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Overview
The BBC World Service Trust (BBC WST) was set up by the BBC to give people
information that can help them survive and thrive. In 2009, we marked the tenth
anniversary of the BBC WST in India. This booklet tells ten stories of change
across the decade.
The first six stories in this booklet are examples of projects that produced mass
media campaigns to foster behaviour and social change, while the remaining
four demonstrate how we built the capacity of others to use media more effectively to achieve
development goals.
In the six years that I have been with the BBC WST in India, I have found the country to be
an exciting place to work. Its dynamic and sophisticated media environment provides us the
opportunity — and the partners — to address some of India’s most pressing development
challenges related to health, gender equality, disaster risk reduction and the environment. Whether
on TV, radio or mobile phones, we have reached hundreds of millions with drama and factual
content that is engaging and life changing.
This booklet is a tribute to our colleagues and partners who have made the BBC WST in India
what it is today. We are grateful for the support given to us by the Government of India, donors,
celebrities, media outlets and civil society. We look forward to another decade of developing
creative and innovative solutions with our partners committed to development.

Yvonne MacPherson
Country Director, BBC World Service Trust, India
Popular film star Om Puri
hosted our TV drama
Jasoos Vijay
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About the BBC World Service Trust
A decade of transforming lives through media
The BBC World Service Trust is the BBC’s international development charity. We use media and
communications to reduce poverty and promote human rights, thereby enabling people to build
better lives.
In order to address the most critical development goals, we focus on five key issues: Health,
Humanitarian, Climate change, Governance and Livelihoods.
We partner with civil society, the media and governments in over 30 countries to build long term
development solutions by:
•

Assessing the information needs of individuals and communities.

•

Producing innovative and strategic content on all media platforms (including new media) that
informs and engages audiences around key development issues.

•

Extending the reach and impact of our programmes through listening clubs, learning groups
and other outreach activities.

•

Building the capacity of government and civil society organisations to use media for
development.

•

Strengthening the media sector to address development issues effectively.

•

Applying rigorous research so that we can measure impact and value for money, and produce
information that informs the development of our work.

Our approach is simple: assess local needs, produce programmes, materials or support in response,
and work with local partners to build skills and services that will be sustainable long term.
In 2009-2010 the BBC WST had an income of over £28 million and a staff of more than 500
based around the world. Over 80% of colleagues are local to where they are working. Funding is
independent of the BBC and comes from external grants and voluntary contributions.
We measure the impact
of all of our behaviour
change campaigns
4
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TEN STORIES OF CHANGE

> B
 ollywood Stars Feature
in India’s First Reality TV
Show on HIV
‘Bollywood’, the Hindi film industry, is big business in India and
its film stars help shape trends and social norms. That’s why we
reached out to Bollywood’s most famous stars for a reality TV
series created to raise awareness about HIV and AIDS.
Haath Se Haath Milaa (‘Let’s Join Hands’), featured young and
inspiring activists working in the field of HIV and paired them
with their favourite stars. Using interviews, film clips, songs and
coverage of activities organised by the reality star and the film star,
the show entertained and informed over 50 million people.
Actress Shilpa Shetty starred in three episodes alongside reality
star Shanti Noronha, who is HIV-positive. Shilpa visited Shanti’s
home, shared a meal with her, and talked about Shanti’s life
and struggles. Together they organised a village screening of
an HIV-related film and a large-scale dance competition where
contestants answered questions about HIV.
Over fifty stars featured in Haath se Haath Milaa, helping the show
become an effective tool in tackling stigma and discrimination of
people living with HIV. This impact is demonstrated by extensive
quantitative and qualitative research as well as analysis of hundreds
of audience letters.

“Meeting Shanti was a very touching
experience. She’s very inspiring,”
says Bollywood star Shilpa Shetty
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Using a reality TV format that depicts everyday people who have
overcome the challenges of poverty, ill health or discrimination
can be empowering and inspiring to others with similar life
experiences.

FACT FILE
w There are 2.3 million people living

with HIV in India.
w 117 episodes of the TV reality show

Haath se Haath Milaa were broadcast
between 2002 and 2006.
w Knowledge that HIV can be

transmitted through unprotected
sex increased from 16% to 35% for
viewers of Haath se Haath Milaa.
w 20% of viewers stated that they

ever felt like getting tested for HIV
compared to 11% of non-viewers.
w The attitude that people living with

HIV and AIDS have the same rights as
those uninfected increased from 67%
to 79% for male viewers and 70% to
84% for women viewers.

