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Creative Action Project 
 

Planning & Managing a Creative Action 
 

Introduction 
Community mobilization and engagement is the process of bringing 

together as many stakeholders as possible to raise people's awareness 

for a particular program, to assist in the delivery of resources and 

services, and to strengthen community participation for 

sustainability and self-reliance. A lot can be achieved when 

people from different parts of the community share a 

common goal and actively participate in both identifying needs 

and being part of the solution. Community mobilization helps 

to empower communities and enables them to initiate and 

control their own development. 

Bibliography: 

https://www.ncbi.nlm.nih.gov/books/NBK310937/  
 

 

 

Module Content 
 

Community Action Cycle 
The Community Action Cycle (CAC) is the process through which communities themselves are 

mobilized to organize for action; explore the issues and set priorities; plan, act, and evaluate successful 

programs. As community mobilization is a continuous process, this element does not provide a step-

by-step guide, but suggests activities that are very broad and organized around achieving that goal. 

It is also important to discuss what community mobilization is not. Community mobilization is not a 

campaign, for example, nor a series of campaigns. Nor is community mobilization the same as social 

mobilization or advocacy. However, community mobilization may use or incorporate many of these 

strategies to be successful.  

Key elements of community mobilization include participation, ownership equality, sustainability, 

community, and dialogue of knowledge. Participation is one of the most fundamental elements of 

community mobilization. It is important that your solution/ community project should promote 

community participation.  

Following principles can be used to mobilize the communities: 

 Social change is more sustainable if the individuals and communities most affected own the process.  

 Communication for social change should be empowering. It should give voice to the previously 

unheard members of the community and be centered on community ownership.  

 Parents, families, and communities should be the agents of change.  

 Ensure that women and members of other marginalized groups are included in all mobilization 

efforts 

 Emphasis should be given to support dialogue, debate, and negotiation on issues that resonate 

with members of the community.  

 Emphasis should be on outcomes which set and promote positive social norms, policies, culture, 

and creating a supporting environment. 

Bibliography: 

https://www.thecompassforsbc.org/sites/default/files/project_examples/  

https://www.ncbi.nlm.nih.gov/books/NBK310937/
https://www.thecompassforsbc.org/sites/default/files/project_examples/
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Find out about the community 

To mobilize a community to address an issue, it is necessary to become knowledgeable about the 

community. Identifying power structures in the community is an important activity for community 

mobilization. People in official positions of power, e.g. local government leaders, leaders of community 

groups and organizations need to be identified, as well as others in the community who may have 

influence in the different development sectors (such as teachers in the education sector ). 

It is important to learn about these power structures because people with power and influence have 

the ability to mobilize others to support initiatives in the community. It is also important when learning 

about the community to understand the gender roles and responsibilities, inequalities and the inter-

gender power dynamics of the community and to find out about the current attitudes and behaviors 

directed towards the problem. 

There are several ways to learn about the community and power dynamics like: 

 Meet different people and ask about their needs or share your project idea and take their feedback 

 Ask who solves the society issue in their area? 

 Are there influencers in the area? 

 Meet with local government authorities in the area. 

 Who could be your potential partner? Educational institute/community center/ religious center? 
Bibliography: 

https://www.ncbi.nlm.nih.gov/books/NBK310937/  
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Build trust and credibility within the community 

Take time to establish trust and credibility with stakeholders in the community. Project team should: 

 Meet with community local leaders to work with the community in collaboration; 

 Be visible and active in their communities and support the activities of other stakeholders; 

 Make contact with many different stakeholders in the community in order to get to know 

them, begin to understand their problems, and work out the best ways to work with them; 

 Regularly share important information and updates about the project through short meetings, 

message or a quick call; 

 Be honest and transparent and not make promises to the community that cannot be met. 

 

Raise awareness in the community 

To successfully mobilize a community and gain support, community members must first develop 

awareness about the issue and begin to understand why it matters and what action they can take. 

Many community members will have limited knowledge about the issue you choose to work at and as 

a result might have negative attitudes and behaviors towards the project. 

There are many different ways to teach and create awareness in the community. For example team 

could use group discussions, role-plays, flashcards, storytelling and songs, drama, puppet shows, 

posters, films, radio and social media. 

There are important things to remember when raising awareness in the community, such as: 

 Messages must be simple; 

 The methods used should be appropriate to the local culture in that area; 

 Awareness-raising activities will have a greater impact when people suffering from the issue 

are directly involved in implementing them; 

 Attitudes and behaviors take time to change and is an ongoing process. 

Bibliography: 

https://www.ncbi.nlm.nih.gov/books/NBK310937/  

 

Motivate the community to participate 

It is important to motivate community stakeholders, especially women and members of other 

marginalized groups, and work towards inclusive development. Different stakeholders within the 

community will need to be approached and motivated to encourage their participation in community 

action and change. Unique strategies may be required to motivate and encourage participation of each 

group of stakeholders  

Understanding what motivates community stakeholders is critical. In the early stages of community 

mobilization it may be necessary to provide incentives to increase the interest and motivation of 

stakeholders. However, it is suggested that the project team work to ensure that people understand 

the value of their participation and the satisfaction they can gain through participating, rather than 

provide incentives or rewards. A project team could, for example, invite key stakeholders in the 

community (community leaders) to observe activities or organize field visits to other communities 

where other activities are working well. 

 

https://www.ncbi.nlm.nih.gov/books/NBK310937/


 

5 

 

Create opportunities for community participation 

Communities consist of many different stakeholders, with different opinions, ideas, priorities and 

agendas. Community stakeholders can be women, men, youth, parents, differently abled, gender 

diverse people and older people. 

For community mobilization, it is not necessary to approach all the stakeholders at the same time; 

different sections of the community can be mobilized at different times to participate in different 

aspects of the project. 

Stakeholders can be invited to participate in different activities in the community, e.g. in a situation 

analysis to help raise awareness about community needs, rights, resources, capacities and roles, 

community leaders can be invited as well as women, men, youth, parents and other representatives of 

diverse groups. 

The team needs to identify barriers that may prevent community stakeholders from participating, and 

to work with these stakeholders to overcome the barriers. Barriers to participation may include time 

constraints, cultural limitations, family responsibilities, work responsibilities, low self-esteem, fears or 

stigma. 

 

Bring relevant stakeholders together 

It is important to bring stakeholders together to initiate the discussion and negotiation required for 

action and change. Organizing regular meetings with the different stakeholders in the community is a 

good way to do this. The balance of power must be taken into account in the meetings, to ensure that 

vulnerable groups are not excluded and disempowered. 

 

Celebrate achievements 

To ensure the continued motivation and participation of community stakeholders, it is necessary to 

recognize their contributions and achievements. Celebrations can re-energize the community, attract 

further interest from both within and outside the community. 

 

Case Study: National Rural Support Program 
Wherever National Rural Support Program (NRSP) works, whether expanding its regular core 

program, implementing donor-funded projects, or responding to disasters, the principles and practices 

of social mobilization remain the same; these are:  

 Establishing mutual trust;  

 Understanding that there are mutual rights and responsibilities related to accountability and 

transparency;  

 Observing the principle of benefitting the community at large, rather than individuals, and ensuring 

that the poorest and most vulnerable people are included in the programming. 

NRSP works with rural men and women to release their potential abilities and skills so as to build 

their knowledge and enable them decide their own development priorities. When community 

members come together for a common purpose – which is ultimately village wide socio-economic 

development – they are in a stronger position to bring about sustainable improvements in the quality 

of life. 

The first step of NRSP’s approach to addressing development problems is to organize people into 

local organizations known as Community Organizations (CO) that are then able to identify and address 

local issues. They refer to this process as Social Mobilization.  They believe that local people know 
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best about local problems and that, in partnership with NRSP, they have the talents and willingness to 

plan and implement local development. Mobilized communities work as ‘platforms’ for local 

development, helping to bring together communities, knowledge and resources. 

The NRSP staff and the CO members identify an Activist – an experienced local person who will take 

ideas forward – from amongst the CO members. In support to the Community Organization we offer 

capacity building skills and awareness raising sessions to the CO Activists and/or office holders. 

 

NRSP: The Social Mobilization Process 

Introducing NRSP in a New Community: When NRSP Social Organizers go to a new Union Council 

they engage people in a series of dialogues explaining how to improve the physical and social quality 

of life. These dialogues help to establish trust in NRSP and the Social Organizers. They also enable 

potential CO members to identify the socio-economic and infrastructural opportunities available in 

their communities. Every effort is made to include both men’s and women’s perspectives as the 

dialogues proceed and to ensure that the marginalized community members are included. Once 

identified, the opportunities are grouped into sector-specific categories (for example, financial services, 

small scale engineering, health, education and social protection). 

NRSP sign a Terms of Partnership agreement with every community partner with which they work. 

This identifies the rights and responsibilities of the community members and NRSP. It is taken for 

granted that the marginalized and most vulnerable members of the community have the same right as 

those who are better off to benefit from development activities. This may happen as a result of CO 

activities or in the course of specific projects focusing on the poorest community members. 

Capacity Building for Effective Institutional Management in Communities: NRSP builds the capacities 

of the members of the COs, VOs and LSOs to establish links to various development programs and 

projects that will benefit village residents. These links may be with the Government, local or national 

donors or local philanthropists. This process establishes the Community Organization as a primary 

vehicle for the delivery of goods and services to the communities and ensures people’s active 

participation. 
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Ideas for Community Engagement: 
The list below provides some of the many ways to mobilize community members. You can make a 

choice according to community culture and your team’s capacity: 

1- Community meetings to discuss an issue with community leaders and community 

members, which may include traditional, religious and local political leaders, women, youth 

and parents among others. 

2- Public debates in which community members meet and talk to each other and leaders on a 

specific, topic. These debates can be recorded to share further at digital media. 

3- Puppet shows and participatory theatre where audiences are encouraged to participate 

by developing alternative scenarios that would lead to better outcomes. 

4- Literacy fairs and discussions where information about a topic is shared. 

5- Mela/Festival conveying key messages. The events can be recorded and screened through 

small community gatherings or made to go viral on the Internet. 

6- Mobile cinema units screening short films addressing a specific topic and followed by 

discussions and questions/answer sessions.  

7- Sporting events and competitions where messages are conveyed before and after the 

games and at halftime. 

8- Listening groups to listen to and discuss a particular issue. This can also involve book 

reading, or listening to a show together to enrich the discussions. 

9- Quiz competitions between teams addressing knowledge of a specific topic. 

10- Print media such as leaflets and posters for distribution in the community. 

11- Door-to-door sessions where mobilizers visit household to discuss the project and request 

for participation. 

12- Storytelling in which a narrator recounts a story which may be real or fictional, to highlight 

key messages. 

13- Digital media like WhatsApp can be used to circulate voice notes and invitation with in the 

community. 
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Planning & Managing a Creative Action through Design Thinking 

 
 

What is designed thinking? 
Design thinking is a process for solving problems by prioritizing the community’s needs above all else. 

It relies on observing, with empathy, how people interact with their environments and it employs a 

repetitive process, and hands-on approach to creating innovative solutions.  

Design thinking is “human-centered,” which means that it uses evidence of how citizens 

(humans) actually engage with a product or service, rather than how someone else or an 

organization thinks they will engage with it. It is all about co-creating a solution with the community. 

Example, ‘If the community need is to have more plants and greenery in the street, then you work 

with community members to put a plan together and create a solution to fulfill this need. 

Design thinking includes the following principal stages:  

1. Empathy – customer research, discovering the actual needs and wants by interviewing people, 

persona models, and observations.  

2. Define – formulating the actual problem to be solved by the product or service by developing 

insights, points of view models, etc.  

3. Ideate – use a lot of methods to develop possible solutions to the problem – brainstorm, etc. 

4. Prototype – choosing several product ideas to be further developed by prototyping and building 

samples. 

Test – delivering successfully prototyped (sample) products/services to real customers for testing 

and then gather the success and impact of your product/ service. 

Bibilography: 
https://emergentbydesign.com/2010/01/14/what-is-design-thinking-really/  
 

 

  

https://www.wework.com/ideas/the-science-behind-smart-office-design
https://www.wework.com/ideas/what-is-business-innovation
https://emergentbydesign.com/2010/01/14/what-is-design-thinking-really/
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Why is Design Thinking Important? 
Design thinking enables organizations and people to create lasting value for communities. The process 

is useful in any complex system (not just design systems) because it: 

Aims to solve a concrete human need 

Using an observational, human-centric approach, teams can uncover community needs/problems that 

they hadn’t previously thought of, ones that the citizen/community may not even be aware of. Design 

thinking can provide solutions to those needs/problems once they’re identified. 

Tackles problems that are ambiguous or difficult to define 

Communities often don’t know what problems they have that need solving or they can’t verbalize it. 

But upon careful observation, one can identify problems based on what they see from real citizen 

behavior rather than simply working off of their ideas of the citizens. This helps define ambiguous 

problems and in turn makes it easier to come up with solutions.  

Leads to more innovative solutions 

Humans are not capable of imagining things that are not believed to be possible, which makes it 

impossible for them to ask for things that do not yet exist. Design thinking can help surface some of 

these unknown problems that would otherwise have never been known. Using a co-creating approach 

to tackle those problems often lead to non-obvious, innovative solutions.    

Makes organizations run faster and more efficiently 

Rather than researching a problem for a long time without devising an outcome, design thinking favors 

creating samples and then testing to see how effective they are.  

Five Stages of design thinking are explained below: 

Bibilography: 

Global%20Changemakers%20Design%20Thinking%20Tool%20Kit_compressed.pdf  

1- Empathize: “To create meaningful innovations, you need to know your community and care about 

their lives.” 

WHAT is the Empathize Mode?  

Empathy is the centerpiece of a human-centered design process. The Empathize mode is the work you 

do to understand people, within the context of your design challenge. It is your effort to understand 

the way they do things and why, get to know their physical and emotional needs, how they think about 

the world, and what is meaningful to them. 

Bibilography: 

https://www.alnap.org/help-library/an-introduction-to-design-thinking-process-guide  

WHY empathize  

As a design thinker, and surely as someone who is trying to solve a social problem, the problems you 

are trying to solve are rarely your own—they are those of a particular group of people. In order to 

design for them, you must gain empathy for who they are and what is important to them.  

Often we assume the needs of the community but when we co-create the solution for them, it is very 

important to understand and observe the problem from their point of view. This will allow you to 

understand the problem and need from their experiences and will uncover new insights. These insights 

give you direction to create innovative solutions.  

https://www.alnap.org/help-library/an-introduction-to-design-thinking-process-guide
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 Engage with people directly to learn about the way they think and the values they hold. A good 

conversation and listening to the stories that people tell and the things that people say they do—even 

if they are different from what they actually do—are strong signs of their deeply held beliefs about the 

way the world is. Good designs are built on a solid understanding of community beliefs and values. 

HOW to empathize 

To empathize, you:  

- Observe. View beneficiaries and their behavior in the context of their lives. As much as possible, 

do observations in real time by visiting them, in addition to conducting interviews. Some of the most 

powerful realizations come from noticing disconnect between what someone says and what he does.  

- Engage. Sometimes we call this technique ‘interviewing’ but it should really feel more like a 

conversation. Prepare some questions you’d like to ask, but expect to let the conversation deviate 

from the questions. Prompt stories from the people you talk to, and always ask “Why?” to uncover 

deeper meaning.  

- Watch and Listen. Certainly you can, and should combine observation and engagement. Ask 

someone to show you how they complete a task. Have them physically go through the steps, and talk 

you through why they are doing what they do. Ask them to vocalize what’s going through their mind 

as they perform a task or interact with an object. Have a conversation in the context of someone’s 

home or workplace – so many stories are embodied in artifacts. Use the environment to prompt 

deeper questions. 

