetrators, hence social support services should be involved in 
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cases of abuse.  

Participants’ perceptions of the videos indicate that there is still significant stigma around 

AYSRHR conversations, and discriminatory attitudes persist which hinder efforts to promote 

gender equality and improve access to SRHR information and services in the district of Matiari. 

However, videos aired on television do promote conversations on AYSRHR among families, 

although it is difficult to attribute any attitudinal and behavioral changes to one particular 

intervention.  

  



DISCUSSION  

The findings shared above assess Aahung’s intervention of airing awareness videos on AYSRHR 

on television by exploring how people’s television watching habits, their ability to recall content 

they watched, and their perceptions of that content. The results indicate that television is a useful 

medium for creating awareness on adolescent and youth SRHR in areas where other 

communication mediums are not widely available. This is because: 1. Individuals are able to retain 

information they absorb from this content for a significant period of time - this study shows that 

participants recalled watching these videos after seven to eight months. 2. Content aired on 

television reaches a broad audience of various age groups, and generates reflection and 

conversation within individuals and their families which would otherwise not happen, due to a 

lack of AYSRHR information dissemination from other avenues. Moreover, two areas of 

consideration emerged from the findings which can inform our use of television as a medium for 

SRHR communication.   

Television Watching Habits as Gendered 

Firstly, the study findings show that television watching habits and patterns differ across genders. 

Male and female participants reported watching television at different times of day, with men 

watching more television over the course of the day than women. This was reflected in the number 

of people who watched the videos aired as part of Aahung’s intervention - overall, more men than 

women watched all four of the videos aired on different SRHR thematic areas.  

This means that in designing an intervention using TV, we first need to identify our unit of 

intervention where we seek to spark change. If this unit is the family, then we need to cater to 

people’s television watching habits so as to reach individual members of a family, as well as family 

members together. This is particularly important if we wish to generate conversations between 

family members and bring men and women of different age groups together for discussions which 

tend to be segregated across gender and age.  

Male and female participants differed significantly in their understandings of gender, with women 

seeing themselves as autonomous beings who lack resources along with the men in their areas, 

whereas men tended to think of women as suited to traditional gender roles. This indicates a 

disconnect which needs to be addressed - both men and women need different levels of SRHR 



awareness, with content more specifically appealing to each demographic. Doing so will enable 

us to challenge persistent discriminatory attitudes, which are a significant barrier to ensuring 

sexual and reproductive health and rights for all.  

Local Contexts Matter 

Secondly, the study findings emphasize the significance of local contexts when designing 

interventions to create awareness. Within the areas of Matiari included in this study, we found that 

content needs to be relevant to a particular local context - for instance, the video on psychosocial 

well-being which promotes keeping a journal as a mental wellness activity does not appeal to non-

literate populations. This highlights the effectiveness of a needs-based assessment before such 

interventions, which can provide a roadmap not only for which SRHR thematic areas need most 

awareness, but also how information can be communicated most effectively to a particular local 

audience.  

Establishing relevance within the content will ensure that people retain information well after the 

intervention is complete, while also maximizing the impact the content will have on people’s 

attitudes and mindsets. Since the videos were aired during the pandemic, the content on 

psychosocial well-being which told the story of a family coping with the pandemic’s impact was 

most relevant for participants, and was the most recalled video out of all four.  

On the other hand, despite concerns around child sexual abuse, these communities in particularly 

maintain a heavy silence around this subject, indicating a need for greater sensitization on this 

theme. Most participants did not wish to watch this video with other members of the family, and 

were reluctant to discuss it. Such information should be incorporated in intervention design, for 

example, by increasing the number of times certain videos are aired, as well as changing the times 

of day when they are aired so that people watch them individually and with their families.  

To do so, one key stakeholder which needs to be engaged in these interventions directly is local 

cable operators/providers. Since these providers tend to operate on a small scale, particularly in 

rural communities, they are residents of the area they serve. This means that their sensitization and 

subsequent cooperation is essential in ensuring that content is aired in the manner intended. They 

would also be able to provide insights on the types of content local audiences are more receptive 

to, aiding the content design process for organizations.  



RECOMMENDATIONS 

Based on this assessment of the intervention, below are seven key recommendations which can be 

useful to SRHR organizations who want to use television as a medium for creating awareness.  

1. Carry out profiling exercises to identify which mediums of communication are most used 

by different population groups in specific areas. 

2. Conduct needs-assessment exercises to identify local AYSRHR needs before designing a 

television-based awareness intervention. This will identify which thematic areas need most 

attention, as well as how communication on these themes can be most effective. 

3. Tailor content to local contexts, which can vary between districts, and urban versus rural 

areas.  

4. Engage with and sensitize local cable operators to ensure that content is aired as intended. 

This can also potentially create local community champions to promote SRHR messaging, 

as local operators are closely connected with the communities they serve.  

5. Frequency of airing content and the times during which it is aired should vary based on the 

specific theme being addressed within the content.  

6. Television-based interventions should be nested within other strategies of creating 

awareness, such as in-person sessions in schools. This will maximize the impact of all 

awareness interventions.  

7.  A local cable operating system creates room for inclusivity, which can be used to reach 

wider audiences. One way to make use of this system is to cater content to particular 

populations and topics, such as transgender rights, which can then be aired in areas with 

transgender communities.  

 

These recommendations provide an initial roadmap for using television as a strategy to create 

awareness on adolescent and youth sexual and reproductive health and rights.  
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APPENDICES 

Appendix 1- List of Intervention Areas  

 

 

 

 

 

 



 



 

 

Appendix 2: Consent Form for Adolescents 



 
 
 



Appendix 3: Tool for Quantitative Data Collection 

2. Demographics 
2.1 Naam (Name)  

2.2      Age group A. 14-17 years 

B. 17-40 years 

C. 40-60  

2.3      Jins (Sex) A. Male 

B. Female 

2.4      Ghar ke afraad (No of family 

members) 

A. 2 

B. 2 -5 

C. 5 se zyada 

2.5      Ghar main kon kon hai?  

(Ek se ziada tick k sakte hain)      

A. children ( bache) 

B. Parents ( Maa aur baap) 

C. Grandparents ( dada dadi) 

3. video message 1 (Sinfi Udam Masawat)- Gender Inequality 

3.1 video message content recall 

3.1.1 Kia apko Aahung ka banaya 

howa sinfi udam masawaat ka 

video yaad hai?* 

A. Jee haan 

B. Jee Nahi 

1. Media Availability Check  

(Questionnaire mein agey tabhi barhiyega agar 2.2 ka jawab haan aur 2.5 mein se kam az kam do videos dekhi 

hui ho) 

1.1 Kia apke ghar main in main se kuch bhi 

moujood hai? 