“The difference in my town after the
Haath Se Haath Milaa story went on
air was huge. The youth in my area now
come to me for advice on issues of sex
and sexuality. For someone who is HIV
positive like me, the show has had a
tremendous impact on my life. I get a lot
more respect now.”
Shanti Noronha
7
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TEN STORIES OF CHANGE

> 2 00,000 Leprosy Patients
Find New Hope
“I recognised the patch on my skin as a symptom of leprosy
after watching TV. I asked my older brother to take me to
hospital to get MDT [multi-drug therapy]... Now I will know
what to do if I see any of my friends at school with such
patches. That makes me happy.” Nisha Marandi, a 12 year old
boy from Bihar.
Throughout history, those afflicted with leprosy have often been
ostracised by their communities. In India, where 60 per cent of
the world’s leprosy patients live, the disease has been seen as
hereditary or a curse from God. Although treatment for leprosy
has been available free of charge globally since 1995 through
multi-drug therapy, stigma prevents many from accessing
treatment.
Our first project in India, which ran from 1999-2001, was
the world’s largest anti-leprosy campaign. The scale of the
campaign was unprecedented, with hundreds of radio and TV
programmes – comedies, music, dramas and public service
advertisements – broadcast across the leprosy-prevalent
states of Uttar Pradesh, Madhya Pradesh, Orissa, Bihar and
West Bengal. The campaign also reached the most remote
communities with thousands of video van screenings and public
events.

A woman holding a leprosy
multi-drug therapy pack,
available for free in India
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The campaign communicated the symptoms of leprosy and
emphasised that leprosy is curable and that drugs are available
free throughout India. These simple messages compelled over
200,000 people to get diagnosed and treated, and influenced
millions of others to believe that leprosy is not a curse.

FACT FILE
w In 1999, India had 60% of the world’s

leprosy patients (over 500,000 cases).
w Hundreds of TV and radio

programmes were produced in 20
languages and seen by over 275
million people across five states.
w Over 200,000 new leprosy patients

came forward for treatment
immediately following the campaign.
w The percentage of people believing

leprosy is transmitted by touch fell
from 52% to 27%. This is equivalent to
120 million people.

“The power of radio and television has
moved into the realms of healing. The
BBC World Service Trust has helped to
cure nearly 200,000 leprosy sufferers in
India in the past year, after spearheading
the world’s biggest drive against the
disease. Equally important it is helping to
remove the stigma surrounding leprosy
among millions of people living in the
subcontinent.”
The Times, Oct 2000
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TEN STORIES OF CHANGE

> A
 n HIV-Positive Detective
Entertains and Informs
Millions
Jasoos Vijay, the TV detective who is HIV-positive, is one of
the BBC World Service Trust’s most enduring and well-known
creations. Action, adventure, romance and mystery describe
‘Detective Vijay’, the weekly half-hour thriller that provided
accurate information on HIV to millions of viewers.
The show first hit television screens in 2002 at a time when
basic awareness of HIV was low. Becoming a family favourite
over the next four years, audiences across the country tuned
in to watch the fast-paced adventures of their favourite crime
solver.
Key messages about HIV prevention, testing and treatment, as
well as stories covering social issues such as dowry and violence
against women, were broadcast to over 70 million people.
In the last year of broadcast alone, the show received over
25,000 letters. It often featured in the top ten most-watched TV
programmes in the country.
Jasoos Vijay won several television awards and is a case study in
many classrooms internationally on using drama as an effective
behaviour change tool. But most importantly, the programme
achieved its goal to deliver correct information about HIV to
the Indian television-viewing masses.

Action hero
Detective Vijay solves
crimes and raises
awareness about HIV
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“Jasoos Vijay has played a vital role in getting the message across
to the people of this country about HIV/AIDS awareness and
prevention” stated Dr S.Y. Quraishi, Director General, National
AIDS Control Organisation, which was an official partner of the
programme, along with the public broadcaster, Doordarshan.

FACT FILE
w 118 episodes of the award-winning

TV drama series Jasoos Vijay were
broadcast in eight languages between
2002 and 2006.
w Among sexually active men, 58% of

Jasoos Vijay viewers said they were
aware that unprotected sex could
be a route of HIV transmission,
compared to only 39% of nonviewers.
w Knowledge that having multiple

partners increases the risk of HIV
transmission grew from 18% to 22%
for viewers of Jasoos Vijay.
w The attitude that you should always

wear a condom when having sex
increased from 51% to 70% of male
viewers and 26% to 51% female
viewers.