Example: A Community has a need for “sports for young girls”. , To meet this need and create a solution for 

them, you must first go and visit the community to understand what is missing. Is it because of no sports 

training or no facility or a community mindset? Go and interview the young girls to understand their need and 

also other community members to understand what the need is and what the issue is. 

Transition: Empathize >> Define 

Unpack: When you move from empathy work to drawing conclusions from that work, you need to 

process all the things you heard and saw in order to understand the big picture and grasp the takeaways 

of it all.  

Get all the information out of your head and onto a wall where you can start to make connections—

post pictures of your beneficiaries, use post-its with quotes, maps of journeys or experiences—

anything that captures impressions and information about your beneficiaries.  

2- Define: “Framing the right problem is the only way to create the right solution.” 

WHAT is the Define Mode?  

The Define mode of the design process is all about bringing clarity and focus to the design space. It is 

your chance, and responsibility, as a design thinker to define the challenge you are taking on, based on 

what you have learned about your user and about the context. After becoming an instant-expert on 

the subject and gaining invaluable empathy for the people you are designing for, this stage is about 

making sense of the widespread information you have gathered.  

The goal of the Define mode is to craft a meaningful and actionable problem statement 

– this is what we call a point-of-view. This should be a guiding statement that focuses on insights and 

needs of a group of people. Insights don’t often just jump in your lap; rather they emerge from a 
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process of synthesizing information to discover connections and patterns. In a word, the Define 

mode is sense making. 

WHY define  

Crafting a more narrowly focused problem statement tends to yield both greater quantity and higher 

quality solutions when you are generating ideas.  

The Define mode is also an endeavor to combine your scattered findings of your Empathy work into 

powerful insights. This INSIGHT is the key to a clear expression of the problem. 

HOW to define 

 Consider what stood out to you when talking and observing people. What patterns emerge when 

you look at the observations, answers and stories you heard? If you noticed something interesting, ask 

yourself (and your team) why that might be. In asking why someone had a certain behavior or feeling, 

you are making connections from that person to the larger context. 

Combine and select one or a limited set of NEEDS that you think are important to fulfill. Then 

articulate a point-of-view by combining these three elements – The group of people, the need, and the 

insight – as an actionable problem statement that will drive the rest of your design work. 

A good point-of-view is one that:  

- Provides focus and frames the problem 

- Inspires your team 

- Informs criteria for producing an innovative solution 

- Empowers your team to make decisions independently 

- Captures the hearts and minds of people you meet  

 

Your problem statement should be distinct and concrete, not broad. 

Example: Now after interviewing young girls and observing their behavior towards sports; you can define the 

following statement, “Because there are no sports activities for young girls in the community, they feel isolated 

in their home situation without a sense of belonging. They also notice a gender bias as boys have the freedom 

to freely play, which leads girls to feel not included as well. Beneficiaries think that having the opportunity to 

play sports will give them greater equality and a sense of belonging and will be a healthy recreational tool” 

Transition: Define >> Ideate 

In the Define mode you determine the specific meaningful challenge to take on, and in the Ideate mode 

you focus on generating solutions to address that challenge. A well-scoped and -articulated ‘Challenge 

or Problem’ point-of-view will lead you into ideation in a very natural way.  

A great transition step to take is to create a list of “How-Might-We?” brainstorming 

topics that flow from your problem statement. These brainstorming topics typically are subsets 

of the entire problem, focusing on different aspects of the challenge.  

 

3- Ideate: “It’s not about coming up with the ‘right’ idea, it’s about generating a wide range of 

possibilities.” 
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WHAT is the Ideate Mode? 

Ideate is the mode of the design process in which you concentrate on idea generation. Mentally it 

represents a process of “going wide” in terms of concepts and outcomes. Ideation provides both the 

fuel and also the source material for building prototypes and getting innovative solutions. 

WHY ideate  

You ideate in order to transition from identifying problems to creating solutions. Ideation is your 

chance to combine the understanding you have of the problem space and people you are designing for 

with your imagination to generate solution concepts. Particularly early in a design project, ideation is 

about pushing for a widest possible range of ideas from which you can select, not simply finding a 

single, best solution. The determination of the best solution will be discovered later, through user 

testing and feedback. 

HOW to ideate  

You ideate by combining your conscious and unconscious mind, and 

rational thoughts with imagination. Ideation techniques are: 

1. In a brainstorm you work with your group to reach new ideas 

by building on others’ ideas. Adding constraints, surrounding 

yourself with inspiring related materials, and accepting 

misunderstanding all allow you to reach further than you could 

by simply thinking about a problem. 

2. Another ideation technique is building – that is, sampling itself can be an ideation technique. 

In physically making something you come to points where decisions need to be made; this 

encourages new ideas to come forward. 

3. Mind mapping, and sketching are also techniques you can use.  

Example: Looking at the need of sports training for young girl might ideate different solutions and discussions: 

- Should we enroll these girls into a sports academy? 

- Should we identify a sports ground and arrange a female coach for them? 

- Should we conduct training for them? Which training? 

- Is there anyone doing this work in the community already? Should we collaborate with this person or 

organization? 

- Should we provide kits to young girls and conduct online sports training for them? 

 

Transition: Ideate >> Prototype 

As a team, designate three voting criteria. We might suggest “the most likely to meet the need”, 

“the rational choice”, “the most unexpected” as potential criteria, but they’re really up to you. 

Use these criteria to vote on three different ideas that your team generated during brainstorming.  

Carry the two or three ideas that receive the most votes forward into sampling/prototyping. In this 

way, you preserve innovation potential by carrying multiple ideas forward. 
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4- Prototype: “Build to think and test to learn.” 

WHAT is the Prototype Mode? 

A prototype is an early sample, model, or release of a product. In the early stages of a project that 

question may be broad – such as “do my beneficiaries enjoy learning a new skill?”  

In these early stages, you should create low-cost samples that are quick and cheap to make (think 

minutes and Rupees) but can produce useful feedback from participants. In later stages both your 

prototype and question may get a little more refined. For example, you may create a later stage 

prototype for the sports project that aims to find out: “do my beneficiaries enjoy learning sports with 

a coach or through an online class”.  

A prototype can be anything that a beneficiary can use, be it a wall of post-it notes, a video you put 

together, a role-playing activity, or even a storyboard. Ideally this is an interactive experience. Walking 

someone through a scenario with a storyboard is good, but having them role-play through a physical 

environment that you have created will likely bring out more emotions and responses from that 

person. 

WHY prototype 

To ideate and problem-solve. Build to think.  

To communicate. If a picture is worth a thousand words, a prototype is worth a thousand 

pictures.  

To start a conversation. Your interactions with beneficiaries are often richer when centered on a 

sample. A prototype is an opportunity to have another, directed conversation with beneficiaries.  

To fail quickly and cheaply. Committing as few resources as possible to each idea means less 

time and money invested up front.  

 

 HOW to prototype  

Start building. Even if you aren’t sure what you’re doing, the act of 

picking up some materials (post-its, tape, and found objects are a 

good way to start!) will be enough to get you going. 

Don’t spend too long on one prototype. Let go before you find 

yourself getting too emotionally attached to any one prototype.  

Build with the user in mind. What do you hope to test with the beneficiaries? What sorts of 

behavior do you expect? Answering these questions will help focus your prototyping and help you 

receive meaningful feedback in the testing phase. 

Example: Your team voted for online sports lessons for young girls. Make a sample video and share with 

beneficiaries to receive their feedback. Their feedback will help you to further grow the idea/solution or change 

the idea completely (as e.g. they might not have social media access) 

Transition: Prototype >> Test 

 What you are trying to test and how you are going to test that aspect are critically important to 

consider before you create a prototype.  
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Don’t assume you can simply put a prototype in front of a user to test it. Often the most informative 

results will come from careful thinking about how to test in a way that will let users give you the most 

natural and honest feedback. 

5-Test: “Testing is an opportunity to learn about your solution and your user.” 

WHAT is the Test Mode?  

The Test mode is when you receive feedback, about the prototypes you have created, from your 

beneficiaries and when you have another opportunity to gain empathy for the people you are designing 

for. Testing is another opportunity to understand your beneficiaries, but unlike your initial empathy 

mode, you have now likely done more framing of the problem and created prototypes to test. Both 

these things tend to focus the interaction with beneficiaries, but don’t reduce your “testing” work to 

asking whether or not people like your solution. Instead, continue to ask “Why?”, and focus on what 

you can learn about the person and the problem as well as your potential solutions. 

Ideally you can test within a real context of the user’s life. For a physical object, ask people to take it 

with them and use it within their normal routines. For an experience, try to create a scenario in a 

location that would capture the real situation. If testing a prototype on site is not possible, frame a 

more realistic situation by having users take on a role or task when approaching your prototype. A 

rule of thumb: always prototype as if you know you’re right, but test as if you know you’re 

wrong—testing is the chance to refine your solutions and make them better. 

 

WHY test 

To refine prototypes and solutions. Testing informs the next steps of prototypes. Sometimes this 

means going back to the drawing board.  

To learn more about your user. Testing is another opportunity to build empathy through 

observation and engagement—it often yields unexpected insights. 

 To refine your point of view. Sometimes testing reveals that not only did you not get the solution 

right, but also that you failed to frame the problem correctly. 

HOW to test  

Show don’t tell. Put your prototype in the user’s hands – or your user within an experience. And 

don’t explain everything (yet). Let your tester interpret the prototype. Watch how they use (and 

misuse!) what you have given them, and how they handle and interact with it; then listen to what they 

say about it, and the questions they have.  

Create Experiences. Create your prototypes and test them in a way that feels like an experience 

that your user is reacting to, rather than an explanation that your user is evaluating.  

Ask users to compare. Bringing multiple prototypes to the field to test gives users a basis for 

comparison, and comparisons often reveal latent needs. 

Example: After providing a sample sports lesson video to the participants, you received the feedback that many 

of them were not able to see it because they did not have access to online media. The beneficiaries say that 

they would like to meet a coach for on-ground training once in two weeks. Based on this feedback you will now 

further refine the solution. 
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Research & Planning 
 

Understanding the Community 
 

Community Mapping 

What is Community Mapping? 
A community map highlights people, physical structures, organizations, and institutions that can be 

utilized to create a meaningful ‘service’ project. Community mapping is an essential, yet often 

overlooked, step in the planning process for meaningful community projects. 

Community mapping is generally understood to mean a visual, geographic representation of 

community characteristics. However, the term can also be used in a conceptual sense, to mean an 

inventory of information with or without a visual representation. Community mapping is a tool, not 

an end product. Persons interested in community development, youth development, and other issues 

of community functioning can use Community Mapping to illuminate relationships and to suggest or 

focus strategies toward specific goals. 

Community mapping does not automatically result in a better understanding of communities and 

community relationships. As with any other statistical presentations, there are some necessary caveats. 

Mapping is a powerful tool that is not immune to misuse. Mapping data that have no significance can 

only lead to confusion, frustration, and wastage of resources. 

Bibliography: 

http://outreach.msu.edu/bpbriefs/issues/brief3.pdf 

 

Why Community Mapping? 
Community mapping can empower the public by providing opportunities to have a lasting, positive 

influence on their community. The maps that are generated can be used to document community 

needs and can assist with consensus-building and decision-making for improving program design and 

public policies aimed at improving health and decreasing disparities. 

During community mapping events, community members come together and collect field data. The 

data collected, whether it be an inventory of health centers, restaurants, pedestrian infrastructure, 

toxic emissions, or health conditions can be used to improve things such as health equity, the 

environment, pedestrian safety, obesity, and community violence. 

Reasons to work with community mapping may vary from place to place, but generally community 

mapping is a helpful tool because  

1. You make many new contacts.  You meet people that you otherwise wouldn’t. 

2. You learn about what is available to community residents.  You learn about programs and services.  

You find out what is going on in your community. 

3. You learn what programs and services are lacking in the community.  For example, there may be 

several exam prep courses, but no literacy programs. 

4. You learn about community residents—their needs, their lives, their values, and their challenges.  

There are many community residents who do not use the library, who do not come through your 

doors.  This is a way to find out more about them, and hopefully a way that you can make the 

library relevant to them and their lives. 

5. People start to know you, and in extension, they start to know about your project.  You build a 

network of connections in the community. 

6. It can show you exactly where to concentrate your efforts.  

  

http://outreach.msu.edu/bpbriefs/issues/brief3.pdf
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Bibliography: 

http://communitymappingforhealthequity.org/what-is-community-mapping/  

www.accessola2.com/superconference2006/thurs/419/mapping.doc  

 

Assets & Problems 
Community asset mapping is a process where participants make a map or inventory of the resources, 

skills and talents of individuals, associations and organizations available in the community. This map 

helps you discover and assemble the links between the different parts of the community, associations 

and agencies. The knowledge is used to revitalize relationships and mutual support, rebuild 

communities and neighborhoods, and rediscover collective power. 

Every community has a tremendous supply of assets and resources that can be used to build the 

community and solve problems, and the asset mapping helps to identify them. 

And this means: 

 It can be a physical structure or place -- a school, hospital, church, mosque, library, 

recreation center, and social club. It could be a town landmark or symbol. It might also be an 

unused building that could house a community hospice, or a second floor room ideal for 

community meetings. Or it might be a public place that already belongs to the community -- a 

park, a wetland, or other open space. 

 It can be a community service that makes life better for some or all community members - 

public transportation, early childhood education center, community recycling facilities, cultural 

organization. 

 It can be a business that provides jobs and supports the local economy. 

 You and everyone else in the community are potential community assets Everyone has 

some skills or talents, and everyone can provide knowledge about the community, connections to 

the people they know, and the kind of support that every effort needs - making phone calls, stuffing 

envelopes, giving people information, moving equipment or supplies - whatever needs doing. This 

suggests that everyone in the community can be a force for community improvement if only we 

knew what their assets were, and could put them to use. 

Assets can be categorized as:  

Community Assets 

 Places of Worship 

 Clubs 

 Cultural groups 

 Parks 

Institutional Assets 

 Schools 

 Businesses 

http://communitymappingforhealthequity.org/what-is-community-mapping/
http://www.accessola2.com/superconference2006/thurs/419/mapping.doc


 

19 

 

 Recreation and sports facilities 

 Hospitals 

 Colleges 

Community mapping is often useful in community services for solving the social, economic, 

environmental and other relevant problems like: 

 Traffic accidents (can also be differentiated by whether or not injury or death occurred) 

 Incidents of violence crime (by number of incidents, or by type of crime) 

 Cases of a particular disease or medical condition 

 Location of housing identified as substandard 

 Polluted groundwater 

 Lack of plantation  

 Number of uneducated children in the area, 

The list could go on. 

 

Bibliography: 

 http://www.brighterfuturestogether.co.uk/brighter-futures-together-toolkit/map-assets-in-your-

community/  

 https://ctb.ku.edu/en/table-of-contents/assessment/assessing-community-needs-and-

resources/identify-community-assets/main  

 https://practicalradical.files.wordpress.com/2010/07/mapped-a-youth-community-mapping-

toolkit-for-vancouver.pdf  
 

Examples of Community Mapping 

Orangi Pilot Project 
Sanitation mapping at the Orangi Pilot Project Training and Research Institute (OPP-RTI) is radically 

different from the above approaches. OPP-RTI’s mapping is predominantly applied to document 

sewerage systems in urban informal settlements. Mapping is inherently linked to OPP’s wider 

philosophy of supporting people in their own development efforts. As such, the most immediate 

purpose of mapping is to provide neighborhoods with a support tool for developing their own 

sewerage systems. Based on this, OPP-RTI has developed what it calls the “internal external sanitation 

model” which postulates that the government should complement people’s own efforts in developing 

low-cost solutions to sanitation. With the growing application of OPP-RTI’s model in Karachi (and 

elsewhere in Pakistan) over the last 25 years, the organization’s mapping objective has also turned 

towards influencing the activities of specialized government agencies and local government. OPP-RTI’s 

mapping techniques are very simple and low cost. 