(Agar jawab A hai tou agey barhein) 

 

A. Television 

B. Radio 

 

1.2 Kia aap tv dekhte hain? 

 

(Agar jawab A hai tou agey barhein     ) 

A. Jee haan 

B. Jee Nahi 

1.3 Aap Tv kahan dekhte hain? 

 

A. Apne Ghar par 

B. Parosiyon k ghar par 

C. Chai ke hotel par 

D. Other ______________ 

1.4 Ap eik din mein TV kitni dair dekhte 

hain? 

 

A. 1-2 ghante 

B. 2-4 ghante 

C. 4 ghante se zyada 

1.5  Aap ne in mein se konsi videos television 

per chaltey huye dekhi hai?  

A. Sinfi Udam masawat (larka larki mein barabari) 

B. Aamir ki diary (Covid wali video) 

C. Barabari mein behtri      

D. Jinsi bad-sulooki (sexual harassment) 



 

(Zarurat parhne pe video 

dikhayein or jawab haan hai tou 

agey barhein)           

 

3.1.2 Yeh video apne kitni baar dekha 

hai?  

 

 

A. Thori dafa (2-4 martaba 3 mahiney mein) 

B. Bohat zada martaba 

C. Had se zada dekha hai 

3.1.3 Us video se apko kia Kia yaad 

hai? 

(Ek se ziada tick kr sakte hain)     

) 

 

 

A. Plot (kahani) 

B. Character (kirdaar) 

C. Narration (dialogues) 

D. Topic  (unwaan) 

E. Message (paigaam) 

 

3.1.4 Kia apko video ka mauzoo apke 

khud ke khandan se munsaliq 

hota mehsoos howa? 

A. Bilkul Munsalik nahi tha 

B. Thora bohot munsalik tha 

C. Bohat ziada munsalik tha 

 

3.1.5 Sehar aur Asif dono school jate 

the phir bhi Sehar ko konse 

masail darpaish the? 

 

(Ek se ziada tick karein)      

A. Koi masail darpaish nahi the 

B. Sehar ko school jana mana tha 

C. Sehar ko school jane ki ijazat thi lekin mazeed 

aala taleem hasil karne ki nahi. 

D. Sehar ke waaliden sirf uski shaadi ke bare main 

sochte the. 

E. Sehar ko sirf larkiyon ke school main parhne ki 

ijazat thi 

 

3.1.6 Us video main mard aur aurat 

mein barabari barqarar rakhne ki 

kia wajoohat dikhai gayien thi? 

A. Hum 2 mukhtalif jins (mard aur aurat) ke lehaz 

se paida hote hain lekin muaashra humey 

barabari ki ijazat nahi deta.  

B. Hum mard aur aurat paida hote hain aur is 

ikhtelaaf ko barqarar rakhna chaiye 

C. Mujhy smajh nahi aaya 

 

3.1.7 Is video ke mutabiq woh konsi 

wajoohat hain jinki wajah se 

larka aur larkiyan mein barabari 

barqarar rehti hai? 

 

 

A. Media 

B. Film and television 

C. Family practices (khandani tarz-e-amal) 

D. Culture (saqafat) 

 

3.1.8 Is video ke mutabqi konsi 

baatein durust hain? 

 

(Ek se ziada tick karein)     ) 

 

A. Aurten humesha kamzor hain aur mard humesha 

ghalib rehte hain 

B. Mard aur aurat dono alag tareeqon se kamzor ya 

ghalib rehte hain. 

C. Aurten bhi apne gharon main barabari laane 

mein kirdaar ada karsakti hai.  

D. Humey apni pur zor koshish karni chaiye ke 



humary roz marra ki cheezon main barabari ho. 

E. Barabari par baat cheet ka koi faida nahi kyun 

ke kuch tabdeel nahi hoskta 

F. Aik jins ko dosri jins ke sath taaqat ka share 

karne chaiye 

G. Humey aik jins ko dosri jins par fauqiyat deni 

chaiye 

H. Sinfi farq ko khtam karna sirf hukoomat ka farz 

hai. Hum apni roz marra ki Zindagi main kuch 

nahi kar sakte 

3.1.9 Kia ap us video ko baqi ghar 

walon ke sath dekhne main 

comfortable the? 

A. Jee haan 

B. Jee nahi 

3.1.10 Kia ap aise video aage bhi 

dekhna pasand karenge? 

A. Jee haan 

B. Jee nahi 

 

3.2 Influence on psycho-social behavior 

3.2.1 Apki nazar mein, yeh video kis ki 

rehnumai ke liye bana hai?  

 

(Ek se ziada tick kr sakte hain)      

A. Yeh video samajh/muasharey ke liye bana hai.  

B.  Is se ghar walo aur family members ko rehnumai mili 

hai 

C. Mujhey zaati taur per agahi mili hai.  

D. Kisi ko bhi nahi 

 

3.2.2 Apke ghar main is video se 

mutaliq ya usse liye gaye 

paighamaat par kabhi koi baat 

cheet howi? 

 

 

A. Nahi koi baat cheet nahi hui 

B. Ghar main baat cheet ki hai 

C.  Magar koi tabdili nahi aye hai.  

D. Ghar mein baat cheet ki aur tabdeeli la chuki hain 

 

3.2.3 Kia is video main ghar walon 

main koi bartao badalta howa 

dekha hai apne? 

 

(Adults) 

      

A. Koi tabdeeli ya badlao nahi dekha 

B. Sab main tabdeeli ai hai 

C. Tabdeeli na mumkin hai  

D. Koshish Karen tou tabdeeli aaskti 

E. Ye humare bas ki baat nahi hai 

 

Responses for children 

A.                      

 

3.2.3 Kia is video main ghar walon 

main koi bartao badalta howa 

dekha hai apne? 

(Children) 

A. Dada dadi main tabdeeli aye hai 

B. Ammi abbu main tabdeeli aye hai 

C. Ammi abbu and dada dadi sab mein tabdeeli aye 

hai 

D. Kisi main tabdeeli nahi hai 

3.2.4 Kia ap is video main diye gaye 

paighamat se Itefaq karte hain? 

 

A. Jee Haan 

B. Jee Nahi 

3.2.5 Aap apni zindagi mein mard aur 

aurat mein barabari kese la saktey 

______________________________________ 



hai? Koi eik tariqa bataye.   

4. video message 2 (Aamir ki Dairy)- How to manage Psychosocial well being 

4.1 video message content recall 

4.1.1 Kia apko Aahung ka banaya 

howa Aamir ki diary ka  video 

yaad hai?* 

 

(Zarurat parhne pe video 

dikhayein or jawab haan hai tou 

agey barhein)           

 

A. Jee haan 

B. Jee Nahi 

4.1.2 Yeh video apne kitni baar dekha 

hai?  

 

 

A. Thori dafa (2-4 martaba 3 mahiney mein) 

B. Bohat zada martaba 

C. Had se zada dekha hai 

4.1.3 Us video se apko kia Kia yaad 

hai? 

(Ek se ziada tick kr sakte hain)      

 

 

A. Plot (kahani) 

B. Character (kirdaar) 

C. Narration (dialogues) 

D. Topic  (unwaan) 

E. Message (paigaam) 

 

4.1.4 Kia apko video ka mauzoo apke 

khud ke khandan se munsaliq 

hota mehsoos howa? 