“I used to hate the HIV infected person,
but after watching Jasoos Vijay, now I do
not hate them anymore, I interact with
them. I go to villages and tell people
about HIV and AIDS.”
A viewer from Uttar Pradesh
11
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TEN STORIES OF CHANGE

> G
 oing Beyond the
Courtyard in Rural India
“The entire journey has been about strengthening our selfconfidence”, says ‘citizen journalist’ Usha Devi. Usha, along with
11 other rural women working for development organisations,
were trained as citizen journalists for a radio programme
promoting women’s empowerment.
Made by and for women in Bihar, Jharkhand and Uttar
Pradesh, the half-hour weekly radio programme Aangan Ke
Paar (‘Beyond the Courtyard’) provided an opportunity for
women to speak out and get their voices heard. Radio is an
ideal medium to reach rural women in these states, which have
little access to television and where female literacy is among the
lowest in the country.

FACT FILE
w Aangan Ke Paar was on air for six

months and reached a total of ten
million listeners, 60% of whom were
women.
w 43 listeners’ groups were organised

in collaboration with NGOs, bringing
together 645 women to listen,
discuss and provide feedback on the
programme.
w Impact research demonstrated that a

higher proportion of Aangan Ke Paar
listeners exhibited correct knowledge
and positive attitudes related to
women’s health, education and HIV
than non-listeners.

The citizen journalists were trained in the basics of journalism
and radio recording. Armed with their new skills, they returned
to their communities and recorded material on locally relevant
issues.
Combining interviews, reports, short features, discussion and
music, Aangan Ke Paar encouraged audience participation about
issues such as women’s participation in local government, early
marriage and women’s power to negotiate safe sex.

Citizen journalists use
their new skills to help
empower rural women
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A highlight for the team was their visit to the Prime Minister’s
house where they meet Mrs Gursharan Kaur, the wife of Prime
Minister Dr Manmohan Singh. Mrs Kaur shared her thoughts on
discrimination of girls and complimented the citizen journalists’
work on breaking barriers with their participation in Aangan Ke
Paar.

“When we go to the community
to interview women suffering from
dowry, early marriage and HIV, we
show them that these issues are
worth discussing. With the radio
programme, women get to hear that
they have the same problems, that
they are not alone.”
Vijayashree Dangre, citizen journalist,
Aangan Ke Paar
13
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TEN STORIES OF CHANGE

> A
 Radio Drama about Love
and Destiny
Gender equality and women’s empowerment are central
to any successful human rights and development strategy. In
India, although women have greater educational and economic
opportunities than ever before, a preference for sons – a
powerful indicator of gender inequality – prevails.
We conducted an in-depth study to examine how the media
can be used to address the rising rates of sex selective abortion
(where foetuses are aborted if found to be female) in India.
The research concluded that a fictional radio drama is an
appropriate and effective tool to tackle the complex issues
surrounding gender inequality.
And thus, the radio drama Life Gulmohar Style was born.
Life Gulmohar Style traces the lives and loves of five young
friends in search of their destinies. It depicts girls and women
in a variety of roles that challenge stereotypes and promotes
positive role models in the family and society. Sexual and
reproductive health, violence against women, and women’s
roles and responsibilities in a changing India are all explored.

The radio drama
Life Gulmohar
Style chronicles
the lives of five
friends in search
of their destinies
14

Radio listening in India has experienced a resurgence and has
become a mainstay for entertaining urban India – in their cars, at
home, at the workplace and on mobile handsets. On air three
times a week from 2009-2010, Life Gulmohar Style reintroduced
the radio drama format to a new generation of FM listeners.
“It is the first time in my life that I am listening to any radio
play… LGS has a very close resemblance to people whom we
know around… I feel very close emotionally to many of your
characters…” says one regular listener.

FACT FILE
w The 2001 Indian Census revealed a

sharp disparity in the child sex ratio,
with 927 girls for every 1000 boys.
w Life Gulmohar Style is a 156 episode,

15 minute Hindi language radio
drama broadcast three times a week
across FM networks and available
online.
w The programme tackles a complex

list of indicators that are found to
impact gender equality. For example,
a baseline survey revealed that among
our target audience:
• 69% of men believe that women

should eat only after the men in
the family have eaten.
• 57% of men assert that at times

beating a wife was justified. Being
unfaithful and showing disrespect
to in-laws were the main reasons
cited for physical violence.