In Pakistan, where the experience is quite unique, mapping has had profound repercussions on 

sanitation in Karachi over the last 25 years. In Orangi alone, maps have provided the basis for 1 

million people getting access to sanitation. In addition, mapping also had a high impact on policy 

processes. It led, for example, to the cancellation of an ADB-funded waste water project in Karachi. 

In 2006, OPP’s chairperson was invited by the government to draft the national sanitation policy, 

which now incorporates OPP-RTI’s principles. 

 

http://www.brighterfuturestogether.co.uk/brighter-futures-together-toolkit/map-assets-in-your-community/
http://www.brighterfuturestogether.co.uk/brighter-futures-together-toolkit/map-assets-in-your-community/
https://ctb.ku.edu/en/table-of-contents/assessment/assessing-community-needs-and-resources/identify-community-assets/main
https://ctb.ku.edu/en/table-of-contents/assessment/assessing-community-needs-and-resources/identify-community-assets/main
https://practicalradical.files.wordpress.com/2010/07/mapped-a-youth-community-mapping-toolkit-for-vancouver.pdf
https://practicalradical.files.wordpress.com/2010/07/mapped-a-youth-community-mapping-toolkit-for-vancouver.pdf
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Clarifying the community Problem 
When you start the community mapping; you somewhere are already aware that there are problems 

in my community. This is from where you start understanding those problems: 

 Start with what you know: When your group members gathers together; ask them to identify 

the pressing issues from the surrounding and gather their views, what do they think about the 

situation? There are a variety of different ways to gather this information. People can be asked in 

advance to write down what they know about the problem. Or the facilitator can lead a 

brainstorming session to try to bring out the greatest number of ideas.  

 Decide what information is missing: Information is the key to effective decision making. If 

you are fighting child hunger, do you know which children are hungry? When are they hungry - all 

the time, or especially at the end of the month, when the money has run out? If that's the case, 

your problem statement might be, "Children in our community are often hungry at the end of the 

month because their parents' paychecks are used up too early." 

Your group may end up identifying 4 5 different problems which they would like to solve but it is very 

important that you start with focusing at one community issue which you can solve in your capacity. 

What is the problem? You already have your problem statement, so this part is more or less done. 

But it's important to review your work at this point. 

Why does the problem exist? There should be agreement among group members as to why the 

problem exists to begin with. To understand this you can use “but why” technique 

The "but why" technique. This simple exercise can be done easily with in group, or even on your 

own. Write the problem statement, and ask participants, "Why does this problem exist?" Write down 

the answer given, and ask, "But why does (the answer) occur?" 

"Children often join the wrong platform," 

But why?  

"Because there is no awareness of creative program or positive platform." 

But why? 

"Because they not mobilized by the community leaders" 

But why? 
 

Continue down the line until participants can comfortably agree on the root cause of the problem. 

Agreement is essential here; if people don't even agree about the source of the problem, an effective 

solution may well be out of reach. 

Who is causing the problem, and who is affected by it?  Run a brainstorming session to 

understand which stakeholders are causing this problem in the community and who face this problem 

the most. 

When did the problem first occur, or when did it become significant? Is this a new problem 

or an old one? Knowing this can give you added understanding of why the problem is occurring now. 

Also, the longer a problem has existed, the more rooted it has become, and the more difficult it will 

be to solve. People often get used to things the way they are and resist change, even when it's a change 

for the better. 

http://ctb.ku.edu/en/table-of-contents/analyze/analyze-community-problems-and-solutions/root-causes/main
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How much, or to what extent, is this problem occurring? How many people are affected by 

the problem? How significant is it? Here, you should revisit the questions on importance you looked 

at when you were defining the problem. This serves as a brief refresher and gives you a complete 

analysis from which you can work. 

 

Bibliography: 

https://ctb.ku.edu/en/table-of-contents/analyze/analyze-community-problems-and-solutions/define-

analyze-problem/main 

 

  

https://ctb.ku.edu/en/table-of-contents/analyze/analyze-community-problems-and-solutions/define-analyze-problem/main
https://ctb.ku.edu/en/table-of-contents/analyze/analyze-community-problems-and-solutions/define-analyze-problem/main
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Co-Creating with Community 

What is a Stakeholder Project? 
When carrying out community mapping in preparation for a social action project in the area, it is 

important to identify and interview key stakeholders, as they can provide a wealth of insightful 

information, as well as provide valuable support and influence as you are starting up your work. 

Project stakeholders in general can be single individuals or entire organizations who are affected 

by the execution or outcome of a project. It doesn’t matter whether the project affects them 

negatively or positively. If they’re affected, they’re a stakeholder. 

Key project stakeholders however are those stakeholders who have the influence and authority 

to dictate whether a project is a success or not. These are the people and groups whose objectives 

MUST be satisfied. They make or break the project. Even if all deliverables are in and budgets are met, 

if these people aren’t happy, you’ve failed as a project manager. 

Sources of information for primary research on this might be… 

 School teachers 

 Principals 

 Community elders 

 Religious leaders 

 Peace promoters 

 Union Councils 

 NGOs 

 Community representatives 

 Non-formal leaders 

 Other relevant persons 

Your project is successful if your stakeholders are happy. If stakeholders are not satisfied, then your 

project will not be completed successfully. Therefore, you must identify the stakeholders at the 

beginning of the project and manage them throughout the project’s life cycle. 

 

Bibliography: 

 https://www.wrike.com/project-management-guide/faq/what-is-a-stakeholder-in-project-

management/  

 https://pmstudycircle.com/2012/06/identify-stakeholders-project-management/  

 

 

 

https://www.wrike.com/project-management-guide/faq/what-is-a-stakeholder-in-project-management/
https://www.wrike.com/project-management-guide/faq/what-is-a-stakeholder-in-project-management/
https://pmstudycircle.com/2012/06/identify-stakeholders-project-management/
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Identifying Key Stakeholders 
To find out who your key stakeholders are, you need to first decide on what is the purpose of your 

community mapping. What kind of work do you want to carry out? Where do you want to do it? 

What information do you need before you start? 

In general, you would want to find key stakeholders who have influence in the area, or who are 

experienced in the field you want to work in. Interviews with these key stakeholders can give you 

much of the information you need to fill in the map of needs. Additionally, if you are able to form 

partnerships with them, they can help support your project in its delicate beginning stages. 

In general, stakeholders and their interests should be identified and involved/addressed as early as 

possible in the process of the development of the effort. 

One way to identify stakeholders is by holding brainstorming sessions with your team. 

 

Conducting Brainstorming Sessions 
Conducting a brainstorming session is a good method to collect information on any given subject. You 

can use this tool to identify stakeholders for your project. You can hold brainstorming sessions with 

your team members and experts. 

During your brainstorming session, try to find the answers to the following questions: 

 Who is directly involved with the project? 

 Who is indirectly involved with the project? 

 Who may be affected by the project? 

 Who gains or losses from the project’s success? 

 Who wants to complete the project successfully and who doesn’t? 

 Who is the user of the end result of the project? 

 Who are the competitors? 

 Is any (other) local community impacted by the project or its outcome? 

 Who has the authority to influence the project or its outcome? 

 Who has the authority to make the project succeed? 

 Who can make your project fail? 

Once you collect the list of stakeholders, keep a record of it so that you can follow up with them as 

needed. Before starting up your project you will want to meet and interview some of the major 

stakeholders to collect key community mapping information. You should also consider asking some of 

them for needed support for your upcoming activities. Key community stakeholders may be able to 

connect you to a network of community members, making it easier to reach out to your beneficiaries, 

or they may give you needed infrastructure like meeting halls, or they may simply offer you protection 

and authority needed to operate in that community. 
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Creative Innovation 
What is Innovation & Creativity? 

Innovation can be broadly thought of as new ideas, new ways of looking at things, new methods or 

products that have value. Innovation contains the idea of output, of actually producing or doing 

something differently, making something happen or implementing something new. Innovation almost 

always involves hard work; persistence and perseverance are necessary as many good ideas never get 

followed through and developed.  

Creativity is an active process necessarily involved in innovation. It is a learning habit that requires skill 

as well as specific understanding of the contexts in which creativity is being applied. The creative 

process is at the heart of innovation and often the words are used interchangeably. 

According to Kampylis and Berki (2014, p. 6): ‘Creative thinking is defined as the thinking that enables 

students to apply their imagination to generating ideas, questions and hypotheses, experimenting with 

alternatives and to evaluating their own and their peers’ ideas, final products and processes.’ 

 

 

 

Types of Innovation 
There are nine types of innovations but here we will focus at three types for understanding. 

1- Collaboration: How do you work with new or unusual partners to achieve more impact? 

Does it involve relationships with government, organizations or people that have changed how 

you work or what you do? 

Example:  DigiSkills.pk: Uses online platform to teach digital literacy, freelancing (design, content 

production, data entry) and e-business (clothing, tailoring, and handicrafts). They partnered and 

collaborated with the Government to offer these courses to a mass audience. It resulted in 

100,000 registrations in 4 months, and 10,000 graduates across the country - many now are 

earning a living in remote poverty stricken districts in Balochistan, South Punjab, Sindh, and 

Azad Jammu & Kashmir.  

 

2- Service/product:  How do you develop programs and initiatives that achieve more impact? Is it 

a new or more effective product or service than what you had before? 

Example: Doch is reaching people around the world through culture, education, business and social 

work. Initially the business was started as a small shop in Baluchistan and now it uses an online 
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platform to integrate a supply chain of 150 plus women handicraft artisans across Balochistan. 

They sell to both national and international customers. (https://www.facebook.com/dochcrafts/) 

 

3- Engagement: How do you foster meaningful interactions with beneficiaries or supporters? 

Can your supporters or users participate in your work in a new or better way? 

Example: Hunar Ghar in collaboration with UNDP and The Red Code makes usable cloth sanitary napkins. 

They involved the women who learnt stitching from Hunar Ghar to make these sanitary napkin by giving them 

training. 

 

Types of Creativity 
Big-C creativity 

(sometimes called 

‘high’ creativity) 

Involves creating works and ideas that are considered great in a particular field. This 

type of creativity leads to eminence and acclaim and often leads to world-changing 

creations such as medical innovations, technological advances, and artistic 

achievements. 

Pro-C creativity Takes place among professionals who are skilled and creative in their respective 

fields. These individuals are creative in their vocation or profession but do not 

achieve eminence for their works. 

Little-C creativity Involves personally meaningful ideas and insights that are known only to the self. 

Mini-C creativity Involves personally meaningful ideas and insights that are known only to the self. 

 

  

https://www.facebook.com/dochcrafts/
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Standards of Creative & Critical Thinking 

Standards of Creative Thinking 

ORIGINALITY 

Constructive imagination and independent thought. 

What new and previously unexplored ideas can we come up with? 

Can we combine two old ideas in a new way? 

How can we get away from our previous thinking patters? 

ADAPTABILITY 

The ability to adjust thinking under new or unstable conditions and to move 

among various vehicles of thought depending on context. 

What are the unique demands of this situation? 

How can we change our standard approach to better fit this particular challenge? 

APPROPRIATENESS 

A strong fit between the constraints of the problem and the properties of the 

solution. 

What kind of ideas are called for in this situation? 

Taking all these difficulties into account, what can we do to still hit the bull’s eye? 

CONTRIBUTION 

TO THE DOMAIN 

The accepted worth of new ideas within the discipline. 

What kind of solutions would be valuable to this field? 

Which ideas would be helpful to this community? 

 

Each one of these standards is important because when one is embarking on creating something new, 

one would not want to reproduce what is already there, also the solution must be one, which 

addresses different situations and can be adapted. A creative idea might not necessarily be a good one 

if it does not fit or address the solution at hand–you cannot fit a square block in a round hole. Then 

of course, it is important that the solution is tailored to the segment under review and adds value.  

 

What is Critical Thinking? 
According to Webster’s Dictionary: “The word ‘critical’ when applied to persons who judge and to 

their judgments, implies an effort to see a thing clearly and truly so that not only the good in it may 

be distinguished from the bad and the perfect from the imperfect, but also that it as a whole may be 

fairly judged and valued.” 

Hence we can conclude from the definition provided above that critical thinking is taking a three 

dimensional view about things, and then arriving at a fair and just conclusion/judgment. Hence, critical 

thinking enables us to recognize a wide range of personal analyses of otherwise neutral data, and to 

evaluate how well each analysis might meet our needs. Facts may be facts, but how we interpret them 

may vary. 

 

Bibliography: 

http://ideas.aetn.org/edweb/events/gifted-talented/Course%204-

Creativity%20and%20Critical%20Thinking%20PPT%20Part%202.pdf   

(2013, January 21) Retrieved July 26, 2017 

 

http://ideas.aetn.org/edweb/events/gifted-talented/Course%204-Creativity%20and%20Critical%20Thinking%20PPT%20Part%202.pdf
http://ideas.aetn.org/edweb/events/gifted-talented/Course%204-Creativity%20and%20Critical%20Thinking%20PPT%20Part%202.pdf
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The Standards of Critical Thinking 
The standards of critical thinking listed are below along with questions you can ask yourself or 

others when critically examining a situation. If you want to enhance your critical thinking make sure 

that you follow these principles: 

Clarity 

being easy to understand and free from confusion or ambiguity 

Could you give me an example or elaborate further? 

Could you illustrate what you mean? 

Accuracy 

being free from errors, mistakes, or distortions 

How could we check on that? 

How could we verify or test that? 

Precision 

being definite and exact  

Could you be more specific? 

Could you give me more details? 

Relevance 

bearing upon or relating to the matter at hand 

How does that relate to the problem? 

How does that help us with the issue? 

Depth 

dealing with the complexities of the issue 

What are some of the complexities of this question? 

What factors make this a difficult problem? 

Breadth 

recognizing insights in more than one side of a question 

Do we need to look at this from another perspective? 

Do we need to consider another point of view? 

Logic 

reasoning correctly with the system of principles, concepts, and assumptions that underlie a 

discipline, activity or practice 

Does all this make sense together? 

Does what you say follow from the evidence? 

Significance 

having relative importance 

Is this the central idea to focus on? 

Is this an important problem to consider? 

Fairness 

treating all sides alike without reference to one’s own feelings or interests 

Do I have any vested interest in this issue? 

Am I sympathetically representing the viewpoints of others? 
 

Bibliography: 

https://think.dasa.ncsu.edu/intellectual-standards-of-critical-and-creative-thinking/ 
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Learn to look at the Problem from different perspectives 
With fast-moving projects and innovations, you can easily get caught up in speed. Looking at the 

problem from your own perspective can only make it appear bigger and more complicated. Try looking 

at it from different angles and you will surely discover new details and new opportunities for solving 

it.  

The six thinking hats concept developed by Edward de Bono aims to assist in finding a creative solution 

to a problem. It provides a tool for a participant in a discussion, before speaking, to consider the 

nature of his/her speech, which depends on the type of hat. The exercise can be particularly helpful if 

you are looking for a way to change perspective. Here’s a brief guide to help you move smoothly 

between the different ideas and perspectives: 

 

The white hat helps us to think in the most objective and neutral way possible. With this thought, we 

focus on the available data, look at the information we have and learn from it. 

With the red hat, we can express our feelings, intuition, and emotions, without the need for 

justification. 

The black hat is used to be critical, thinking why something cannot go well. With it we will activate 

the thought of judgment and caution regarding the addressed issue. 

With the yellow hat, we will look at why something is going to work and why it will offer benefits. 

The green hat opens up creative possibilities and is deeply linked to lateral or divergent thinking. 