A. Bilkul Munsalik nahi tha 

B. Thora bohot munsalik tha 

C. Bohat ziada munsalik tha 

4.1.5 Aamir diary kyun likhta tha? 

 

A. Aamir ko school ka homework mila tha 

B. Uske waalid ne usse diary likhne ko kaha 

C. Wo apni jazbaat ka izhaar karne ke liye diary 

likhta tha 

4.1.6 Is video ke kiya paigam tha?  

 

(Ek se ziada tick karein)      

 

A. COVID lockdown main Zehni aur jazbaati 

tandurusti ke masail the.  

B. Zehni aur jazbaati tandurusti ke masail sirf Amir 

aur Sila ke ghar walon ke sath the. 

C. Hum sab ko apni Zehni aur jazbaati tandurusti 

ka khayal rakhna chaiye. 

D. Zehni aur jazabati tandurusti ke masail COVID 

ke ilawa bhi derpaish hotey hai.  

4.1.7 Kia ap us video ko baqi ghar 

walon ke sath dekhne main 

comfortable the? 

A. Jee haan 

B. Jee nahi 

 

4.1.8 Kia ap aise video aage bhi 

dekhna pasand karenge? 

A. Jee haan 

B. Jee nahi 

 

4.2 Influence on psycho-social behavior 

4.2.1 In main video mein dikhae gaye 

konse paighamat apko yaad hain?        

A. Family main kisi se baat cheet karna aur masail 

share karna chahiye. 



 

     (Ek se ziada tick kar sakte 

hain) 

B. Eik acha daily routine ka taayun karna taake 

family ke sath acha waqt guzaar saken. 

C. Jismani warzish ko routine ka hissa banana. 

D. Humesha pur umeed rehna. 

E. Koi course ya nayi zaban seekhna 

F. Kisi dilchasp sargarmi main mashghool rehna.  

4.2.2 Apki nazar mein, is video se kis 

ko rehnumai milihai? 

(Ek se ziada tick karein)      

 

A. Yeh video samaajh/muasharey ke liye bana hai.  

B.  Is se ghar walo aur family members ko rehnumai 

mili hai 

C. Mujhey zaati taur per agahi mili hai.  

D. Kisi ko bhi nahi 

 

4.2.3 Apke ghar main is video se 

mutaliq ya usse liye gaye 

paighamaat par kabhi koi baat 

cheet howi? 

 

 

A. Nahi koi baat cheet nahi hui 

B. Ghar main baat cheet ki hai.Magar koi tabdili 

nahi aye hai.  

C. Ghar mein baat cheet ki aur tabdeeli la chuki hain 

 

4.2.4 Kia is video main ghar walon 

main koi bartao badalta howa 

dekha hai apne? 

(Adults) 

A. Koi tabdeeli ya bartao nahi dekha 

B. Sab main tabdeeli ai hai 

C. Tabdeeli na mumkin hai  

D. Koshish Karen tou tabdeeli aaskti 

E. Ye humare bas ki baat nahi hai 

4.2.4  Kia is video main ghar walon 

main koi bartao badalta howa 

dekha hai apne? 

 

(Children) 

A. Dada dadi main tabdeeli aye hai 

B. Ammi abbu main tabdeeli aye hai 

C. Ammi abbu and dada dadi sab mein tabdeeli aye 

hai 

D. Kisi main tabdeeli nahi hai 

4.2.5 Zehni aur jazbaati tandurusti ko 

mad-e-nazar rakhte howe aap 

apni zindagi ya ghar main konsa 

qadam uthayegey?  

 

 

5. video message 3 (Barabari main behtari)- Gender Roles 

5.1 video message content recall 

5.1.1 Kia apko Aahung ka banaya 

howa barabari main behtari ka 

video yaad hai?* 

 

(Zarurat parhne pe video 

dikhayein or jawab haan hai tou 

agey barhein)           

 

A. Jee haan 

B. Jee Nahi 

5.1.2 Yeh video apne kitni baar dekha 

hai?  

 

 

A. Thori dafa (2-4 martaba 3 mahiney mein) 

B. Bohat zada martaba 

C. Had se zada dekha hai 

5.1.3 Us video se apko kia Kia yaad 

hai? 

A. Plot (kahani) 

B. Character (kirdaar) 



(Ek se ziada tick kr sakte hain)      

 

 

C. Narration (dialogues) 

D. Topic  (unwaan) 

E. Message (paigaam) 

 

5.1.4 Kia apko video ka mauzoo apke 

khud ke khandan se munsaliq 

hota mehsoos howa? 

A. Bilkul Munsalik nahi tha 

B. Thora bohot munsalik tha 

C. Bohat ziada munsalik tha 

 

5.1.5 Fatima aur uska shohar kis 

tareeqe se maashre ke banae 

howe gender roles ko khatam kar 

rahe the? 

A. Dono kaam bant kar chal rahe the 

B. Logo se lar jhagar kar  

C. Andaza nahi 

 

5.1.6 Kia ap is video ko baqi ghar 

walon ke sath dekhne main 

comfortable the? 

A. Jee haan 

B. Jee nahi 

 

 

 

5.1.7 Kia ap aise video aage bhi 

dekhna pasand karenge? 

 

A. Jee haan 

B. Jee nahi 

5.2 Influence on psycho-social behavior 

5.2.1 In main se konse paighamat apko 

yaad hain jo us video main dekhe 

gaye the? 

 

. 

A. Muashra faisala karta hai ke mard aur aurat kiya 

kaam kareygey? 

B. Ye waaliden ka farz hai ke woh larka aur larki 

mein farq ko kam karein aur bachon ko unki marzi 

ke mutabiq zindagi guzarne dein. 

C. Is main koi message nahi tha 

D. Schools or taaleem ke zarye larka aur larki mein 

barabari laye ja sakta hai 

E. Ghar walon se baat cheet ke zariye mard aur aurat 

ke darmiyan farq kam hosakta hai.  

5.2.2 Apki nazar mein, is video se kis 

ko rehnumai mili hai? 

 

(Ek se ziada tick kr sakte hain)      

 

A. Yeh video samajh/muasharey ke liye bana hai.  

B.  Is se ghar walo aur family members ko rehnumai 

mili hai 

C. Mujhey zaati taur per agahi mili hai.  

D. Kisi ko bhi nahi 

 

5.2.3 Apke ghar main is video se 

mutaliq ya usse liye gaye 

paighamaat par kabhi koi baat 

cheet howi? 

 

 

A. Nahi koi baat cheet nahi hui 

B. Ghar main baat cheet ki hai 

C.  Magar koi tabdili nahi aye hai.  

D. Ghar mein baat cheet ki aur tabdeeli la chuki hain 

 

5.2.4 Kia is video main ghar walon 

main koi bartao badalta howa 

dekha hai apne? 