“[Regarding] the episode in which [the
character] Revant tries to Eve tease
(sexually harass) the waitress, some of
my friends used to do this stuff but none
of us knew that it would be categorised
as Eve teasing... that was a great lesson
LGS taught me.”
A listener of Life Gulmohar Style
15
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TEN STORIES OF CHANGE

> A
 Condom Campaign with
a Difference
What do you get when you bring together a riddle, a ringtone,
a talking parrot, a traditional sport and a dog with an unusual
name? Answer: an innovative campaign to make condoms more
acceptable in India.
Research shows that men who talk about condoms and sex
are more likely to use condoms. Using distinct, rigorously
researched and tested TV, radio and outdoor advertisements,
the campaign encouraged people to talk openly about
condoms. We added a campaign mascot: a pesky parrot, a very
Indian (yet universal) symbol of ‘smartness’ and ‘talking’.
In addition to featuring a puppy called ‘Condom’, one of the
campaign’s innovations was to create a condom-themed
ringtone. Those who downloaded the ringtone on their mobile
phone found that when their phone rang, people reacted and
conversation ensued. This was the aim – to stimulate thousands
of conversations and eventually reduce embarrassment about
the word ‘condom’. Condoms could then become normal
health products.

Condom users are
winners in this TV ad
campaign
16

We received nearly 550,000 requests to download the ringtone
through SMS short code in India, plus another 200,000 requests
from the dedicated website from people from around the
world. The Government of India adopted the campaign and
used it in its own HIV-prevention efforts. Our evaluation study
showed that as a result of the campaign, more men discussed
condoms and were less embarrassed to buy them.
The campaign’s website can be visited at:
www.condomcondom.org

FACT FILE
w Four phases of a multi-media

campaign were broadcast between
2008 and 2009 to make condoms
more socially acceptable.
w Among men exposed to the

campaign, there was an increase
by 18% of those who discussed
condoms in the last 30 days from
baseline to endline.
w The proportion of men exposed

to the campaign who were not
embarrassed to carry a condom
increased by 25% from baseline
to endline. The increase among
unexposed men was less than half
that at 10%.
w Independent sales data shows that

during the period of the campaign,
condom purchases increased more
dramatically than in previous years.

“Most public service campaigns
either have a celebrity involved or
fear - they are dull or boring. But
this is light hearted - something
which you could smile about, which
you could flaunt and say hey, I am a
part of this.”
D Shivakumar, Managing Director, Nokia
India (which donated mobile handsets as
campaign prizes)
17
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TEN STORIES OF CHANGE

> P
 romoting Social Affairs
Reporting in Kashmir
In the conflict-affected state of Kashmir, stories of violence
and unrest are the focus of news reporting both locally and
internationally. But there are other important development
issues affecting the people of Kashmir.
To address this, social affairs reporting needs to be
strengthened. This need was apparent in the wake of the
2005 earthquake, when there was very little information for
and about affected communities.

FACT FILE
w Over 100 students trained in social

affairs journalism.
w Six university faculty and six

journalists trained as trainers, who
will continue to train new students.
w A dedicated social affairs reporting

course at the University of Kashmir
established.

Our response was a journalism training project delivered in
partnership with the University of Kashmir. Held in 20082009, the programme provided students with professional
skills to cover a wide range of social affairs and development
issues. Workshops created a pool of professionals to teach
and mentor current and future students, who were taken out
of the classroom and into the community to cover real life
stories.
Uri, a place often associated with conflict-related stories
— but which was also affected by the earthquake —
provided the opportunity to highlight the other important
issues that warrant media attention. The students’ news
reports showed the impact of the earthquake on health,
education and livelihoods.
Girls study at a
school reconstructed
after the earthquake
in Kashmir
18

The project created sustainable change, leading to the
introduction of a social affairs reporting course at the
university, and the launch of ‘Kashmir Scan’, a magazine
reporting social and development issues in Kashmir.