And finally, the blue hat is the one controlling all other hats. It regulates the timing and the order of 

the different topics. With this one, we summarize what has been said. In the end, the conclusions are 

written. 
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Creative Activism 
Creativity is an important part of campaigning. Not only can it help get a message across, engage new 

people and attract media attention; but it’s often fun too! It can be a clever way of carrying out an 

action as it is often unexpected and can surprise your campaign target. Everyone can be creative. You 

just need to find a way of facilitating creative thinking and sparking ideas. There are different ways of 

doing this like meeting in a different or unusual location, using props, music or food during a brainstorm 

and being inspired by past actions. 

 

Why be Creative in activism? 
Get your message across more clearly. You can spell out your message using visuals, props or music 

which can be more effective than a simple placard or leaflet. Creative activism helps greatly in 

communicating at sensitive topics example music has always been used in Pakistan to raise awareness 

and educate people at different topics like violence, unity, girls education and domestic abuse.  

• Set a tone for an action and change people’s perceptions of you. Campaigners can find themselves in 

difficult situations, and creativity can help lighten the mood of an action or engage people who may 

otherwise have disregarded you.  

• Creativity often involves the unexpected, and so can surprise your campaign target. This can mean 

you are able to carry out a successful action, or are able to engage with them when they weren’t 

expecting it.  

• Attract new members to your group. Creativity can makes an action look more fun so more people 

are likely to want to be involved 
 

Tools for creative thinking 
Setting: try changing your meeting space – get rid of tables, try meeting outside or in a different venue.  

• Bring some props to your brainstorm meeting – having coloured markers and big sheets of paper 

can be good. 

• Watch some videos of creative actions – discuss what you liked about the action and how you 

thought it was effective.  

• Listen to music during your planning meeting – have a playlist with different genres that create 

different moods.  

• Have printed photos from past creative actions at your meeting that people can look through.  

• Get inspiration from others. You don’t always have to come up with something new. There is a long 

history of creative activism, and you can use past examples as inspiration, and either replicate, adapt 

or build on the ideas. Look for local creative actions in your community 

Some Ideas: 

 Use props – these can be easy to make and effective.  

 Incorporate street theatre into your action.  

 Location – for example you could hold a discussion about community peace at the prayer 

location of minority 

 Music – you can re-write song lyrics, use musical instruments or hold a noise demonstration.  

 Try a different way of organising an event – you could organise a ‘cafe-style’ meeting or 

incorporate traditional music and food into your event.  

 Have an art space on your action – it gives people something to do (children love it; and adults 

do too!). 

 

Bibliography: 
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Learn to tell stories 
The success of social innovation is measured on the impact one makes in the community through the 

success of the initiative, business or project. To maximize your impact you need to be able to reach 

and engage your target public. You are competing with others for the attention of potential supporters, 

clients or sponsors. A strong and powerful story for your social innovation can make all the difference 

in attracting this attention and engaging your target public. Storytelling is a powerful tool. It is a 

conscious and planned act, where the story is being told with a specific aim or goal, e.g. to convince 

others to support your initiative, to inspire change or to mobilize a specific community. It can be part 

of your marketing but is not marketing by itself. 

Before you start, you need to bear in mind that what generates 

interest in a story is uncertainty (e.g. unexpected events, 

exaggeration), a turning point (e.g. a wait, a victory, a defeat), 

identification with the problems/challenges of the key character, and 

creativity (e.g. metaphors, surprises, analogies). Also, a story needs 

a structure, with an introduction to the context, a turning point, an 

action, some conflict or setbacks, and a resolution (all popular folk 

tales follow this structure). 

 It is vital to plan your story – you need to define the following:  

a) Goals (why do I want to implement this social innovation 

initiative?),  

b) Focus (what is the initiative about?), 

c) Breadth (how broadly will the initiative be set up?), 

d) Scope (how big will it be?), and  

e) Plan (how will you carry out the initiative?).  

As you answer these questions you will be constructing the base of your initiative’s story.  

There are several pitfalls you need to avoid when using your story as part of your communication 

and/or marketing strategy: 

 1) Misalignment of the story with the philosophy/vision of your initiative – the right story is one in 

which the values of your initiatives are clear and respected.  

2) One story for all – you need to define the target groups and adapt the story to them so it connects 

with this target. The story can be changed slightly for different targets (e.g. changing the perspective 

of the key character).  

3) Mismatch between the daily life of the target audience and the story – the target audience needs to 

identify with the story – using an event from their daily lives helps to do this.  

4) No structure – make sure the story has a structure and that the introduction, core and conclusion 

are coherent.  

5) Bad media choice – you need to reach your target in order to have an impact, so you need to plan 

carefully which social media, print or electronic media you will use to get the story to them. 
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Mediums for creative Campaigning 
Film and Digital Storytelling 

Film is a unique medium in that it reproduces images, movement, and sound in a lifelike manner as it 

fuses meaning with evolvement as time passes in the story depicted. Unlike many other art forms, film 

produces a sense of immediacy. Film’s ability to create the illusion of life and reality, opening up new, 

unknown perspectives on the world, is why films, especially those of unknown cultures or places, are 

taken to be accurate depictions of life. 

Bibliography: 
Benjamin, Walter. “The work of Art in the Ages of Mechanical Reproduction”. Retrieved 7 November 2011 

 

Digital storytelling 

Digital storytelling describes a simple, creative process through which people with little or no 

experience of computers gain skills needed to tell a personal story as a two-minute film using 

predominantly still images. These films can then be streamed on the web or broadcast on television. 

A digital storyteller can be anyone who has a desire to document life experience, ideas, or feelings 

through the use of story and digital media. Usually someone with little experience in video production 

but with time to spend a few days attending a workshop and developing a story with creative support 

and technical assistance from compassionate, experienced facilitators. 

The uses of digital storytelling range from means to express creativity, to a research method for local 

health issues or means of preserving a community’s identity and a form of oral history. As a method, 

Digital Storytelling combines techniques to develop literacy and storytelling skills with an introduction 

to basic Information and Communication Technology (ICT), using group exercises and individual 

processes that develop confidence and build self-esteem. 

 

Methods and practices of digital storytelling  

Digital storytelling allows participants to: tell their own stories, learn digital media skills, and build 

confidence and self-esteem. The method places the stories under the control of the storyteller 

Participants find digital storytelling fun: it is a way to reach people who think that education is ‘not for 

them’; it can help to develop language and literacy skills through storytelling and script-writing; it can 

give people a kick-start in developing their skills and improving their chances to gain employment; it 

offers a way to engage thoughtfully with experience. 

Digital storytelling has been used in health and teacher education for developing students’ professional 

identity, and as a tool for self-reflection whereby students make and share digital stories about their 

practical experiences. As a practice it helps to foster higher-order thinking skills, develops digital 

literacy, and is, “the aggregating element capable of turning our students into true 21st century 

learners” (Ribeiro, 2012). 

A digital film is: 

 a 2-minute film (~250 words) 

 a personal story 

 written, recorded and edited by the film maker 

 uses photos/drawings by the film maker (10-30 photos) 

 can also use video, animation and music 

 any images or music have to be copyright free 
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Mobile Journalism 

From breaking political news to covering village fairs, mobile journalism – or mojo as we like to call it 

– is now as an essential skill for journalists. However, what is mobile journalism? 

A mojo (mobile journalist) basically means someone who shoots, edits, produces and 

broadcasts using one device: the mobile phone that's in your pocket. 

— Yusuf Omar, mobile editor and reporter 

The beauty of social media lies in the platform’s unique ability to integrate many layers of information 

and its aspect of enabling people to share content and their own reactions or comments in real-time. 

“I see social media as a black canvas to develop [a story] more,” said Omar,” through a unique 

combination of video, text, geolocation and other elements, for example. These details can help direct 

media to new stories on the ground, authenticate information with extra details and involve the 

audience to help tell the story using user-generated content. 

“Let’s use social media to transcend broadcasting. Now is the best time to empower communities 

with the creation of verified content,” said Omar. 

 

Bibliography: 
Kukula, Qama. Mobile Journalism empowers the youth to tell compelling stories, July 12, 2017. 

http://www.capetalk.co.za/articles/264075/mobile-journalism-empowers-youth-to-tell-compelling-stories-cnn-s-yusuf-omar) 

 

Formula for covering a mojo story 

SCRAP is short for Story, Characters, Resolution, Actuality and Production. It’s the equivalent of 

traditional journalism’s 5WH (what, where, when, who, why and how). 

STORY 
What is the 

story? 

A clear focus about the purpose of the story is needed “so that 

we can identify and form the characters). 

CHARACTERS Who are they? 

Often this is the starting point of your story, I know someone 

who, or Have you heard about? This requires the storyteller go 

back to the story step, to find focus, characters, places and events. 

Knowing the characters informs the story and its logistics. 

RESOLUTION 

Knowing the 

beginning, 

middle and 

end 

If your story is current it will evolve and take shape as you cover 

it, so, how can you know how it will resolve? You can‘t know that 

completely. Let’s say, hypothetically, we are producing a story on 

Valentino Rossi‘s love of go-kart racing and specifically about his 

first competition. We might begin by having his many go-karts 

loaded into a semi-trailer, his cook preparing his breakfast and a 

packed lunch We know there will be training, the heats and the 

final. We know the day will end with awards. What we don‘t 

know is whether it will be a fair race, or whether Rossi will end 

up on the podium, or in the hospital. Therefore, we can research 

a structure, which provides the form and the scope, to plan the 

day, but which enables the flexibility for actuality and for story to 

develop at its own pace. 

ACTUALITY 

Where, what, 

when and who 

will I film? 

Actuality is the live evolving action that happens at the scene, 

which you can‘t set up. It can include some B Roll (overlay) and 

on-the-screen interviews. It is key to creating story dynamics and 

currency. 

PRODUCTION 

How will I 

make the 

story? 

Knowing how the story might play out, who the characters are, 

what needs to be filmed and when and where is critical to being 

able to meet deadlines. 
 

http://www.capetalk.co.za/articles/264075/mobile-journalism-empowers-youth-to-tell-compelling-stories-cnn-s-yusuf-omar
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Use the Art 

Be creative! Let the artist inside you come out and catch the eyes of the passer-by. Whether it’s 

through the painting of a mural, or the production of a play, what matters is that your message gets 

across. Many a time social campaigns have relied on the arts to get the attention of individuals and get 

their message across.  

An example is the I Am Karachi campaign, which saw a group of individuals painting the walls in different 

neighborhoods of Karachi in an attempt to promote their mission of peace and ownership of the city. 

Your job here is simple, use art so that not only people admire your work but also pay attention to 

the message being broadcasted.  This could be in any category of art performing arts (music, theatre, 

and dance) or visual arts. 
 

Use Sports: 

Sports is another tool to start or promote a campaign. It is a platform that brings people together 

across boundaries, cultures, and religions. Its values teamwork, fairness, discipline, and respect that 

can be utilized in the advancement of solidarity and social cohesion. Sports doesn’t just empower on 

an individual basis; it also unites and inspires people collectively, which builds communities. There are 

many instances when sports has been used as a platform to promote a campaign, for example, the 

Pakistani cricket board joined the “white ribbon campaign” to create awareness about violence against 

women. Similarly, in the recent edition of PSLV, players, match officials, commentators, and staff wore 

pink ribbons during the match to create awareness about breast cancer. 

 

Artistic Activism in Pakistan 
In the history of humankind, art has been used as a medium for activism to effect change in society. 

And in a time when young people are finding creative forms of protest and avenues to champion 

various causes; Pakistan also set few examples of creative activism. For example, in the 90’s when the 

relations between India and Pakistan were at their worst, Nusrat Fateh Ali Khan toured India and 

made the Indian public fall in love with his classical singing. Similarly, in the aftermath of the barbaric 

suicide attack in Sehwan Sharif in 2017, Sheema Kermani appeared at the shrine of Sehwan and 

performed dhamal. Her defiance through her art showed the whole world that nobody can stop dance. 

 

Project Peace Rickshaw 

Through the Peace Rickshaws Project, 

Pakistan Youth Alliance uses the canvas of 

auto-rickshaws and medium of pop art to 

relay messages of peace, tolerance and 

interfaith harmony in Pakistan. PYA observed 

that it is common in Pakistan to see buses and 

trucks adorned with beautiful images, 

paintings or stickers. Rickshaws, which are 

popular among commuters, did not receive 

the same artistic attention but instead, their 

bodies were being used as canvases to spread 

hatred. PYA decided to use this same medium 

to preach peace and religious tolerance. 

Workshops were organized to solicit inputs from the local youth, and PYA came up with slogans 

that promoted peace and eschewed violence and intolerance, especially among young people. They 

started off by decorating a few rickshaws in the Karachi. Ali Abbas Zaidi at the success of project 

https://en.wikipedia.org/wiki/Dhamal
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commented, “I am glad we got young people to actively participate in this by engaging their artistic side. 

They feel they are a part of the solution, and so do the rickshaw drivers who bought into our idea.  

 

Project “Say No to Gun Toys” 

Say No to Toy Gun was a project by Azme Naujawan participants in Lyari. The participants of the 

project after community research identified that the usage of toy guns is fairly popular within Nawabad 

Lyari and that this feeds violence from a very early age within young children. Participants choose 

participatory art illustration as their method to raise awareness. They gathered the community 

members first and engaged them in dialogue and explained how this toy gun make someone feel 

superior and seeds the ideas of having power in their hands. Participants invited the community 

members to break the toy guns and made illustration out of it with title “shoot the goals”. 
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Media Literacy 
Critical Evaluation & Biases 

 

Introduction & Background 
“Don’t believe everything you read!” Has anyone ever told you this? It’s good advice, because there is 

plenty of misleading information just about everywhere you look. But what if we believed NOTHING 

we read? How would we learn new things? Clearly we need to believe some things, and dismiss 

others… but how to tell the difference? Unfortunately, there is no scientific formula to distinguish 

falsehood from truth in every situation, but there are skills that you can employ that will make you 

increasingly sharp at fishing out the “scams”. These skills are often broadly called “critical evaluation”, 

as they enable you to evaluate the “facts” which you see or hear, and apply certain mental tests to see 

if they hold up. 

Media Literacy skills are now in high demand, simply because, with the arrival of the “age of 

information”, it has become so easy for anyone to publish and distribute stories of any kind. This free 

and easy platform for disseminating information has greatly helped communities, by exposing harsh 

realities which authorities were ignoring. But in other cases it has harmed us, by flooding our social 

media feeds and Google searches with completely fabricated stories of “facts that no one wants you 

to find out about”. Sometimes this information passes from one hand to another, getting recycled with 

every pass. This happened in April 2017, when a Russian comedy writer published a satirical tale of a 

confrontation between the Russian and US militaries. Facebook picked up on his stories along with 

“real letters” from American soldiers. Seeing the buzz on Facebook, a Russian news outlet covered 

the story spicing it up with hi-res CGI animations of the event. Seeing the buzz in Russian media, a 

British tabloid magazine ran the story with even more exaggerated headlines. Seeing the buzz in British 

tabloids a mainstream US news network ran the story, until someone finally tracked down the source 

and realized it was all based on a joke. (Read more about this story in the module.) 

 

What is Media Literacy? 
For centuries, literacy has referred to the ability to read and write. But in the modern world, we must 

take this a step further, we must know how to think about what we read, where (of the many places!) 

to find relevant information, and how to “write” in more than just words, but perhaps images and 

videos. 

Today, we get most of our information through an interwoven system of media technologies. The 

ability to access, analyze, evaluate, and create media has become an essential skill in the 21st Century. 