(Adults) 

A. Koi tabdeeli ya bartao nahi dekha 

B. Sab main tabdeeli ai hai 

C. Tabdeeli na mumkin hai  

D. Koshish Karen tou tabdeeli aaskti 

E. Ye humare bas ki baat nahi hai 



5.2.4 Kia is video main ghar walon 

main koi bartao badalta howa 

dekha hai apne? 

(Children) 

A. Dada dadi main tabdeeli aye hai 

B. Ammi abbu main tabdeeli aye hai 

C. Ammi abbu and dada dadi sab mein tabdeeli aye 

hai 

D. Kisi main tabdeeli nahi hai 

5.2.5 Larka aur larki mein barabari lane 

ke liye ap kiya qadam uthayegey? 

 



Appendix 4: Tool for Qualitative Data Collection (FGDs) 

The purpose of the FDG is to identify and analyse:   

A. The content of video messages retained by the viewers in Matiari.  

B. The internalization of the message given through those video messages among the 

viewers.  

C. Any change of thought among the viewers after watching video messages.  

In order to rule out impact and contribution of each video message, questions and discussions were 

generated specific to each video message.  

 

video message 1 (Sinfi Udam Masawat) - Gender Inequality 

After Question 3.15 on the tool, continue with the following questions. Allow adequate time for 

them to express their thoughts and views.  

1. Hamaray mashray mai mard aur aurat ke darmiyan tafreeq kiyun nazar ati hai? (aim is for 

them to come back to the topic of the video - they will if they have internalize the messages) 

2. Kiyun zarori hai ke mard aur aurat mai barabri barqarar rahay - Kia aap koi Misaal dai 

saktay ho apnay aas pas se? 

3. Kia aurat mard se kamzor hai? Kaisay?  

4. Woh kaunsay masharti kaam hai jo ek aurat kar sakti hai per mard nahi.  

5. Kya aapko lagta hai ke aisi videos aagaahi laa sakti hai? Aap ke khayal mein or tariqe hum 

apna sakte hain aagaahi laaney k liye? 

video message 2 (Aamir ki Dairy) - How to manage Psychosocial well being 

1. COVID ke doraan maali masaail ke elawa aise konse masaail the jo aap ke ya aap ke ghar 

walon ke lye takleef dey they? 

2. Aap ne un masail se bachne ke lye kya tariqe apnaaye? 

3. Kya aapko lagta hai diary likhna zehnior jismani tandrusti ke lye kaaramad hai?  

4. Agar aap Aamir ki jaga hotey tou aap diary likhen k tarike ko apnate? (agae jawab nah ho 

tou puchein, kyun? Ya or konsa tariqa ho sakta tha. 



5. Kya aapko lagta hai ke aisi videos aagaahi laa sakti hai? Aap ke khayal mein or tariqe hum 

apna sakte hain aagaahi laaney ke liye? 

video message 3 (Barabari main behtari) - Gender Roles 

1. Aap ke khayal mein humare maashre mein mard aur aurat ke aise konse kaam hai jo kabhi 

bhi badal nahi sakte? 

2. Kya aap ko humesha aap ke jins ki bunyaad pe shanakht ki jati hai? Misaal ke sath btaiye.  

3. Kya aapko lagta hai ke aisi videos aagaahi laa sakti hai? Aap ke khayal mein hum aur konse 

tariqe apna sakte hain aagaahi laaney k liye? 

video message 4 (Jinsi Bad sulooki) - Sexual Abuse 

1. Kya aap ke sath ya aap ke atraaf mein khandaan mein kabhi kisi ke sath jinsi badsulooki 

hui hai?  

2. Kya aap ne kabhi kisi se is baat ka izhaar kiya? Agar nahi tau kiya wajuhaat theen?  

3. Aap ke khayal mein log is baat ka izhar khul kar kiyun nahi karte? 

4. Jinsi badsulook ko muasharay se khatam karne ke liye hum kiya iqdamaat le sakte hain? 

5. Kya aapko lagta hai ke aisi videos aagaahi laa sakti hai? Aap ke khayal mein aur kiya tariqe 

hum apna sakte hain aagaahi laaney k liye? 

 



Appendix 5: Sindhi Translation of Questionnaire 

         

ي واري تحقيق  ي يادگير ي وي اشتھار ج 
 
 آھنگ پاران ڪرايل ٽ

ي چيڪ ڪريو.  ي دستياٽ  مان گهٽ   1.5جو جواب ”ها“ ۽ سوال   1.2)سوالن ۾ اڳيان تڏهن وڌي سگھبو جڏهن ميڊيا ج 
 ۾ گهٽ ٻه وڊيوز ڏٺيون ويون هونديون( 

                  

؟  الف. ٽيليويزن . ب ريڊيو  ي گهر ۾ انهن مان ڪجهه به موجود آهي  1.1 ڇا اوهان ج 

ي نه.  ي ها. ب. ج  ي وي ڏسندا آهيو؟  الف. ج 
 1.2 ڇا اوهان ٽ 

ي گهر ۾ . ٻ.   ي گهر ۾ . ب. پاڙيسري ج  الف. پنهنج 
ي 
 هوٽل ۾ . ج. ٻيو ڪٿ 

ي ڏسندا آهيو؟ 
ي وي ڪٿ 

 اوهان ٽ 
1.3 

  4ڪلاڪٻ.  4-2ڪلاڪ. ب.   2-1الف. 
 ڪلاڪ کان وڌيڪ 

و دير ڏسندا آهيو؟  ي وي ڪيتر
 اوهان هڪ ڏينهن ۾ ٽ 

1.4 

ي عدم مساوات )ڇوڪرو ۽ ڇوڪري  
الف. صنف 

ي ڊائري )ڪورونا واري   ابري( ب. عامر ج  ۾ اڻت 
ي  
ي ج. جنسي ڏاڍاٽ  وڊيو( ٻ. برابريءَ ۾ بھتر

 )سيڪسيول هراسمينٽ( 

؟  ي آهي
ي هلندي ڏٽ 

 اوهان انهن مان ڪهڙي وڊيو ٽيليويزن ٽر

1.5 

 ڊيموگرافڪس .2

 2.1 ( Nameنالو )  

 2.2 ( Ageعمر)  
  60-40سال ٻ.   40-17سال . ب.  17-14الف. 