“This new magazine is a sincere
effort from a team of young and
enthusiastic journalists, who were
inspired by the BBC World Service
Trust’s initiative to promote social
affairs reporting in conflict-hit
Jammu and Kashmir.”
Editor-in-Chief of ‘Kashmir Scan’
19
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TEN STORIES OF CHANGE

> P
 romoting ‘Risk Reduction’
in Disaster Reporting
What can a band of musicians do to help people prepare
for natural disasters? Well, if you are West Bengal’s hit band
Bhoomi, you use your popularity to encourage people to take
simple steps that could save lives and limit the damage caused
by floods and cyclones.
Every year, around 30 million people in India are affected
by environmental disasters. Floods, droughts, cyclones and
earthquakes have a devastating affect on health and livelihoods.
In February 2009, Bhoomi helped us raise awareness about
disaster preparedness through a high-profile free public concert.
Blending live music with vital information about how to reduce
the risks of disasters, the concert also featured Bengali film stars
and a national sports icon, footballer Baichung Bhutia.

FACT FILE
w Of the 32 Indian states and union

territories, 22 are disaster-prone.
w Natural disasters are endemic to

West Bengal; excessive rainfall and
flooding are frequent.
w Since 1985 there have been 23 major

floods in the state.
w Over 100 media, government officials

and NGO staff directly benefited
from training leading to improved
collaboration on disaster risk
reduction issues.
w The project reached an estimated

64 million people across Orissa and
West Bengal.

The Bhoomi concert was the culmination of a project that
aimed to increase and improve media coverage of natural
disasters. We trained journalists, NGOs and government
information officers in disaster-prone states on how best to use
the media to prepare communities.

Over 3000 people attended a
rock concert promoting disaster
preparedness in Kolkata
20

After recent floods in West Bengal, one of the NGOs we
trained in media skills was able to secure media coverage in
a leading Bengali daily. This raised the profile of the issue and
put pressure on local officials to provide essential services
that would help prevent flooding in the future. As one NGO
representative involved in the training commented, “If it is in
the media, the government pays attention. Media has a lot of
influence.”

“I have been working in the NGO
sector for 20 years now and this
is the first time ever that I have
interacted with media so closely.
It’s a once in a lifetime experience
for me.”
Community worker and workshop
attendee, West Bengal
21
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TEN STORIES OF CHANGE

> N
 ews Coverage on the
Environment Gets a Boost
Air, noise and water pollution, deforestation, soil erosion, land
degradation, waste management, increasing energy consumption
and high carbon emissions – these are among the many
environmental challenges facing India today.
Between 2006 and 2007, we mobilised two pillars of civil
society, the media and NGOs, to raise public awareness of the
environmental realities in India and push these issues higher
up the news agenda. We provided training and mentoring for
journalists and NGO staff in nine states and created opportunities
for dialogue between them.

FACT FILE
w 108 television and newspaper

journalists trained in environmentrelated issues and another 90
representatives from environmental
NGOs trained in media skills.
w 18 television documentaries and nine

newspaper campaigns produced on
the environment during the one year
project.
w Our iLearn online training website

has courses available in 17 languages
and currently has 150 modules.

The workshops covered how vested interests can shape
environmental news coverage and the ethics of journalism,
including objectivity and reporting a plurality of views, finding and
authenticating sources and interview techniques.
The face-to-face training workshops were supported by ‘iLearn’,
our online learning platform for media professionals in developing
countries. iLearn courses promote the principles of balanced,
objective journalism, provide advice, models and guidelines for
best practice and focus on developing professional skills.
Through co-production field trips, journalists — with the support
of NGOs — produced TV documentaries and newspaper
campaigns to highlight environmental issues.

Houses and trees remain
submerged months after the
tsunami hit the Andaman Islands
22

Competing newspapers rarely run simultaneous campaigns
on common issues. Yet as a direct result of the training, three
leading newspapers in West Bengal ran their own campaigns on
environmental issues affecting the residents of Kolkata.

“The BBC course has been by far
the most useful journalism training
experience I have had to date.
This is because it taught hands-on
the idea of objective reporting for
broadcast and how to write for the
media.”
Arunava De, journalist and training
participant
23
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TEN STORIES OF CHANGE

> B
 uilding the Capacity
of Local Media to
Address Health and HIV
Responsibly
With newspaper headlines such as ‘AIDS orphan gets kicked out
of school’, it is apparent how sensationalist or poorly informed
reporting can reinforce the stigma and discrimination often
associated with HIV and AIDS. India’s vibrant independent mass
media reaches a huge audience, powerfully influencing public
opinion. It is critical that journalists have the appropriate training to
ensure that the news media is part of the solution to development
challenges.
Providing such skills in social affairs has largely been outside the
journalism college mainstream. Many journalists have not received
training in covering health and scientific issues and social subjects
where stigma and discrimination are major factors in the story.
In 2007, our ‘Reporting Society’ project partnered with three
leading journalism schools to train media students and develop
new courses on social affairs reporting. The training covered
the ethics of representative and balanced reporting, sensitivity
to audience needs, and the media’s role in stimulating informed
debate.