Media literate youth and adults are better able to understand the complex messages we receive from 

television, radio, the internet, newspapers, magazines, books, billboards, video games, music, and all 

other forms of media. Media literacy skills are now widely included in the educational standards of 

many countries—in language arts, social studies, health, science, and other subjects. Many educators 

have discovered that media literacy is an effective and engaging way to apply critical thinking skills to 

a wide range of issues. 

Our approach to media literacy education comes from the notion of “media justice”. Media Justice 

highlights the need to go beyond creating greater access to the same old media structure. Media Justice 

takes into account the history, culture, privilege, and power of the media. We need a new relationship 

with the media and a new vision for its control, access, and structure. Media Justice understands that 

this will require new policies, and new systems that treat our airways and our communities as more 

than markets. 

  



 

39 

 

Media literacy skills can help youth and adults: 

 Develop critical thinking skills 

 Understand how media messages shape our culture and society 

 Identify target marketing strategies 

 Recognize what the media maker wants us to believe or do 

 Name the techniques of persuasion used 

 Recognize bias, spin, misinformation, and lies 

 Discover the parts of the story that are not being told 

 Evaluate media messages based on our own experiences, skills, beliefs, and values 

 Create and distribute our own media messages 

 Advocate for media justice 
 

What really makes a particular piece of information worthy enough to be put up on newspapers and 

broadcasted on television? What is so special about these pieces of information, that make editors 

choose them from among hundreds or thousands of other stories? 

Any content is considered newsworthy if it warrants the interest of a large number of population and 

therefore deserves to be shared amongst them. But, what factors contribute to the worthiness of 

news? What actually makes it interesting enough to be shared? Well, we shall be looking at a few 

values that make content newsworthy. 

Think of any news story that you’ve come across in the past couple days and assess it in accordance 

with the values that will be talked about below. 

Impact 

The most basic question that content writers pose to themselves is, “How will this particular 

information affect the lives of my readers?” This is the real guts of the story, and it immediately 

establishes the importance of the piece to the reader, and the consequences that might also follow.  

Mid 2017 in Pakistan saw a lot of reporting on the dismissal of the now-incumbent Prime Minister, 

Nawaz Sharif. The reason news publications chose to prioritize this story over almost everything else 

was the simple fact that the outcome of the decision would’ve not just affected Pakistani politics but 

also changed the social landscape of the country, which of course was of immense relevance and 

importance to the general population. 

Timeliness 

A question that readers ask is, “Why are they telling this to me right now?” The content writer’s job 

is to help the readers realize why this news is of relevance right now and deserves the attention of 

the reader. This emphasis on the ‘new’ is necessary to grab the attention of the reader.  

An example of this would be the focus of Pakistani media on the model town, Lahore incident in 2014, 

or in mid-2013 when a man in Islamabad held his own wife and children hostage on Jinnah Avenue. 

These events were unexpected, new, and definitely worthy of reporting back then. Only a couple days 

later however, no further updates were given because, it wasn’t relevant anymore and something else 

had taken its place. 

Significance  

The number of people that were directly affected by the story is of quite some importance. This is 

similar to the point on “Impact”, but has more to do with how many people were directly involved in 

the news that is being reported.  
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Look at terrorist incidents in our country for instance. An attack which saw a 100 people being killed 

gets front page coverage in the newspapers and warrants a large mourning, whereas an attack that 

saw 4 people get killed barely makes it to the front page. More so, if the attack was on a minority, 

then you would probably find them in a little section somewhere in between everything else. 

Proximity 

Stories which happen near to us have more significance. The closer the story is to home, the more 

newsworthy it’s is considered to be. This however is not specific to just geographical distance, instead 

even stories from countries that your country shares a particular bond or similarity with, have the 

same effect.  

In our media, the Air Blue plane crash of 2010 got more coverage than the disappearance of the 

Malaysian Airline plane in 2014 simply because the former was a local airline and had happened in our 

own country. In terms of other bonds, we share a language and historical connection with the United 

Kingdom, so there is more chance of our media running stories about UK politics, than, just say, 

German politics. We share a religious heritage with many nations, so events happening to the global 

Muslim community are more likely to be covered here, than those happening to the Shinto community 

of Japan, or the Candomblé community of Brazil. 

Prominence 

This is quite simple to understand; if you’re rich and occupy a powerful position in society, the news 

of your sudden divorce will get coverage but if you’re just a regular individual, your divorce wouldn’t 

really mean much to anyone other than yourself. 

This was seen in the overly hyped reporting that took place during a popular politician’s highly 

publicized divorce, where every newspaper and media outlet spent hours reporting on the different 

angles and sub-stories involved in this highly ‘controversial’ breakup. 

Conflict 

Conflict is like the cherry on top for any cupcake of a newsworthy story. News which shows or 

highlights an argument amongst political counterparts, or shows some clash, fight, dispute or difference 

of opinion becomes worthy enough to be put forward. 

This explains why conflicts are more talked about and regularly overhyped in the media, but their 

conclusion usually merits a small headline in the local news and then disappears and they go on to 

discussing the difference of opinion regarding that very conclusion because people love reading about 

conflict! 

Human Interest 

Human interest stories are a bit of a special case. They often disregard the main rules of 

newsworthiness; for example, they don't date as quickly, they need not affect a large number of people, 

and it may not matter where in the world the story takes place. 

Human interest stories appeal to emotion. They aim to evoke responses such as amusement or 

sadness. Television news programs often place a humorous or quirky story at the end of the show to 

finish on a feel-good note. Newspapers often have a dedicated area for offbeat, interesting, or 

“heartwarming” items. 

Bizarreness  

Content writers love talking about any news that is out of the ordinary and involves something weird, 

or extraordinary and therefore is likely to grab the reader’s attention. 
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The Game of Biases 
Rarely anything in life, or in the media, is black and white. Events usually fall somewhere along the grey 

spectrum, meaning there are plenty of “good” aspects, and plenty of “bad” aspects. This means there 

are a lot of decisions reporters make while still covering the story “accurately”. These decisions can 

end up painting the same person as either a hero or villain, depending on the bias of the reporter or 

network. 

Just about everywhere we will find biases and stereotypes that come up intentionally or unintentionally. 

The consumer’s job is to therefore be able to recognize these messages and prejudices and develop 

an objective understanding of the material that is being put forward. The question is not IF there is a 

bias. The question is WHAT is the bias? And HOW MUCH has it affected this material? 

Being able to analyze and evaluate media content has become more and more of a need for individuals 

since it helps them sift through the stereotyped, fake and sometimes over-exaggerated news and 

uncover the reality.  

Here we will look at a couple areas of the media where biases and prejudices are prevalent, and 

develop an understanding about where they come from and also discuss the types of biases that are 

most prevalent.  

Advertisements  

You would assume that the job of an advertiser was to simply convince us to buy their product, right? 

On the surface, yes. But at the same time advertisements pass on more subtle messages, which after 

some time becomes a standard way of seeing things. These messages are those which unconsciously 

affirm our biases. 

Think of the countless tea advertisements that you see on the television every day, and ask yourself 

the following questions: 

What is the advertisement about? – Tea.  

Who is selling the product? – The brand.  

Now that we’ve got the obvious out of the way, let’s dive a bit deeper and study the other messages 

being broadcasted through this advertisement which is re-enforcing gender stereotypes  

What is happening in the advertisement? – A women is making tea for her husband who has just 

returned from work.  

What does that imply? – The place of any and every woman is in the kitchen, whilst the husband is 

supposed to go out and work. When he comes back, he is entitled to rest whilst his wife shall prepare 

some tea for him. 

So, oddly enough, the advertisement was actually selling the idea of a women “being good housewives” 

for their bread-earning husbands. 

 

Television plays 

Divorce, remarriages, family troubles and love affairs are the themes that have dominated mainstream 

media for quite some time now. Every other drama serial showcases one domestic issue or the other 

and exaggerates it to such a degree that the viewers begin to look for it within their own lives as well.  



 

42 

 

These overused and utterly exaggerated themes have carried on from one entertainment program to 

another and have become central to the lives of the viewers. Not only has this affected the structures 

of families but also deeply impacted the thinking of the viewers. 

More often than not, any woman who aspires for a career in these serials is ridiculed by her family 

members and is most likely to somehow find a man, fall in love with his masculinity, during which she 

gives up her dreams and aspirations in order to get married to him.  

On the other hand, any woman who chooses to get married is shown to be tortured mentally or 

physically by her husband, and lives in a hostile environment which consists of regular altercations with 

either her mother-in-law or some relative of the groom. But at the same time, she is either in love or 

extremely dependent on the husband and therefore has no choice but to suffer. 

This bias extends to the overall character portrayals of men and women in media, whereby men are 

shown as being more strong, intelligent, independent and capable whilst women are shown as weak, 

meagre, dependent gender that can’t really amount to much on their own, and must always live in the 

shadows of those around them. 

In the realm of ethnic biases, where does the comic relief come from in most of these dramas? Some 

character with an accent from the Northern Areas. And what ethnicity usually portrays the household 

staff? 

Another theme that is slowly gaining popularity in Pakistani media is the introduction of the 

transgender community as comic relief for the dramas. These characters are shown as either the 

female lead’s best friends or as the ‘odd one’ from the family at times. These representations further 

assert the widely held notions about such individuals and in doing so, make it harder for them to step 

out of the bubble that society has created for them. 

These biases portrayed in media are problematic and can create narratives or perceptions in the mind 

of masses. Media needs to be more sensitive and inclusive. 

Newspapers 

The placement of a report in a newspaper or a television bulletin tells you many things. First, it tells 

you how important the story is for the news organization and how interested it is in its coverage. Ask 

yourself why the garbage problem in Karachi would get more media attention than a bomb blast in 

Quetta. 

Some stories, or their absence, will also tell you about the power structures in the media. Question 

why stories critical of the pharmaceutical industry, telecom or real estate rarely appear in the news. 

Perhaps this has something to do with the newspaper’s advertising partners? Or with other 

investments of its board of directors or major shareholders? 

Often you will also see that some stories that are immensely important on social media are only found 

buried in the back pages of mainstream newspapers. This may be for many reasons. Question what 

those reasons could possibly be. For instance, observe and evaluate what are the factors that lead to 

some matters of violence and terrorism being less or more important than others. Why did the 

Parachinar protests during Eid only appear on national media after social media raised the issue? 

Language 

One of the most subtle ways of portraying certain biases and re-affirming a specific stance against 

certain individuals or groups, is the use of language.  

Pay close attention to the words, phrases or sentence structure that is used to describe particular 

places, people and events. The media will use a certain vocabulary when talking about individuals from 
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conflict ridden-areas or about people belonging to low-income/vulnerable communities, but use an 

entirely different set of vocabulary when talking about similar individuals from the other side of the 

spectrum. 

A great example of this is the portrayal of terror attacks in the west, to where in many cases a crime 

committed by a Muslim or even an individual of Muslim descent is labelled a terrorist attack, and 

immediately discussions on “Jihad” come up. But if a crime of the same magnitude is committed by a 

non-Muslim, it is attributed to the mental health of the individual, or some other circumstances. This 

is not to dismiss religiously-motivated terror altogether, or the fact that these crimes—no matter the 

motivation—are heartrending. But it is to point out how certain communities can be labelled and 

subtle changes in language can reinforce that label. 

In a more extreme example, when two nations are at war, there is plenty of killing and horrors which 

take place on both sides, but usually when our soldiers kill they, “bravely defend, conquer, eliminate, 

take out enemy targets, etc.” When the enemy soldiers kill they, “brutally murder, cowardly slaughter, 

ravage, etc.” In another kind of war, sports, when the enemy team loses they were “destroyed” while 

our team “grabbed the gold”, and when our team loses the enemy team “just got lucky” while our 

players “almost won”. 
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Fake News: 
From Wikipedia, the free encyclopedia 

Fake news consists of deliberate misinformation or hoaxes spread via traditional print and broadcast 

news media or online social media. Fake news is written and published with the intent to mislead in 

order to gain financially or politically, often with sensationalist, exaggerated, or patently false headlines 

that grab attention. Intentionally misleading and deceptive fake news is different from obvious satire 

or parody which is intended to humor rather than mislead its audience. Fake news often employs eye-

catching headlines or entirely fabricated news stories to increase readership, online sharing and 

Internet click revenue. In the latter case, it is similar to sensational online "clickbait" headlines and 

relies on advertising revenue generated from this activity, regardless of the veracity of the published 

stories. Fake news also undermines serious media coverage and makes it more difficult for journalists 

to cover significant news stories. 

With the expansion of technology, the need for views and ratings has been increasingly higher. For 

media outlets, the ability to attract viewers to their websites is a necessity in order to please 

advertisers that pay for advertising on their websites. If publishing a story with false content will 

produce a big caption and attract viewers it may be worthy producing in order to benefit advertisers 

and ratings. 

Michael Radutzky, a producer of CBS 60 Minutes, said his show considers fake news to be "stories 

that are provably false, have enormous traction [popular appeal] in the culture, and are consumed by 

millions of people".  

The intention and purpose behind fake news is important. In some cases, what appears to be fake 

news may in fact be news satire, which uses exaggeration and introduces non-factual elements, and is 

intended to amuse or make a point, rather than to deceive? Propaganda can also be fake news. 

Claire Wardle of First Draft News identifies seven types of fake news: 

 

(Source: https://firstdraftnews.com/fake-news-complicated/ ) 

 

  

https://firstdraftnews.com/fake-news-complicated/
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Identifying Fake News 

The International Federation of Library 

Associations and Institutions (IFLA) published a 

summary in diagram form (pictured below) to 

assist people to recognize fake news. Its main 

points are: 
1. Consider the source (to understand its 

mission and purpose) 

2. Read beyond the headline (to 

understand the whole story) 

3. Check the authors (to see if they are 

real and credible) 

4. Assess the supporting sources (to 

ensure they support the claims) 

5. Check the date of publication (to see if 

the story is relevant and up to date) 

6. Ask if it is a joke (to determine if it is 

meant to be satire) 

7. Review your own biases (to see if they 

are affecting your judgement) 

8. Ask experts (to get confirmation from 

independent people with knowledge). 
 

 

Source: https://en.wikipedia.org/wiki/Fake_news 

  

How Russian Propaganda Spread from a Parody Website to Fox News 
By Neil Macfarquhar and Andrew Rossback June 7, 2017 

 

Born in the shadowy reaches of the internet, most fake news stories prove impossible to trace to 

their origin. But researchers at the Atlantic Council, a think tank, excavated the root of one such fake 

story, involving an incident in the Black Sea in which a Russian warplane repeatedly buzzed a United 

States Navy destroyer, the Donald Cook. 

Like much fake news, the story was based on a kernel of truth. The brief, tense confrontation happened 

on April 12, 2014, and the Pentagon issued a statement. Then in April, three years later, the story 

resurfaced, completely twisted, on one of Russia’s main state-run TV news programs. 

The new version gloated that the warplane had deployed an electronic weapon to disable all operating 

systems aboard the Cook. That was false, but it soon spread, showing that even with all the global 

attention on combating fake news, it could still circulate with alarming speed and ease. 

The Original Parody 

In the days after the incident in the Black Sea, 

a Russian writer named Dmitri Sedov wrote 

an opinion piece, apparently meant to be 

satirical, that imagined the incident as an 

electronic warfare attack and described the 

panicked reaction of one crew member. 

https://en.wikipedia.org/wiki/Fake_news
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The piece was framed as a letter from an 

American sailor onboard named Johnny to his 

beloved Mary. It betrays its dubious origins 

through strangely stilted language and the 

rather Soviet-style sentiments it contains. 

“We thrice cried ‘hip-hip hurrah’ and prepared 

to show the Russians what awaits them if they 

raise their hand for the second half of Ukraine,” 

he wrote. 

He also described a drunk officer crying aloud, 

“Those — Russian Khibiny!” Khibiny being the 

name of the Russian electronic warfare 

weapon that can disable radar. 