       سال

ي درجابندي:   عمر ج 

2.3 
 2.4 ( Sexجنس )       الف. مرد . ب. عورت 

  
ي آھن؟    

ي ڀاٽر
اٽ   2.5 گهر ۾ ڪيتر

 الف. ٻار      ب. والدين      ٻ. وڏڙا 
  

؟   گهر ۾ ڪتر ڪتر آهي
2.6 

3. video message 1 (Sinfi Udam Masawat)- Gender Inequality 

ي نه.  ي ها ب. ج   الف. ج 
ي عدم 

ي ھلرايل صنف 
ڇا اوهان کي آهنگ پاران ڪيبل ٽر

؟ )  ( If A then continueمساوات وارو اشتھار/ وڊيو ياد آهي

3.1.1 

ا   4-2الف. ٿوري دير ) ي   3ڀتر
اٽ  مهين   ۾( ب. ڪيتر

ا  ا . ٻ. حد کان وڌيڪ ڀتر ؟  ڀتر ي آهي
ا ڏٽ  ا ڀتر

 هي وڊيو اهان ڪيتر
3.1.2 

( ب.ڪريڪت  )ڪردار( ٻ.   ي
الف. پلاٽ )ڪهاٽ 

يشن )ڊائيلاگ( ج. ٽاپڪ )عنوان( د. ميسيج   نتر
 )پيغام( 

؟   هن وڊيو مان اوهان کي ڇا ياد آهي

3.1.3 

الف( بلڪل لاڳاپيل نہ ھو. ب( ٿورو گھڻو لاڳاپيل  
 ھو. ٻ( تمام گھڻو لاڳاپيل ھو. 

ي ڪٽنب سان جڙيل   ڇا اوهان کي وڊيو جو موضوع پنهنج 
 محسوس ٿيو؟ 

3.1.4 



الف( ڪوبه مسئلو نه هو. ب. سحر جو اسڪول  
ي   وڃڻ منع هو. ب( سحر کي اسڪول وڃڻ ج 

ي   ٰ تعليم حاصل ڪرڻ ج  ي پر ڌيڪ اعلي
اجازت هٿ 

ي شادي بابت   ءُ رڳو ان ج  ي نه. ٻ( سحر جا ماءُ ٽ 
ي   سوچيندا هئا. ج( سحر کي رڳو ڇوڪرين ج 

 . ي
ي اجازت هٿ   اسڪول ۾ پڙهڻ ج 

ي اسڪول ويندا ھئا، پوءِ بہ سحر کي ڪھڙي  
سحر ۽ آصف ٻٿ 

؟  ي
ي ھٿ 

 ڏکياٽ 

3.1.5 

الف( اسان ٻه مختلف جنسن )مرد ۽ عورت( ۾  
ي   پيدا ڪيل آهيون پر سماج اسان کي برابري ج 

. ب( اسان مرد ۽ عورت پيدا ٿيندا   ي
اجازت نٿو ڏٽ 

. ٻ(   ي آهيون ۽ ان اختلاف کي برقرار رکڻ گهرج 
 مونکي سمجھ ۾ نه آيو. 

ي برابري برقرار رکڻ جا ڪهڙا سبب   هن وڊيو ۾ مرد ۽ عورت ج 
 ڄاڻايا ويا هئا؟ 

3.1.6 

الف. ميڊيا. ٻ. فلم ۽ ٽيليويزن. ج. فيملي  
 پريڪٽس )ڪٽنب وهنوار( د. ڪلچر )ثقافت( 

ان وڊيو موجب اهڙا ڪهڙا سبب آهن جنهن ڪري ڇوڪرو ۽  
؟   ڇوڪري ۾ برابري برقرار رهندي آهي

3.1.7 

الف. عورتون هميشه ڪمزور آهن ۽ مرد هميشه  
ي الڳ  

طاقتور رهندا آهن. ٻ. مرد ۽ عورت ٻٿ 
طريقن سان ڪمزور يا طاقتور رهندا آهن. ج.  
ي گهرن ۾ برابري پيدا ڪرڻ ۾   عورتون بہ پنهنج 

ي   ڪردار ادا ڪري سگهن ٿيون. د. هميشہ پنهنج 
ي روزمرھ   ي ته اسان ج  ڀرپور ڪوشش ڪرڻ گهرج 

/شنر  ۾ ب  ي ڳالهه  ڳالھنر 
. هه. برابري ٽر ي رابري هج 

ي   ٻولهه جو ڪو فائدو ناهي ڇوته ڪجهه بہ بدلج 
ي جنس  

. ک. هميشه هڪ جنس کي ٻٿ  نٿو سگهي
ي فرق کي ختم  

ي . ي. صنف  ي فوقيت ڏيڻ گهرج 
ٽر

ي   . اسان پنهنج  ڪرڻ رڳو حڪومت جو فرض آهي
ي ۾ ڪجهه نٿا ڪري سگهون. 

 
ي زندک

 روزاٽ 

  Markان وڊيو موجب ڪهڙيون ڳالهيون صحيح آهن؟ )) 
more than one statement ) 

3.1.8 

ي نه.  ي ها. ٻ. ج   الف. ج 
ڇا اوهان هن وڊيو کي ٻنر  گهرڀاتنر  سان گڏ وي  ھي گھر ۾ آرام 

 سان ڏسي سگھيا؟ 
3.1.9 

ي نه.  ي ها. ٻ. ج   3.1.10 ڇا اوهان اهڙيون وڊيوز اڃان به ڏسڻ پسند ڪندا؟  الف. ج 
ي ۾  

الف. ڪابه تبديلي يا بدلاءُ نه ڏٺو. ب. سڀٿ 
. ج.   . ٻ. تبديلي ناممڪن آهي ي آهي

تبديلي آٽ 
. د. اهو   ي

ي سگهي ٽ  ڪوشش ڪريو ته تبديلي اج 
  . ي ڳالهه نه آهي ي وس ج   اسان ج 

ءَ وڊيو ڏسڻ کانپوءِ پنھنجن گهروارن جو ورتاءُ   ڇا اوھان هي
؟     بدلجندي ڏٺو آهي

3.1.11 
Responses for children   



ي   . ٻ. امڙ ۽ باٽ  ي آهي
الف. ڏاڏو ڏاڏي ۾ تبديلي آٽ 

ي ۽ ڏاڏو ۽ ڏاڏي   . ج. امڙ ۽ باٽ  ي آهي
۾ تبديلي آٽ 

. د. ڪنهن ۾ به تبديلي نه   ي آهي
ي ۾ تبديلي آٽ 

سڀٿ 
 . ي آهي

 آٽ 
(If children, ask different options) 

  

3.2 Influence on psycho-social behavior   

. ٻ.   ي
ي لاءِ ٺاهي وٽ  الف. هي وڊيو سماج/معاشر

ي  
ي حاصل ٽ 

 کي رهنماٽ 
ان سان گهر وارن ۽ گهرڀاتنر 

. د.   ي ڄاڻ ملي آهي
ي طور ٽر

. ج. مونکي ذاٽر آهي
 ڪنهن کي به نه.   