Tacklling stigma around
HIV and AIDS: a focus
group provides audience
feedback for Jasoos Vijay
24

Before the media can be a positive source for change, the
journalists themselves must overcome their own lack of awareness
and prejudices. Commenting on what he had learned during
the course, one student said: “Information on HIV and AIDS for
instance helped me do away with a lot of prejudice I had.”

FACT FILE
w 120 journalism students trained

in a new course on social affairs
reporting.
w Students’ understanding and skills

of socially responsible journalism
enhanced and universities’ capacity to
deliver effective social affairs training
developed.
w Misconceptions about the routes

of transmission of HIV, malaria and
tuberculosis among the students
corrected, as measured by the
pre-training and post-training
evaluation.
w All three participating universities

developed new training curriculum
on social affairs journalism.

“We have now introduced a full
term compulsory paper on health,
science and the environment and
students have responded very well
to it. The students now possess
the skills they need to cover
environmental, science and health
issues during their professional
endeavours.”
Professor Obaid Siddiqui,
Asian College of Journalism
25

A decade of transforming lives through media
Further highlights from the BBC’s international development charity in India

Above: Humour helps encourage the treatment of
sexually transmitted infections in this TV ad campaign.

Above: The marriage of Chanchal and
Revant allows our radio drama
Life Gulmohar Style to address gender
equality issues in the context of marriage.
Left: Radio is a key medium to reach rural
men in remote areas.

26

Top: A woman focuses on condom contest
posters in South India.
Above: Miss India-Universe stars in a sexual
health TV ad.
Right: Citizen journalists meet the Prime
Minister’s wife, Mrs Gursharan Kaur (left).
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Looking ahead
This booklet represents just a handful of the testimonies of change delivered in
India. The BBC World Service Trust’s India office is one of our longest standing
country programmes. The work the team has done shows clearly what media can
do for development when used in innovative ways.
Who knew that a mobile ringtone could create such an international stir or that
training rural women as community reporters could empower them even within their households?
The work has been exciting and trailblazing and we thrive on the creativity that can bring about real
change in people’s lives.
In addition to the stories of change in India, over the past decade the BBC World Service Trust
globally has provided advice to mothers on their families’ health, helped citizens understand their
rights in elections, rebuilt radio and TV stations destroyed by conflict, and been on the spot in the
aftermath of disasters to provide radio lifeline services to those still reeling from the impact.
We hope you enjoy the publication: it’s a snapshot of some of the millions of lives that have been
transformed by media. For those of you who have already supported us, thank you. And for those
of you who are new to our work, we hope that these stories may inspire you to support us across
the next decade.

Caroline Nursey
Executive Director, BBC World Service Trust

Quiet please!
Recording in progress
28
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Donors
We are grateful to the
following organisations for
their support in India:
• UK Department for International
Development (DFID)
• European Commission
• Ford Foundation
• UK Foreign and Commonwealth
Office (FCO)
• MacArthur Foundation
• The David and Lucile Packard
Foundation
• Public Health Foundation of India
(PHFI)
• Save the Children
• The Bill & Melinda Gates
Foundation
• The US State Department
• United Nations Population Fund
(UNFPA)
• World Bank Institute (WBI)

“The BBC WST has done outstanding work for our HIV
prevention programme, Avahan, in India. The hallmark of their
work is creativity backed by research and evaluation.”
Ashok Alexander, Director, India Country Office,
Bill & Melinda Gates Foundation
“We worked together to support India’s efforts to develop the
capacity of the media to fight stigma and discrimination against
people living with HIV/AIDS. BBC World Service Trust was a
most reliable partner, not only always delivering the highest
level of professionalism, but also bringing vision, innovation, and
entrepreneurial spirits – all necessary elements for development
to happen.”
Isabel Rocha Pimenta, World Bank Institute

Partners

How you can help

• National AIDS Control
Organisation
• Ministry of Health and Family
Welfare
• Prasar Bharti

£5 could pay for 200 men in India to be informed about
safe-sex practices.
£100 could inform 4,000 people in India about how to
prevent HIV.

Local women get
trained as citizen
journalists for our radio
show Aangan Ke Paar
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