 

 

 

  

Facebook 

In an apparent attempt to drive traffic to the satirical 

piece, a series of posts meant to look like a letter 

from the crew member went up on Facebook in 

English and Russian, with a link to the original. The 

researchers found them by using a string of 

uncommon words that crop up in the article, 

including “Aegis,” “mysticism” and “shame.” 

 

Given its vast global reach, Facebook can be a useful 

tool to spread news forgeries. A Facebook 

spokesperson pointed to the company’s recent 

efforts to stop the spread of misinformation. 

 

 
 

Russian TV 

On April 15, 2017, the state-controlled Rossiya-1 broadcast a news report on the program “Vesti” 

about the 2014 incident, saying that as the plane approached the Cook, “it switched on the equipment, 

and powerful radio-electronic waves deactivated the whole ship’s systems.” 

The main source? The Facebook post from the crew member, which quoted almost verbatim from 

the original satirical article in Russian. The date was no coincidence. April 15 is Electronic Warfare 

Specialists’ Day in Russia, one of many such dates set aside to laud specific military services, a leftover 

from Soviet times. 
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(Caption: CGI animated clip created by the “Vesti” program to simulate the event.) 

When a similar description of an electronic warfare attack emerged in the Russian media soon after 

the original incident, however, the manufacturer of the electronic warfare weapons itself announced 

that the report was false. 

The company, known by its acronym, KRET, published an article in February 2015 saying that the 

Khibiny system was not installed on the particular plane and that while it can neutralize enemy radar, 

the article that said it completely shut down the American destroyer “is nothing but a newspaper 

hoax.” 

But the denial didn’t stop “Vesti” from running the story. Instead, “Vesti” tried to add other sourcing 

to it by quoting a supposed statement by Frank Gorenc, the former commander of the United States 

Air Force in Europe, saying that the Russian weapon used against the Cook could paralyze American 

electronic equipment on missiles, aircraft and ships. 
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(Caption: Russian news program “Vesti” includes supposed quote by a US military commander to add credibility 

to the story.) 

The Pentagon later told a tabloid that picked up the story that the general had never issued such a 

statement. The Russian state television and radio company that broadcasts “Vesti” did not respond to 

questions about the story. 

 

The Sun, The Daily Star and others 

Once the story had been on such a prominent Russian news program, news organizations and websites 

around the world quoted it. Some voiced more skepticism than others. 

On April 19, two British tabloids, The Sun and The Daily Star, used sensational headlines to suggest 

that Russia possessed an “electronic bomb” capable of paralyzing the entire American Navy. 
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(Caption: The Sun reports on the story in their headlines. Even though they admit it was a “bizarre propaganda 

report”, the fact that they report on it spreads the news anyways.) 

The Sun at least hinted at problems with the story, calling it a “bizarre propaganda report” and quoting 

the Pentagon denying that General Gorenc had commented. Another tabloid, The Daily Express, later 

posted an article suggesting World War III might be at hand. 

 

FoxNews.com 

FoxNews.com soon picked up The Sun’s version of the story. Refet Kaplan, the managing editor of 

FoxNews.com, said the story was considered “not as a serious report on Russia’s military capability, 

but as another example of Russian media hyperbole.” That was not set out in the headline or the 

article, other than an oblique reference to the original as “propaganda.” 

After The New York Times asked about the article, it was deleted from the FoxNews.com website. 

https://www.thesun.co.uk/news/3360129/russia-wipe-out-us-navy-electronic-bomb/
https://www.thesun.co.uk/news/3360129/russia-wipe-out-us-navy-electronic-bomb/
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(Caption: Clipping from FoxNews.com. Although they clarified the dubious origins in the article, most people 

will not read past the headline, and immediately share the story on Social Media to more people who will just 

read the headline.) 

From there the story was shared widely on social media and alternative media, especially outlets that 

focus on anti-American and anti-globalist sentiment, and those that specialize in conspiracy theories. 

 

Bibliography: 

https://www.nytimes.com/interactive/2017/06/07/world/europe/anatomy-of-fake-news-russian-

propaganda.html?mcubz=1 

 

Young People as Global Media Audiences 
Media devices and the ways of using media are in constant change. In the 2010s, media are defined by 

variety, networking, and globalization. Particularly in the West and in many metropolitan areas around 

the world, young people have grown up with internet videos and digital games. Their parents, however, 

have begun their media use with television, radio, and newspapers. The ways of using media have also 

changed: for instance, radio, which used to be the center point of the family, and a media requiring 

concentration are nowadays a mere backdrop for homework, for example. 

Young people use media more actively than the older generations do. They send pictures straight from 

their mobile phones into social networking sites, comment on news items, and catch up with each 

other online. As an audience, they are smaller than that of the main news broadcast, but they are, 

nevertheless- public agents. The laws regulating public broadcasting also cover the young people who 

upload pictures, videos, and texts online. The goal of this module is to make visible the media 

environment of young people and to ponder the concept of ‘an audience’. 

 

Young people are communication acrobats. 

Communication acrobats emphasize everyday multimodality. Young people use various media devices 

and contents according to their needs, depending on the situation.  

Young people use bite-size media. 

https://web.archive.org/web/20170419201946/http:/www.foxnews.com/world/2017/04/19/russia-claims-it-can-wipe-out-us-navy-with-single-electronic-bomb.html
https://web.archive.org/web/20170419201946/http:/www.foxnews.com/world/2017/04/19/russia-claims-it-can-wipe-out-us-navy-with-single-electronic-bomb.html
https://www.nytimes.com/interactive/2017/06/07/world/europe/anatomy-of-fake-news-russian-propaganda.html?mcubz=1
https://www.nytimes.com/interactive/2017/06/07/world/europe/anatomy-of-fake-news-russian-propaganda.html?mcubz=1
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Consumers can decide, among the media they are offered, which video clips to watch, which news 

items to click open, and which information to trust. Young people combine pieces of information here 

and there. There is a danger of the big picture of the society becoming gossamer-like 

Young people recommend media contents to their friends. 

In social media, anyone can be a central source of information, a filter, or an opinion leader. Being a 

cusp of information is easy, as the tools are available to anyone. 

Young people use media on top of each other. 

Media are used simultaneously, on top of each other: young people listen to radio, read magazines, 

and chat with their friends on Facebook at the same me. 

Young people always carry the media with them. 

Almost all young people carry a mobile phone with them. Mobile internet offers new possibilities for 

social networking, for instance, through applications based on location. 
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Democracy & Civic Participation through Media 
Young people take part in the surrounding society and their close circle in a myriad of ways. They are 

visible opinion leaders at home and among their friends, and many take active part in the issues 

concerning school or their immediate surroundings. Young people use media to express their own 

views or support for certain issues. Through the internet, it is possible to take part in civic discussions, 

sign petitions, email members of parliament, and write letters to editors. 

In participatory cultures, young people can take part in civic discussion, for instance, through social 

media. In the traditional media, it is the adults’ views which are overemphasized; online, it is easy for 

young people to be heard as well. The ability to feel oneself an active agent is a prerequisite of 

citizenship. Only when children and young people analyze and produce different kinds of media 

contents can they see themselves as an active force and act as citizens, also within media cultures. 

Young people’s aspirations for action and participation are an important part of growing up into 

citizenship. Well-informed citizens are better equipped to make decisions and to participate in society 

Expressing one’s opinion in a clear way, justifying it, and looking at phenomena from various points of 

view are important parts of media literacy, and can be practiced through, e.g., writing a school 

magazine, publishing video opinions, producing posters, or arranging a debate on an important issue. 

Pupils can come up with a social media campaign around a topic they find important and observe the 

campaign’s progress. At the same me they practice expressing their opinions in a non-offensive way. 

Restrictions to freedom of expression are allowed only when such restrictions are necessary to 

protect the freedoms of others. Limitations, such as laws preventing ‘hate speech’, should be carefully 

defined to avoid misuse. 
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Measuring Impact 
 

What is Sustainability? 
Sustainability is the potential, which any activity has to endure, to be long lasting rather than fleeting 

or short-lived. Strong sustainability means that this activity (a farming practice, a social welfare 

program, etc.) has the ability to be carried out far into the future. In an environmental context, 

"sustainability" generally means finding a way to use resources in a manner that prevents their 

depletion. For charitable nonprofits, the phrase “sustainability” means something slightly different: it is 

commonly used to describe a nonprofit that is able to sustain itself over the long term, perpetuating 

its ability to fulfill its mission. 

Sustainability in the nonprofit context includes the concepts of 

 financial sustainability (you have reliable and repeatable sources of income) 

 leadership succession planning (the management of your organization can be passed from hand to 

hand so the organization will not crumble if one key team member leaves) 

 adaptability (you are able to change your strategies to face new challenges, and your team is 

learning and growing as time goes by) 

 strategic planning (you think about the long-term and have set long-term goals with short term 

steps to reach those goals) 

Source: https://www.councilofnonprofits.org/tools-resources/nonprofit-sustainability/  

 

Understanding Sustainability for Social Action Projects 
Looking at sustainability from a Social Action Project’s point of view, it means continuing to perform 

and deliver project benefits to the primary target group after the funding from a donor terminates or 

the initial agreed upon time period is finished. In other words, sustainability is to maintain and continue 

your efforts for a longer period of time. 

One has to understand that sustainability requires long term planning, partially to facilitate diverse 

donor engagement, for building community resilience and for improving institutional capacity of the 

target population. Sustainability planning is an important step as it prepares you to deliver positive 

outcome in the long term. 

 

Steps to Sustainability 
There are various processes and mechanisms that can be utilized for ensuring sustainability. Along 

with discussions with your team you should consider the following: 

Long term vision: You should know where you see your project after a period of 3 or 6 months. If 

you have thoroughly thought of how and what you will do in the long run, half your work is done. 

Once you know the long term vision of your project, you can easily draft the various things required 

to achieve it. With the use of data and facts, you can fundraise for your long term goal and the 

processes and resources required to ensure success. 

Integrate sustainability from the beginning: It is always advisable to integrate sustainability 

aspects in your project right from the beginning. This would help you to develop partnerships and 

relations with relevant stakeholders at an early stage of project development. This would also ensure 

that once the primary funding terminates that you will have other financial support to continue your 

project. 

https://www.councilofnonprofits.org/tools-resources/nonprofit-sustainability/


 

55 

 

Communication and Outreach: Develop a strong communication strategy so that your project 

results can be shared with a large audience. Well documented project results can help you in getting 

support from a range of stakeholders and donors. A well thought communication strategy can avoid 

last minute rush of donor search. 

Involve key stakeholders: Another major step to ensure sustainability is the involvement and 

participation of key stakeholders in program development. As part of the project activities you can 

initiate multi-stakeholder dialogue workshops to involve relevant people in your project. 

Create inventory of resources: Create an inventory of all physical resources that your team can 

keep after a project ends. Some devices and equipment purchased during a project can be used in 

future e.g. Training modules, camera, recorder, furniture for a school etc. can be used even after the 

grant expires. 

 

Ways to ensure Sustainability 
You may have to undertake proper research to understand about the various options that can be used 

to sustain your project. Also this will help you to understand your potential donors and their priority 

areas. Most donors look very carefully at the sustainability plan of your project, as this gives them an 

assurance that their fund will have a long term impact and will continue to provide benefits to the 

target community even after the grant expires. 

Some of the options that can be used by you are: 

Sale of products: Some of the products that your organization produces can be sold in the market. 

This may not be a huge amount but will help you to continue your efforts. 

Diversifying donors: Look at various options, through which you can get some funding, this includes 

corporate funding, funding from local institutions and individuals, etc. 

Service Fee: Once the funding comes to an end you can start charging a nominal fee from the target 

beneficiaries for the maintenance and functioning of your project. 

Membership fees: you can charge an annual fee from all your members. this may be a small amount 

but can help you in continuing some of the project activities. 

Online Fundraising: Online fundraising can help you reach a wide audience and individuals who like 

your project and can fund you. 

Develop new partnerships: To develop a sustainable organization you should develop new 

partnerships. These partnerships will make you stable and will also help you in taking your mission 

ahead. 

Boost existing relations: Along with investing time and energy on developing new partnerships it 

is equally important that you manage existing relations with donors, stakeholders and beneficiaries in 

a proper way. 

Volunteer engagement: one of the strategies that many NGOs use to sustain their projects is 

through engaging volunteers in performing some activities. As volunteers do not take any salary you 

can use this human resource to continue your mission without spending money. 

Community involvement: involving the community is the key to have a long term impact from any 

projects. Make sure that your project involves the community at various stages, this will give them 

ownership of the project and there are high chances that they may continue with some project aspects 
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even after the project duration. As the entire process will be participatory, the skills and knowledge 

gained by the present group of people, will be transferable and also replicable. 

Institutionalize local groups: Local groups play a very important role in maintaining your program 

objectives. You can strengthen local institutions like Union Councils, Youth Organizations, Youth 

Groups, etc. and involve them in planning and implementation phase of your project. 

Community advocacy: Sensitizing the community about the benefits of a particular project and 

then initiating a policy advocacy can also ensure sustainability in the long run. 

Involving local government and departments: Involvement of local agencies and the 

government will ensure improved access to government initiatives in this direction. As these agencies 

are permanent, they will help in sustaining the project activities beyond the project duration. 
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Innovation a Roadway to Sustainability 
The word “innovation” typically makes one think of science, technology, and progress. But, when 

paired with the word “social,” it takes on a human element. “Social innovation” becomes the 

betterment of our existence—progress not for the sake of prosperity, but for the sake of people. 

Social innovation is the process of developing and deploying effective solutions to challenging and often 

systemic social and environmental issues in support of social progress. Solutions often require the 

active collaboration of citizens across government, business, the community and the nonprofit world. 

Stanford University; Soule, Malhotra, Clavier 

Social entrepreneurs are part of a movement - they act on the cause of the problem. If you go to the 

core of social entrepreneurship, a social entrepreneur is not just a person who starts a social 

enterprise to solve a social problem, but he/she looks at the cause of the problem. A social 

entrepreneur wants to create solutions to change the reason, the structure or the system that creates 

the problems. As pointed out by Bill Drayton, the founder of Ashoka – the world’s largest network of 

social entrepreneurs: “Social entrepreneurs are not content just to give a fish or teach how to fish. 

They will not rest until they have revolutionized the fishing industry.”  

Being a social entrepreneur sometimes feels hard and lonely. Doing new things, one can meet different 

challenges, and different kinds of resistance, so it is good to remember that you are not alone in this , 

but part of a movement. Nationally and all over the world, you have supporters, colleagues, and peers, 

who also are working to create positive change in new ways. 

 

Bibliography: 

https://www.gsb.stanford.edu/faculty-research/centers-initiatives/csi/defining-social-innovation/  

 

Social Innovation Drivers:  
What drives social innovation? 

 Exchange of ideas and values 

 Shifts in roles and relationships 

 Combination of private money with Government and civil- society 

support 

Ultimately, the most difficult and important 

problems cannot be understood, let alone solved, 

without involving diverse stakeholders such as the 

Government, the nonprofit,  the private sectors and individual 

citizens. 

 

What is Social Impact? 
Social impact relates to the long-term positive changes, for individuals, communities, and society as a 

whole that result from activities or services provided by development-sector organizations. InFocus 

has categorized the different activities or services of organizations we work with into the categories 

in the diagram to the right. 