ي  
ي لاءِ ٺاهي وٽ 

ي رهنماٽ  ي نظر ۾ هي وڊيو ڪنهن ج  اوهان ج 
؟   ( Tick more than one answerآهي

3.2.1 

. ب. گهر ۾ ڳالهه ٻولهه   ي
الف. نه ڪابه ڳالهه نه ٽ 

ي  
ي آهي ٻ. گهر ۾ ڳالهه ٽ 

. پر ڪابه تبديلي نه آٽ  ي
ٽ 

 . ي آهي
 ۽ تبديلي آٽ 

ي ڪڏهن بحث ٿيو؟ 
ي پيغامن ٽر ي گهر ۾ ان وڊيو ج   اوهانج 

3.2.2 

ي ۾  
الف. ڪابه تبديلي يا ورتاءُ نه ڏٺو . ب. سڀٿ 

. ج.   . ٻ. تبديلي ناممڪن آهي ي آهي
تبديلي آٽ 

. د. اهو   ي
ي سگهي ٽ  ي ته تبديلي اج  ڪوشش ڪج 

  . ي وس ۾ نه آهي  اسان ج 

ڇا هن وڊيو ۾ گهر وارن مان ڪوبه ورتاءُ بدلجندي ڏٺو آهي  
 اوهان؟ 

3.2.3 

Responses for children   

ي ۽ امڙ   . ٻ. باٽ  ي آهي
الف. ڏاڏو ڏاڏي ۾ تبديلي آٽ 

ي ۽ ڏاڏو ۽ ڏاڏي   . ج. امڙ ۽ باٽ  ي آهي
۾ تبديلي آٽ 

. ڪنهن ۾ به تبديلي نه   ي آهي
ي ۾ تبديلي آٽ 

سڀٿ 
  . ي
 آٽ 

    

ي نه.  ي ها. ب. ج   3.2.4 ڇا اوهان هن وڊيو ۾ ڏنل پيغام سان اتفاق ڪريو ٿا؟  الف. ج 

  

ءَ ۾ مرد ۽ عورت ۾ برابري ڪين   آڻيندا؟   ي
 

ي زندک اوهان پنهنج 
 ڪوبه هڪ طريقو ٻڌايو 

3.2.5 

4.      video message 2 (Aamir ki Dairy)- How to manage Psychosocial well being 

4.1 video message content recall 

ي نه.   ي ها. ب. ج  ي ڊائري واري وڊيو ياد   الف. ج  ڇا اوهانکي آهنگ پاران ٺاھيل عامر ج 
 ( If A then continueآهي )

4.1.1 

ا ) ا   4-2الف. ٿوري ڀتر مهين   اندر( ٻ.   3ڀتر
ا  ا. د. حد کان وڌيڪ ڀتر ي ڀتر

اٽ  ؟  ڪيتر ي آهي
ا ڏٽ  ا ڀتر

 هي وڊيو اهان ڪيتر
4.1.2 

(. ب. ڪريڪت  )ڪردار( ٻ.   ي
الف. پلاٽ )ڪهاٽ 

يشن )ڊائيلاگ( ج. ٽاپڪ )عنوان( د. ميسيج   نتر
 )پيغام( 

؟ )  Tick more  thanهن وڊيو مان اهان کي ڇا ڇا ياد آهي

one answer ) 

4.1.3 

الف. بلڪل جڙيل نه هو. ب. ٿورو گهڻو جڙيل  
 هو. ج. گهڻو جڙيل هو.  

ي خاندان سان جڙيل   چا اوهان کي وڊيو جو موضوع پنهنج 
 محسوس ٿيو؟ 

4.1.4 



الف. عامر کي اسڪول جو هوم ورڪ ملندو هو .  
ءُ ان کي ڊائري لکڻ لاءِ چيو. ج.   ي ٻ. سندس ماءُ ٽ 
هو پنهنجا جذبات ظاهر ڪرڻ لاءِ ڊائري لکندو  

 هو. 
 عامر ڊائري ڇو لکندو هو؟ 

4.1.5 

ي  
ي ۽ جذباٽر

الف. ڪورونا لاڪ ڊائون ۾ ذهٿ 
ي  
ي ۽ جذباٽر

ي جا مسئلا هئا. ب. ذهٿ 
تندرسٿر

ي گهر وارن   ي جا مسئلا رڳو عامر ۽ سلا ج 
تندرسٿر

ي ۽  
ي ذهٿ  ي کي پنهنج 

سان هئا. ج. اسان سڀٿ 
ي ۽  

. د. ذهٿ  ي ي جو خيال رکڻ گهرج 
ي تندرسٿر

جذباٽر
ي جا مسئلا ڪورونا کانسواءِ به  

ي تندرسٿر
جذباٽر

 . هوندا آهن

 Mark more than oneهن وڊيو لاءِ پيغام هو؟ )) 

statement ) 

4.1.6 

ي نه.  ي ها. ب. ج   الف. ج 
ي وي سي کي ٻنر  گهرڀاتنر  سان گڏ ڏسڻ ۾  

ڇا اوهان ان ٽ 
 ڪمفرٽيبل هئا؟ 

4.1.7 

ي نه.  ي ها. ب. ج   الف. ج 
ي وي اشتھار اڃان به ڏسڻ پسندا ڪندا؟ 

 ڇا اوهنر  اهڙا ٽ 
4.1.8 

4.2 Influence on psycho-social behavior 

الف. ڪٽنب واسنر  ۾ ڪنهن سان ڳالهه ڪرڻ ۽  
ي  
ين روزاٽ  مسئلا ٻڌائڻ گهرجن. ب. هڪ بهتر

  گهرڀاتنر  سان گڏ سٺو وقت  
وقت ڪڍڻ ته جين 

ي جو  
ي ورزش کي روزاٽ 

. ج. جسماٽ  ي گذاري سگهج 
حصو بڻائڻ. د. هميشه پراميد رهڻ. هه. ڪو  

ءَ سکڻ. ي. ڪنهن   ي ڪا ٻولي ڪورس سکڻ يا ٽ 
 هڻ.  دلچسپ شگرمي ۾ رڌل ر 

 markهن وڊيو ۾ ڏيکاريل ڪهڙا پيغام اوهان کي ياد آهن؟  )

more than one ) 

4.2.1 

. ب.   ي آهي
ي لاءِ بٿ  الف. هي وڊيو سماج/معاشر

. ٻ.   ي ملي آهي
هن ذريعي گهروارن کي رهنماٽ 

. د. ڪنهن کي به   ي طور ڄاڻ ملي آهي
مونکي ذاٽر

 نه.  

ي  
ي حاصل ٽ 

ي نظر ۾ هن وڊيو مان ڪنهن کي رهنماٽ  اوهان ج 
؟   آهي

4.2.2 

. ٻ. گهر ۾ ڳالهه ٻولهه   ي
الف. نه ڪابه ڳالهه نه ٽ 

ي آهي د. گهر ۾ ڳالهه 
. ج. پر ڪابه تبديلي نه آٽ  ي

ٽ 
 . ي آهي

ي ۽ تبديلي آٽ 
 ٽ 

ي گهر ۾ هن وڊيو بابت يا ان مان ورتل پيغام بابت   اوهان ج 
؟  ي آهي

 ڪڏهن ڳالهه ٻولهه ٽ 

4.2.3 

ي ۾  
الف. ڪابه تبديلي يا ورتاءُ نه ڏٺو . ب. سڀٿ 

. ج.   . ٻ. تبديلي ناممڪن آهي ي آهي
تبديلي آٽ 

. د. اهو   ي
ي سگهي ٽ  ي ته تبديلي اج  ڪوشش ڪج 

  . ي وس ۾ نه آهي  اسان ج 

ڇا هن وڊيو ۾ گهر وارن مان ڪوبه ورتاءُ بدلجندي ڏٺو آهي  
 اوهان؟ 

4.2.4 

Responses for children   



ي   . ٻ. امڙ ۽ باٽ  ي آهي
الف. ڏاڏو ڏاڏي ۾ تبديلي آٽ 

ي ۽ ڏاڏو ۽ ڏاڏي   . ج. امڙ ۽ باٽ  ي آهي
۾ تبديلي آٽ 

. د. ڪنهن ۾ به تبديلي نه   ي آهي
ي ۾ تبديلي آٽ 

سڀٿ 
 . ي آهي

 آٽ 

    

  
ي يا  

 
ي زندک ي کي نظر ۾ رکندي اهان پنهنج 

ي تندرسٿر
ي ۽ جذباٽر

ذهٿ 
 گهر ۾ ڪهڙو قدم کڻندا؟ 

4.2.5 

5.      video message 3 (Barabari main behtari)- Gender Roles 

5.1 video message content recall 

ي نه.   ي ها. ب. ج   الف. ج 

ي ڪا وڊيو ياد   ڇا اوهان کي آهنگ جو بڻايل برابري ۾ بهتر
؟ )  ( If A then continueآهي

*the data collector will have video message on 

tablet to show in case ta hethe  informant  could 

recall it visually  . 

5.1.1 

ا ) ا  4- 2االف. ٿوري ڀتر مهين   اندر( ٻ.    3ڀتر
ا  ا. د. حد کان وڌيڪ ڀتر ي ڀتر

اٽ  ؟  ڪيتر ي آهي
ا ڏٽ  ا ڀتر

 هي وڊيو اهان ڪيتر

5.1.2 

(. ب. ڪريڪت  )ڪردار( ٻ.   ي
الف. پلاٽ )ڪهاٽ 

يشن )ڊائيلاگ( ج. ٽاپڪ )عنوان( د. ميسيج   نتر
 )يغام( 

؟ )  Tick more  than oneهن وڊيو مان اوهان کي ڇا ياد آهي

answer ) 

5.1.3 

الف. بلڪل جڙيل نه هو. ب. ٿورو گهڻو جڙيل  
 هو. ج. وڌيڪ جڙيل هو.  

ي خاندان سان جڙيل   چا اوهان کي وڊيو جو موضوع پنهنج 
 محسوس ٿيو؟ 

5.1.4 

ي ڪم ونڊي هلي رهيا هئا . ٻ. ماڻهن  
الف. ٻٿ 

 . و ڪري. ج. اندازو نه آهي ڙ ي بڻايل   سان جهتر ي سان سماج ج 
فاطمه ۽ سندس مڙس ڪنهن طريفر
 جينڊر رولز کي ختم ڪري رهيا هئا؟ 

5.1.5 

ي نه.  ي ها. ب. ج   الف. ج 
 هن وڊيو کي ٻنر  گهرڀاتنر  سان گڏ ڏسڻ ۾  

ڇا اوهنر 
 ڪمفرٽيبل هئا؟ 

5.1.6 

ي نه.  ي ها. ب. ج   الف. ج 
 ڇا اوهان اهڙيون وڊيوز اڳيان به ڏسڻ پسندا ڪندا؟ 

5.1.7 

5.2 Influence on psycho-social behavior 



الف. سماج فيصلو ڪندا آهن ته مرد ۽ عورت  
ءُ جو فرض   ي ڪهڙو ڪم ڪندا؟ ب. اهو ماءُ ٽ 

آهي ته اهي ڇوڪرو ۽ ڇوڪري ۾ فرق ختم ڪن  
ي گذارڻ ڏين.  

 
ءَ موجب زندک ي

۽ ٻارن کي سندن مرض 
ٻ. هن ۾ ڪوبه ميسيج نه هو. ج. اسڪولن ۽  
ي  
تعليم ذريعي ڇوڪرو ۽ ڇوڪري ۾ برابري آٽ 

. د. گهر وار  ي
ي ٽ  ن سان ڳالهه ٻولهه ذريعي  سگهج 

ي سگهي ٿو.   مرد ۽ عورت وچ ۾ فرق گهٽج 

هن ۾ ڪهڙا پيغام اوهان کي ياد آهن جيڪي وڊيو ۾ ڏٺا ويا  
 هئا؟  

5.2.1 

. ٻ.   ي
ي لاءِ ٺاهي وٽ  الف. هي وڊيو سماج/معاشر

ي  
ي حاصل ٽ 

 کي رهنماٽ 
ان سان گهر وارن ۽ گهرڀاتنر 

. د.   ي ڄاڻ ملي آهي
ي طور ٽر

. ج. مونکي ذاٽر آهي
 ڪنهن کي به نه.  

؟   ي آهي
ي ٽ 
ي رهنماٽ  ي نظر ۾ هن وڊيو ذريعي ڪنهن ج  اهان ج 

(Tick more than one answer ) 

5.2.2 

. ٻ. گهر ۾ ڳالهه ٻولهه   ي
الف. نه ڪابه ڳالهه نه ٽ 

ي آهي د. گهر ۾ ڳالهه 
. ج. پر ڪابه تبديلي نه آٽ  ي

ٽ 
 . ي آهي

ي ۽ تبديلي آٽ 
 ٽ 

ي  
ي گهر ۾ هن وڊيو بابت ان مان ورتل پيغامن ٽر اوهان ج 

؟  ي
 ڪڏهن ڪا ڳالهه ٻولهه ٽ 

5.2.3 

ي ۾  
الف. ڪابه تبديلي يا بدلاءُ نه ڏٺو. ب. سڀٿ 

. ج.   . ٻ. تبديلي ناممڪن آهي ي آهي
تبديلي آٽ 

. د. اهو   ي
ي سگهي ٽ  ڪوشش ڪريو ته تبديلي اج 

 . ي ڳالهه نه آهي ي وس ج   اسان ج 

ڇا هن وڊيو ذريعي گهر وارن ۾ ڪوبه ورتاءُ بدلجندي ڏٺو آهي  
 اوهان؟   

5.2.4 

Responses for children   

ي   . ٻ. امڙ ۽ باٽ  ي آهي
الف. ڏاڏو ڏاڏي ۾ تبديلي آٽ 

ي ۽ ڏاڏو ۽ ڏاڏي   . ج. امڙ ۽ باٽ  ي آهي
۾ تبديلي آٽ 

. د. ڪنهن ۾ به تبديلي نه   ي آهي
ي ۾ تبديلي آٽ 

سڀٿ 
 . ي آهي

 آٽ 
  

  