 

https://www.gsb.stanford.edu/faculty-research/centers-initiatives/csi/defining-social-innovation/
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Why Measure Social Impact? 
There are many reasons to measure social impact, we identify fve of the main reasons below: 

 You could report back to funders on time with quality reports (accountability) 

 You can use the strength of your impact measurement, and results, to attract new funders 

(fundraising) You can use findings from your impact measurement to improve your activities, 

leading to better results for your participants (learning & improving)  

 You have powerful data/stories to use to promote your organization (marketing & 

communication) 

 You can use findings from your impact measurement to share with other organizations in the 

sector and collaborate (collaboration) 

When we use the term ‘measuring social impact,’ we are referring to the measurement of both long 

term social change and what happens along the way to this change, from details about the social 

problem you are addressing, to details about the activities you run and the short medium term results 

of these activities. Measuring social impact can help to answer a number of questions: 

Social problems in community/society:  To what extent does the problem exist and who is it 

affecting? 

Activities to address social problems: What are our outputs, the immediate results of activities 

(e.g. attendance)? 

Social change generated by activities: What are the short-midterm social changes (outcomes) 

and long-term results (impacts) of our activities? 

To what extent are the outcomes a result of our activities? (Attribution) 
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The Process of Behavior Change 
Behavior change communication (BCC), often described as Social and Behavior change 

communication "SBCC" or Communication for Development (C4D), is communication which aims to 

promote positive behaviors which are appropriate to their settings. This in turn provides a supportive 

environment which will enable people to initiate, sustain and maintain positive end outcomes. 

BCC is the comprehensive process in which one passes through the stages: Unaware, Aware, 

Concerned, Knowledgeable, And Motivated to change, practicing trial behavior change, and Sustained 

behavior change. 

 

 

Examples of implementation of BCC: Imagine there is an outbreak of Dengue fever 

At and individual level, the behavior is affected by factors within the individual. Examples include 

knowledge, attitudes, skills, emotions and belief, 

Example: During an outbreak, for individuals to practice the desired behaviors, they need to know the 

risks of transmission and how to prevent it, they need to feel that they are at risk of transmission, and 

they need the skills to practice protective behaviors. 

Taking family and peer network into consideration, then individual behavior is affected by a person’s 

close social and family circle. This includes influence from peers, spouse, partner, family and social 

support.  

Example: During an outbreak, individuals will be more likely to practice desired behaviors if their family 

and friends believe these are important, are supportive of the desired behaviors and vulnerable 

populations have knowledge and skills, and are already practicing them. 

Thinking about the community, this refers to influences from the situational context in which the 

individual lives and in which social relationship are nested, The characteristics of the context are 

associated with risk and protective factors and include leadership, access to information, service 

provision, social capital and collective efficacy. 

Example: Individuals are more likely to practice desired behaviors if leaders promote them, the whole 

community believes in their importance and if proper information and support are available and 

accessible. 

From a social/ structural level, we look at the larger, macro-level environment which can either 

promote or deter behavior. Example include leadership, health systems, resources and services, 

UNAWARE AWARE CONCERNED

KNOWLEDGEABLE
MOTIVATED TO 

CHANGE

PRACTICING 
TRIAL BEHAVIOR 

CHANGE

SUSTAINED BEHAVIOR CHANGE
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policies, guidance and protocols, religious and cultural values, media and technology, gender norms 

and income equity.  

Example: During an outbreak, individuals are more likely to engage in desired behaviors if facilities exist that 

support those behaviors, if coordination mechanisms are in place, and if bylaws and policies are introduced to 

promote supportive norms around the desired behaviors. 

Thus to be most effective in your communication and ultimately have the most change of a sustained 

behavior change, it is important to reach individuals, their family and peers, their community and the 

macro-level environment. 
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Nation Building 
 

What is Culture? 
Anthropologists and other social scientists offer many different definitions of "culture." Most people 

understand that culture has something to do with the customs and beliefs of a group of people. It is 

common to explain a holiday tradition, a spiritual belief or a child-rearing practice as part of someone’s 

cultural background. An individual's culture strongly influences his or her behavior, beliefs, attitudes 

and values. This is not a surprising statement; we all have an understanding that many of our present-

day beliefs and behaviors have their roots in what we learned growing up in our own particular 

cultures. 

A useful definition of culture is: 

The set of learned beliefs, traditions, principles and guides for behavior that are commonly 

shared among members of a particular group. Culture serves as a road map for both 

perceiving and interacting with the world. 

Of course, many people do not belong to just one cultural group. Our parents may have been of 

different racial or ethnic groups and our home life would then have been a mixture of the two. Likely, 

some of the cultural values of both groups were absorbed. 

 

The Need for Cultural Awareness 
With the world becoming more connected every day, we are also realizing more and more how 

different we all are from each other. We can see, with a quick online search, the strange realities of 

cultures across the ocean, or across the mountains, or across the street. But what about our own 

culture? What are the strange and interesting realities of our own culture? Thinking about our own 

culture is like asking a fish to think about water. It is very difficult to appreciate something which has 

surrounded you the whole time, and which you take for granted. Perhaps the fish only realizes that 

there is such a thing as “water” when it is on shore! And similarly, we often only realize the value of 

our own culture when we are surrounded by a different culture, and feeling indeed like “a fish out of 

water”. 

At the same time, with a hyper-connected world, many people are coming together and realizing how 

SIMILAR they are as well. We realize that across the many different cultures SOME things are the 

same, and this is developing a sense of Global Citizenship in many people. The American architect and 

inventor, Buckminster Fuller reflected on how closely connected we all are when he said: 

We are not going to be able to operate our Spaceship Earth successfully, nor for much longer, 

unless we see it as a whole spaceship and our fate as common. It has to be everybody or 

nobody. 

An important skill for any aspiring “world-changer” is to be able to connect with both. To understand 

and appreciate the unique, special, and sometimes unusual ways of our own culture, without letting 

“globalization” wash those away. And equally, to assume our role as Global Citizens, being able to 

connect to the feelings, aims, needs, problems, and expressions from around the world which speak 

to us all, without letting cultural differences shut others out.   

Developing cultural awareness and competence helps us, reconcile these two seemingly opposing 

concepts. By heightening our awareness in this area we will come to appreciate the unique aspects of 

our own culture, as well as those of others. As a result, we will appreciate diversity and 

multiculturalism, and will be better able to deal with differences as they arise. 
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Cultural Self-Assessment 
In order to build cultural awareness, it is important to explore your own beliefs. We learn our own 

cultural ways while growing up. Often, they are so natural to us that we fail to realize that not everyone 

shares them. Or, we think that other people’s beliefs and behaviors are wrong. These unexamined 

biases are major challenges to working effectively with people who are different from you. Thinking 

about what you learned as a child and how your adult experience has shaped your beliefs is very 

important. In doing so, you will begin to understand the impact of your own cultural background on 

your personal values and beliefs. That step will help you become aware of your own values and biases 

and how they may affect your perception of other cultures. 

Try writing down your responses or discussing the questions below and sharing answers with a friend 

or trusted colleague from a different ethnic background. The questions below are designed to help 

you build a foundation of self-awareness that can be used in examining the impact of our cultural 

backgrounds on our relations with others. Using these questions as triggers for group discussion 

among other youth is highly recommended. While an individual can read, answer and think about these 

questions, the opportunity for the greatest growth and learning is probably in discussing these issues 

with colleagues. 

1. What ethnic group(s), socioeconomic class, religion, age group and communities do you identify 

with? 

2. Identify two important experiences – one positive and one negative – that you have had with 

people from the groups you listed above. 

3. Identify two important experiences – one positive and one negative – that you have had with 

people from outside the groups you listed above. 

4. What were those experiences like? What did you learn about people who are different from you? 

5. What is it about your ethnic group, socioeconomic class, religion, age, or community that you find 

embarrassing or wish you could change? Why? What aspects are you proud of? Why? 

6. What cultural factors in your background might contribute to being misunderstood or rejected 

by members of other cultures? 

7. What personal qualities do you have that will help you establish personal relationships with people 

from other cultural groups? What personal qualities might make that difficult? 

This set of questions, if answered honestly, will help you begin to see where your biases are. There 

can be a link between the treatment of and opinions about a few individuals and a more general attitude 

or bias. 

 

Explore your cultural values & beliefs 
Another important step in cultural awareness is to understand what values and beliefs have been 

passed on to you by your culture. Values can be defined as broad preferences concerning appropriate 

courses of actions or outcomes. As such, values reflect a person's sense of right and wrong or what 

"ought" to be. "Equal rights for all", "Excellence deserves admiration", and "People should be treated 

with respect and dignity" are representatives of values. Values tend to influence attitudes and behavior 

and these types include ethical/moral values, doctrinal/ideological (religious, political) 

values, social values, and aesthetic values. 

A culture is a social system that shares a set of common values, in which such values permit social 

expectations and collective understandings of the good, beautiful and constructive. Without personal 

values, there would be no cultural reference against which to measure the virtue of individual values 

and so cultural identity would disintegrate. 
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Developing Cultural Competence 
The notion of Cultural Competence has been used by a variety of people in recent years, it implies a 

person’s ability to move between and among cultures, able to interact and engage with each in their 

own idiosyncratic ways. 

Cultural Competence goes beyond mere knowledge about a particular group primarily gained through 

reading or studies, and beyond "cultural sensitivity" (knowledge as well as some level of experience 

with a group other than one's own). Being culturally competent is more than being sensitive to ethnic 

differences, more than not being a bigot, and more than the warm, fuzzy feeling of feeling of loving and 

caring for your neighbor. 

Cultural Competence is a long-term, developmental process that requires more than reading this 

resource, attending a workshop or being a member of one so-called "minority" group. It is an exciting, 

engaging, lifelong process of expanding horizons, thinking critically about issues of power and 

oppression, and acting appropriately. Culturally competent individuals have a mixture of beliefs and 

attitudes, knowledge, and skills that help them establish trust and communicate with others. 

A general description of cultural competence includes: 

 The personal recognition and acceptance that all types of cultures have a profound influence on 

our lives, 

 The personal awareness that oppression is pervasive in the world’s history, as well as our own 

country’s history, and as much as we may want to escape that fact, it colours relationships, 

 The acceptance that there are cultural differences and we need to learn to respect what we may 

not always understand, 

 Having the humility to accept that we do not know everything about other cultures, we probably 

never will, and therefore we need to ascertain what it is we need to know about the specific 

groups with whom we are working, 

A willingness to pursue that information in all the ways available to us. 

 

Beliefs & Attitudes 
The culturally competent individual is: 

 aware of and sensitive to her/his own cultural heritage and respects and values different heritages, 

 aware of her/his own values and biases and how they may affect perception of other cultures, 

 comfortable with differences that exist between her/his culture and other cultures’ values and 

beliefs, 

Sensitive to circumstances (personal biases, ethnic identity, political influence, etc.) that may require 

seeking assistance from a member of a different culture when interacting with another member of that 

culture. 

 

Knowledge 
The culturally competent individual is: 

 aware of and sensitive to her/his own cultural heritage and respects and values different heritages, 

 aware of her/his own values and biases and how they may affect perception of other cultures, 

 comfortable with differences that exist between her/his culture and other cultures’ values and 

beliefs, 

Sensitive to circumstances (personal biases, ethnic identity, political influence, etc.) that may require 

seeking assistance from a member of a different culture when interacting with another member of that 

culture. 
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Skills 
The culturally competent individual can: 

 Generate a wide variety of verbal and nonverbal responses when dealing with difference, 

 Send and receive both verbal and nonverbal messages (body language) accurately and 

appropriately, 

 Exercise interventions appropriately and advocate on behalf of people from different cultures. 
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Tolerance of Diversity 
Human communities have a tendency to define their identities by distinguishing themselves from 

others. This is a natural tendency, which can have positive outcomes, such as respect for diversity, as 

well as negative ones, such as hostility or hate for other communities and/or cultures.  

Philosophers, theologians, lawyers, sociologists and psychologists define tolerance is various ways. We 

experience tolerance every time we are confronted with diversity. We can simply practice tolerance 

as acceptance of others and as taking responsibility of oneself. The acceptance of others does not 

mean, for instance total acceptance of aggressive, discriminatory attitudes of others and acceptance of 

hate speech or violence. Right from the beginning tolerance was regarded as a philosophy of diversity 

and endurance of humankind. 

 

An Exercise for Understanding Tolerance 
 Describe an event when you were wrong in your opinion about someone else. 

 What was the basis of your first opinion? 

 What caused you to discover your mistake? 

 How did you feel? 
 

Intolerance & Violence 
The absence of tolerance and acceptance is intolerance and violence. A tolerant person accepts and 

celebrates the differences of other communities and societies, whereas an intolerant person identifies 

differences and resorts to inhumane means to denounce the difference of opinion. Intolerance is often 

described as the unwillingness to accept the right of people to deviate from the dominant culture. It 

stems from a lack of respect for others. It often starts with a linguistic reduction of a person to a 

function, an opinion defining a human being in terms of race, ethnicity, gender or religion. 

Among the causes of intolerance are prejudice, feelings of superiority, and the need to find a scapegoat 

to blame for social or economic ills. 

In order to build global peace it is crucial to build peace inside of us, to face our own prejudices and 

then to build justice, deeper respect for diverse persons and compassion for those who are outside 

our immediate surroundings. 

 

Exercise for Understanding Intolerance 
 Describe someone, you really don’t like: His/her personality, behavior and appearance. 

 What do you dislike the most about this person? 

 And now describe yourself as a person who really doesn’t like someone. 

 What do you look like? 

 How do you express yourself? 

 How do you feel? 

This exercise, allows us to distance ourselves from our emotions when we encounter negative feelings 

towards others. Distance makes us more aware of our behavior when we experience negative feelings. 
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Promoting Tolerance in Communities 
Promoting tolerance and peace building efforts encompasses programs, policies and activities that are 

intended to prevent individuals and groups from turning to violence.  
 

Promoting tolerance on Three Levels:  

 Working with governments to encourage national and international approaches at the policy level. 

 Building the capacity of local actors to deliver new interventions that make individuals and 

communities more tolerant towards each other. . 

 Engaging with state actors to promote activity and behavior that ameliorates the threat – e.g. 

police, teachers, social workers, health officials. 
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Dynamics of a Progressive Society 
 

What is Resilience? 
Resilience is the ability of communities to withstand and recover from community stressors as well as 

to learn from past stressors to strengthen future response and recovery efforts.  

A resilient community can: 

 Determine what it needs to reduce damage and to use its assets or resources wisely. The 

community is resourceful with what it has, no matter its condition or whether it has a lot of 

resources.  

 Not only bounce back quickly, but take the opportunity to continue to strengthen health, social, 

and economic systems 

 Learn from past emergencies so that it can be better prepared for the next response 

 Work together irrespective of gender, religion, culture or ethnicity.  
 

What is a community stressor? 
A community stressor is an event that negatively impacts a community physically, emotionally, or 

economically. While working within a community, you will find different stressors and as a change 

maker, you need to be aware and sensitive to these stressors. Below are some of the categories of 

stressors:  

 Economic conflict (class differences, rich-poor divide)   

 Gun violence or drug-related crimes 

 Religious conflict 

 Cultural conflict 

 Ethnic conflict 

 Environmental issues (e.g., climate change or global warming) 

For example, if you are working to create awareness or resolve a cultural conflict within a community, 

be aware of belief systems and traditions of the community members. Challenging these belief systems 

can be sensitive and can result in resistance from community members. 

 

Why Does Resilience Matter for Progressive Society? 
 Different communities are stressed by a variety of things. Whatever the stressors are, we all want 

to deal with them quickly and effectively. We don’t always know when the next stressor is going 

to happen, but it’s going to happen. 

 If you are someone who needs help in an emergency, you may need to rely on people you know. 

And if you can take care of yourself in an emergency, maybe you should think about folks you 

know who can’t.  

 In a resilient community, helpers are already connected to those who need help so they can act 

fast when emergencies happen. Stressors can also affect organizations. When organizations don’t 

recover quickly, their employees, service populations, and communities are also affected. 

Employees may not be able to return to work right away. The services that organizations provide 

may be delayed or not restored. 

 In the context of Karachi and in the context of Champions of Change, this will mean that we have 

identified assets and that communities, individuals and organizations are connected so that help 

and support can be available quickly.  

 It also means that community members collectively will look at their communities and work 

together to bring positive social change. Youth can be the catalyst to make this change happen. 
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What does it mean to be a resilient community? 
A resilient community is also a healthy community. Below is a list of key characteristics of a resilient 

(and healthy) community. 

 Community  members are tolerant of differences in religion, ethnicity and culture 

 Community members can solve conflicts peacefully. 

 Community members put the well-being of the whole community at the forefront. 

 Community members are positively engaged in the community and connected to each other. 

 Community members are physically and mentally well 

 People can access education, health care, healthy foods, and services they need 

 Folks are self-sufficient and can take care of each other during tough times 

 

Communities can be resilient in other ways that are not listed above. Can you think of some other 

ways that your community is resilient? Doing things in your daily life through work, volunteering, 

or social activities that contribute to these characteristics means you are helping to build a more 

resilient community. 

 

Building Resilience is about taking action steps linked to things we do every day 
Building a community’s resilience is about working with what the community has. Some people think 

that resilience is just an idea to think about, but it’s more than that. Building resilience is about action 

steps that you can take.  

The question is: how do you figure out what action steps you can take? The answer is easier than you 

think. Your resilience-building action steps can be things you already do every day.  

For example, remember, building a healthy and resilient community is about what you bring to the 

table. Here are some examples: 

Connect to people in your community: Whether you are someone who needs help or someone 

who can give help, connect to people through everyday activities. Say hi to a neighbor you haven’t met 

before. Talk to people at an event.  

Establishing a community center: Communities with connected people learn about other 

cultures, languages, religions, ethnic differences and ‘fear of the other’ becomes less prominent. Trust 

gets build and people realize how their similarities and common needs are much greater than their 

differences. In their connectedness they become more resilient. Community centers can function as 

that hub where people can discuss problems, receive support or training, learn a skill, or just sit and 

connect with another community member. 

 

Learn new skills or use the ones you already have.  

You can learn First Aid, CPR, or other disaster-specific skills. But you can also use the skills you already 

have: 

 If you can cook, then you can help feed people. 

 If you have a vehicle and drive, you can help people get to appointments if public transportation is 

not working.  

 If you’re good at organizing (cultural) events, then you can organize and invite people to events.   

 If you are bilingual, you can translate for folks in your community.  

If you are a counselor, you can provide psychological support to people when your community needs 

support. 
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How Can Civic & Social Action Build Peace? 
 

Building blocks for promoting tolerance & Peace 
Intolerance is a problem and in the rare cases where societies have managed to limit the problem, a 

multi-dimensional approach has been key. 

As states and communities begin to close their doors to certain groups, the economic potential of a 

society is reduced and development is negatively impacted. Alongside the economic impact, closed 

doors also mean an erosion of equal rights, of equitable access, and of the rule of law, hence potentially 

further amplifying certain factors that contribute to intolerance. 

The growth of intolerance also drains resources from development as a society invests more in 

security. Growth areas such as tourism and economic innovation are usually also negatively impacted. 

In already fragile or conflicted societies, this obstructs the search for negotiated solutions and for 

sustainable peace. 

Sustainable solutions for the prevention of intolerance require an inclusive development approach 

anchored in tolerance, political and economic empowerment, and reduction of inequalities. UNDP’s 

conceptual framework and theory of change defines eleven interlinked building blocks of strategies for 

the promotion of peace and harmony. 

The building blocks are: 

 Promoting a rule of law and human rights-based approach to Preventing Violence Extremism; 

 Enhancing the fight against corruption; 

 Providing effective socio-economic alternatives to violence for groups at risk; 

 Enhancing participatory decision-making and increasing civic space at national and local levels; 

 Strengthening the capacity of local governments for service delivery and security; 

 Supporting credible internal intermediaries to promote dialogue with alienated groups and re-

integration of former extremists; 

 Promoting gender equality and women’s empowerment; 

 Engaging youth in building social cohesion; 

 Working with faith-based organizations and religious leaders to counter the abuse of religion by 

radicalization; 

 Working with the media to promote human rights and tolerance; and 

 Promoting respect for human rights and diversity and a culture of global citizenship in schools and 

universities. 
 

Interfaith Harmony & how it contributes towards a peaceful society 
Interfaith harmony embodies the notion of live and let live. In a world of increasing political and 

economic discord, peaceful coexistence among people of various religious beliefs can prove to be the 

way forward for peace and prosperity. Interfaith harmony provides the inspiration, guidance and 

validation needed to end violent conflict worldwide.  

A peaceful society is a tolerant and accepting society that does not discriminate people based on their 

beliefs, gender or social status. Introducing the notion of interfaith harmony in the peacebuilding 

process leads to… 

 An understanding and awareness of different religions  

 An assurance that people, regardless of their belief or nonbelief, are accorded equal rights and 

equal opportunity to have a voice in society 

 Reduced corruption 
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 A reduction in religion-related violence and conflict 

 Broader freedoms that contribute to positive socio-economic development 

 A community that is resilient in coping with adversity through the meaning, identity and emotional 

support interfaith harmony brings 

 An empathic and compassionate society that can sustain peace-making efforts 

 A society that adopts values, norms and motivations that support nonviolent approaches to raising 

and confronting differences 

 Openness to creating platforms for cross culture exposures 
 

The Importance of Interfaith Harmony in a Community 
Interfaith harmony in a community means recognizing that human beings are fundamentally equal and 

that respect for human dignity is the fundamental principle of all religions. Respect for people who 

belong to different religions, even with the ones we most profoundly disagree with, is the first step to 

achieving interfaith harmony. It also opens the door to holding interfaith dialogues, with the purpose 

of creating social change through collective effort for a peaceful co-existence with followers of different 

faiths. 
 

Interfaith Dialogues: 

Interfaith dialogues not only remove misconceptions, mistrust, and inaccurate perceptions, they also 

identify common values and understandings between the followers of different faiths. The opening of 

channels of communication between sectors of the community that aren’t usually able to get along 

will lead to greater community growth and understanding. 

Dialogue avoids: 

• Predictable debates on controversial issues 

• The hardening of fixed positions 

• Premature solutions  

Dialogue invites:  

• Genuine inquiry  

• Developing the discipline to hearing other perspectives that are different from your own 

• Expanding one’s capacity for tolerance 

• Participants to be changed by the process 

 Dialogue develops: 

• A deepening of human relationships 

• New insights and understanding through tolerating difference 

• New and unexpected responses to complex problems 

Engaging in interfaith dialogues is a good way to promote and sustain interfaith harmony and peace in 

the community. This is because: a) they operate under the condition of equality for all (b) they operate 

in an environment where listening to others with empathy is required to deepen understanding; and 

(c) they provide the interaction needed to address assumptions publicly. 
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How lack of Interfaith Harmony Leads to Conflicts 
Connecting religion and conflict is easy to do. Many of the world’s violent outbreaks, both present 

and past, have been based on the differences in religious beliefs. The absence of interfaith harmony 

and intolerant attitudes in communities can lead to: 

• An increase in the vulnerability of minorities and minority sects 

• The discrimination of minorities 

• The denial of basic human rights 

• Violent conflict 

• Religion being used to assert authority over a weaker segment of society 

• Hate speech that creates insecure environments on school and college campuses 

 

Challenges to Interfaith Harmony: 

Interfaith harmony looks easy to achieve on paper, but in reality, it is much harder to implement. Some 

of the challenges faced are as follows: 

• Lack of awareness and education of other religions can provoke active resistance 

• Religion is a sensitive topic and might trigger people if they believe their beliefs are being 

questioned 

The term ‘Interfaith Harmony’ can be seen as a foreign agenda 

What can be done to promote Interfaith Harmony? 
• Engage in dialogues so that each faith group in the community can make its unique contribution to 

the common cause of creative co-existence. 

• Enhance interaction between religious communities by organizing a community event. 

• Start a campaign (on social media) that focuses on inclusion and acceptance of diversity. 

• Organize regular visits for students and interested community members to diverse places of 

worship 

• Write an article for the media or for social media that talks about inclusion and acceptance of 

diversity 

• Create a theatre group that writes and conducts plays with the focus on inclusion and acceptance 

of diversity. Focus on diverse audiences (children, teens and adults) 

• Create a Community Club that uses theatre, visual arts and music to bring diverse community 

members together. 

• Bring religious leaders and institutions together in an event or conference or symposium. They 

can play a crucial role in promoting interfaith harmony as they have credibility, a respected set of 

values, unique leverage when trying to calm tensions between opposing parties and the capability 

to mobilize community 

• Work with Government officials in your area to promote interfaith harmony and support for 

peacebuilding processes 

• Be creative in your efforts to promote interfaith harmony- the use of art inspires people and helps 

them define what the word ‘peace’ actually means to them. Art can express in pictures what 

cannot be said with words. 
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Design Principles for Programs Based on the Promotion of Interfaith Harmony & Peace 
Designing your Program: 

When designing a Program, it is always a good idea to list down your objectives and follow them 

during its implementation. Programs should be rooted in the goals of a particular inter-faith 

peacebuilding program and based on the stated needs of the communities that will be served. 

When implementing a program based on bringing about interfaith harmony and peace, it is important 

to work with these basic principles in mind: 

 Know Your Place in the System: What are your personal feelings towards the topic? Are you 

an advocate, a bridge builder, or a skills trainer?  

 Do No Harm: Consider how your activities might increase tensions, put people at risk (others 

or yourself), or otherwise add to the conflict situation.  

 Define Your Focus: Know the intention of your intervention, how it will build inter-faith 

understanding and cooperation, and what it will add or change in the life of the community or 

region. 

 Build for Sustainability: 

o Build Capacity – skills and wisdom 

o Build Relationships – individually, inter-faith, inter-organization, etc. 

o Build Institutions – develop inter-faith infrastructure: joint councils, alliances, networks 

o Build Evaluation Mechanisms – document best practices and lessons learned; and disseminate 

that information 

 Be Objective: Validate both sides, even if you privately favour one point of view, or even when 

only one party is present. 

 Be Supportive: Use caring language, demonstrating that you are interested in the concerns of 

all sides. Provide a trusting environment, where people feel safe to open up. 

 Be Non-Judging: actively discourage judgments about who was right and who was wrong. Don’t 

ask “Why did you?” Ask “What happened?” and “How do you feel?”  

 Use Open-Ended questions: Encourage suggestions from participants. Resist advising. If 

necessary, offer options, not directives. 

 Use a Win/Win Approach: Work towards wins for both sides. Turn opponents into problem-

solving partners. 

Always start with a clear definition of the specific goals you want your program to meet. Your program 

can and should:  

 Address any and all challenges in the best way possible, and try to find out how those challenges 

came to be   

 Create social awareness and improve collective common sense 

 Develop mutual understanding among different sects of the society 

 Eliminate the sense of insecurity and injustice amongst vulnerable segments e.g. minorities 

 Ensure social justice and fair distribution of socio-economic resources 

 Create an environment of tolerance and coexistence in the society 

 Engage relevant stakeholders e.g. universities, religious institutions, local governments, civil 

societies etc. 
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Consider the following before starting your Program: 

 Culture: Cultural norms can greatly influence religious values and practices. In addition, special 

attention should be paid to general cultural norms and values outside of religion  

 Gender: Understanding local customs and traditions regarding gender roles and dynamics are 

critical- programs targeting only women can be considered too sensitive and lead to the creation 

of gap with community stakeholders. Socio-cultural norms and practices around gender and the 

inter-gender power dynamics must be considered at the program design stage. More often, prior 

to engaging women in a community its important the implementers gain the trust of the community 

through community sensitization, engagement or implementing activities with community men.  

 Nature of hierarchy/structure: In most contexts, religious leadership is hierarchical and lower 

authorities will sometimes turn to the higher ups for approval. Understand local hierarchical 

structures before implementing your program. 

 Group Dynamics: Understand what could trigger conflict between majority and minority 

groups- this can also help you discover opportunities for collaboration and any power dynamics 

that may come into play  

 Language: Utilize sensitive and inclusive language- specific terminology could be perceived as 

suspicious or being agenda driven  

 Key Historical Events: Make it a point to be well versed in what way historical events have 

contributed to the way things are.  

 Engage all relevant faith communities: Not doing this can result in overlooking opportunities 

for conflict prevention, resolution and peace-building.   

 Build Trust: Community members may be not be willing to take part in peacebuilding efforts. 

Efforts to build trust should be one of the first things you do so that the community doesn’t view 

the the program as a covert attempt to interfere with their beliefs.  

 Establish Institutional Capacity: Do not ignore the importance of religion and do not favor 

one religious group over the other. This can result in serious risk and/or the Program being forcibly 

shut down 

Monitoring and Evaluation: 

All programs should be evaluated so that lessons, good and bad, can be learned for future applications. 

 Consider all risks and sensitivities before implementing your program 

 Analyze the nature of the conflict and consistently address this for the duration of your program 

 Identify what strategies work in the community you are conducting your program in, and set 

specific outcomes you want to see as a result of implementing those strategies. Monitor their 

impact as often as you can during, at the end, and several years after the Program.  

 Set aside sufficient human and financial resources and make sure you stay within budget 

 Keep a record of all successes and failures that can be revisited when implementing a new project 

Specific Outcomes: 

 Realized equal citizenship to all religious and beliefs’ diversity 

 Removal of cultural and other discriminatory patterns 

 Improved level of awareness, sensitization and mutual acceptance at family, community and 

national levels 

 Reduced level of sense of deprivation and exclusion among religious minorities 
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SUCCESS STORY 
Mashal, an organization dedicated to bridging the gap between 

people of different religious and ethnic backgrounds in Pakistan, 

was launched by Laraib Abid in 2014, after she attended university 

in Kansas, USA as part of the Global Undergraduate Exchange 

Program. She had no idea of the impact her experiences there 

would have on her life, and how they would drive her to work on 

building interfaith harmony and peace in her society.  

Laraib grew very close to her friendship family- particularly after 

her father’s death- and was overwhelmed at the support they gave 

her in helping her cope with her loss. Surprised by this, the support 

she received from the church, and the family’s curiosity about her 

Muslim faith, Laraib began her journey in fostering religious diversity and mutual understanding in 

communities by leading an interfaith dialogue event hosted by her university.  

Through this experience, and the knowledge she gained as a student in Kansas, Laraib returned to 

Pakistan and sparked a peacemaking movement amongst the communities at home. She launched 

Mashal, an organization dedicated to bridging the gap between people of different religious and ethnic 

backgrounds in Pakistan. Her first initiative was a dialogue session and experimental learning visit to 

four religious holy sites in Lahore- a mosque, church, gurdwara and temple to represent the Muslim, 

Christian, Sikh and Hindu communities in Pakistan. 

Attendees learned a lot about each other’s beliefs and customs at the event and returned to their own 

communities to share what they had learned. During the event, the hashtag #BeAMashal was born, 

which translates to “be a light.” It has now been shared almost 1,000 times on Facebook and Twitter. 

Now Laraib is busy planning a diversity training to empower other interfaith dialogue supporters. Once 

trained on the initiative’s approach, Mashal facilitators will go to key communities throughout Pakistan 

to conduct trainings and lead field trips to religious sites within their own communities, creating a 

spirit of peacebuilding. Her efforts over the course of 5 years have impacted 355,000 beneficiaries in 

21 cities across Pakistan 

"I want to help build a future of enlightened and passionate Pakistanis who understand that it is the 

small acts of kindness that change lives,” Laraib says. “It is kindness that leads to a more secure and 

prosperous nation."  
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