 ڇوڪرو ۽ ڇوڪري ۾ برابري آڻڻ لاءِ اوهان ڪهڙا قدم کڻندا؟   

5.2.5 

6.      video message 4 (Jinsi Bad sulooki)- Sexual Abuse 

6.1 video message content recall 

ي نه.  ي ها . ب . ج   الف. ج 
ڇا اوهان کي آهنگ جو بڻايل جنسي بدسلوڪي واري وڊيو ياد  

؟ )  ( If A then continueآهي

6.1.1 

ا ٽن مهين   اندر(    4کان   2الف. ڪجهه وقت ) ڀتر
ا  ا. ج. حد کان وڌيڪ ڀتر ي ڀتر

اٽ  ؟  ب. ڪيتر ي آهي
ا ڏٽ  ا ڀتر

 هي وڊيو اهان ڪيتر
6.1.2 



( ب.ڪريڪت  )ڪردار( ٻ.   ي
الف. پلاٽ )ڪهاٽ 

يشن )ڊائيلاگ( ج. ٽاپڪ )عنوان( د. ميسيج   نتر
 )پيغام( 

؟   هن وڊيو مان اوهان کي ڇا ياد آهي

6.1.3 

الف. بلڪل جڙيل نه هو. ب. ٿورو گهڻو جڙيل  
 هو. ج. گهڻو جڙيل هو. 

ي سان پاڻ جڙيل  
ڇا اوهان کي وڊيو جو موضوع ڪنهن طريفر

 لڳو؟ 

6.1.4 

ي جو شڪار هو. ب.  
الف. ڇو ته جنسي ڏاڍاٽ 

هوءَ اسڪول لاءِ پريشان هو. ج. سندس والدين  
  . . د. خت  نه آهي ي

ي هٿ 
ي پاريشاٽ   ج 

 وڊيو موجب طارق ڇو پريشان هو؟ 

6.1.5 

الف. سندس رشتيدار. ب. پاڙيسري. ج. غتر  
ي ڪرڻ وارو ڪتر هو؟  شخص 

 طارق سان جنسي ڏاڍاٽ 
6.1.6 

ي نه.   ي ها. ب. ج   الف. ج 

ءُ جنهن صورتحال ۾ طارق کي حوصلو ڏنو ڇا   ي ي ماءُ ٽ  طارق ج 
 اهو صحيح هو؟ 

6.1.7 

ي نه.   ي ها . ب . ج   الف. ج 
ڇا اوهان هن وڊيو کي ٻنر  گهرڀاتنر  سان گڏ ڏسڻ ۾  

 ڪمفرٽيبل هئا؟ 

6.1.8 

ي نه.   ي ها. ب . ج   الف. ج 
 ڇا اوهان اهڙي وڊيو مستقبل ۾ به ڏسڻ پسندا ڪندا؟ 

6.1.9 

6.2 Influence on psycho-social behavior 

ي ڪرڻ وارا خاندان ٻاهر جا  
الف. جنسي ڏاڍاٽ 

ي ڪندڙ وڌيڪ  
ي سگهن ٿا. ب. ڏاڍاٽ 

ي ٽ 
ماڻهو ٻٿ 

ي محبت جو اظهار ڪندا  
سوکڙي يا شيون ڏٽ 

ي شڪ نه  
آهن ته جين   ڪوبه سندس نيت ٽر

ي به ڀروسو ڪرڻ صحيح نه  
ڪري. ج. ڪنهن ٽر

ي سگهي  
ي ڪندڙ ماڻهو ڪوبه ٽ 

آهي ڇوته ڏاڍاٽ 
ي ٿنر     ٿو. د. بدسلوڪي ڪندڙ خلاف

ڪارواٽ 
ي ته جين   هوءَ ٻارڙن سان وري اهڙي   گهرج 

ي همٿ   . هه. ٻارن ج  حرڪت نه ڪري سگهي
ي ته جين   هوءَ وڌ کان وڌ   ي ڪرڻ گهرج 

افزاٽ 
اهڙيون ڳالهيون شيت  ڪري سگهن. ي. ٻارن کي  

  کنر   
ي ته جين  ي اجازت نه ڏيڻ گهرج  ٻاهر وڃڻ ج 

  . ي سگهي
ي نه ٽ 

 ڏاڍاٽ 

 ان ۾ ڪهڙا پيغام اهان کي ياد آهن جيڪي هن وڊيو ۾ ڏٺا ويا؟ 

6.2.1 

  . ي آهي
ي وٽ 

ي لاءِ بڻاٽ  الف. هي وڊيو سماج/معاشر
ي ملي  

 کي رهنماٽ 
ب. ان سان گهر وارن ۽ گهرڀاتنر 

. د.   ي آهي
. ج. مونکي وڌيڪ ڄاڻ حاصل ٽ  آهي

 ڪنهن کي به نه.  

ي سگهي  
ي ٽ 
ي رهنماٽ  ي نظر ۾ هن وڊيو مان ڪنهن ج  اوهان ج 

؟  ي
 ٽ 

6.2.2 



ي . ب. گهر ۾ ڳالهه ٻولهه  
الف. نه ڪابه ڳالهه نه ٽ 

. د. گهر ۾  ي آهي
. ج. پر ڪابه تبديلي نه آٽ  ي آهي

ٽ 
  . ي آهي

ي ۽ تبديلي آٽ 
 ڳالهه ٻولهه ٽ 

ي ڪا  
ي گهر ۾ هن وڊيو بابت يا ان مان ورتل پيغامن ٽر اوهان ج 

ي ؟ 
 ڳالهه ٻولهه ٽ 

6.2.3 

ي ۾  
الف. ڪابه تبديلي يا ورتاءُ نه ڏٺو. ب. سڀٿ 

. د.   . ج. تبديلي ناممڪن آهي ي آهي
تبديلي آٽ 

. هه.   ي
ي سگهي ٽ  ي ته تبديلي اج  ڪوشش ڪج 
 . ي ڳالهه نه آهي ي وس ج   اهو اسان ج 

ڇا هن وڊيو ۾ گهر وارن اندر ڪو وهنوار بدلجندي ڏٺو آهي  
 اوهان؟ 

6.2.4 

Responses for children   

ي   . ب. امڙ ۽ باٽ  ي آهي
الف. ڏاڏو ڏاڏي ۾ تبديلي آٽ 

ي ۽ ڏاڏو ۽ ڏاڏي   . ج. امڙ ۽ باٽ  ي آهي
۾ تبديلي آٽ 

. هه. ڪنهن ۾ به تبديلي   ي آهي
ي ۾ تبديلي آٽ 

سڀٿ 
  . ي
 نه آٽ 

    

ي نه.   ي ها. ب. ج   الف. ج 

 ڇا اوهان هن وڊيو ۾ ڄاڻايل پيغامن سان اتفاق ڪريو ٿا؟ 
6.2.5 

  
ي گهر ۾ ڪهڙو قدم   ي کي نظر ۾ رکندي پنهنج 

جنسي ڏاڍاٽ 
 کڻندا؟ 

6.2.6 

 


