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Project: Love Matters India  
 

Love Matters India (LMI) is a radical, pleasure-positive, 
affordable digital and bilingual SRHR information 
platform catered to the needs of young people. It provides 
open, honest, non-judgmental and science-based information 
on love, sex and relationships using innovate media formats. 
LMI operates at the intersection between media and public 
health, specializing in media for social change. Harnessing the 
power of technology, popular culture, design thinking and storytelling, Love Matters seeks to bridge the gap 
between young people,  SRHR organizations and experts and service providers 

Conferences We Presented At 
 Inroads Conference – March 2018|Zagreb, Croatia 
 Leveraging technology and digital interventions for adolescent health (RKSK program) – March 

2018|New Delhi, India 
 YTH Conference – May 2018| San Francisco, U.S.A 
 What makes it India's Front Pages? Definitely not LGBT issues: An analysis  by LMI - August 2018| 

Jindal Law School, Haryana 
 Re-imagining Online Censorship: Sex and Sensibility in Online Spaces by LMI - November 2018|The 

Digital Citizen Summit 2018, New Delhi  
 Gender, Sexuality and Justice: Resilience in Uncertain Times – December 2018| Chinese University 

of Hong Kong, Hong Kong  
 International Conference on Family Planning – November 2018| Kigali, Rwanda 

 

Workshops and Offline Activities 
 GAB Training: Sexual Pleasure –The forgotten link in 

sexual and reproductive health and rights - August 2018, 
at Zorba, New Delhi - attended by participants from 
various organizations dealing in SRHR issues like TARSHI, 
CREA, Nazariya, Haiyya, Pravah, HIV/AIDS Alliance etc. 

 Strategy and Innovation Workshop for LMI team - 
Taking stock of 2018 across different aspects of our work 
− SRHR content production, M&E processes, project 
management processes and employee welfare policies 
plan for the next year, especially in terms of reimagining 
and building on our current content and media formats 
for 2019, while also streamlining processes and 
structures for efficiency and quality   

  Press4Change Journalists Workshop (Delhi) - Love 
Matters India in partnership with the Keshav Suri 
Foundation organized a Media workshop in December 



2018 to initiate a dialogue with the grassroot journalists of the country and to promote better 
representation and depiction of the LGBTQ community 
 

 

  The #IsThisLove (#KyaYahiPyaarHai) campaign combined a multi-component online campaign 
strategy, using both website and social media to reach and engage young people on intimate partner 
violence (IPV) and IPV-related topics. Based on insights from previous campaigns, #IsThisLove made 
use of Bollywood themes as a popular cultural reference for the overall campaign, and additionally 
used personal narratives and stories, a meme generator, interactive quizzes and a discussion board 
to create a highly engaging campaign strategy. The campaign’s results framework was centered on 
two main objectives: (1) engaging young people in online dialogue on IPV-related topics, so that (2) 
their awareness, knowledge, and attitudes around IPV will be improved 

 

 

The Bihar Project 
This year, we decided to take our mission to normalize conversations on sex and sexuality outdoors and 
started with the Indian state of Bihar.  

 Researching the feasibility of a ‘find a clinic feature’ on the mobile site : To assess the willingness of 
youngsters to use a 'find a clinic feature to access SRHR services' on their mobile phones, Love 
Matters India conducted a feasibility study in Patna, Bihar. This survey targeted young people in 
Patna, Bihar through an online and offline engagement strategy. The study showed that there is a 
demand for a website or app which can provide a list of sexual health clinics as sixty-two percent 
respondents said they would use a website or app that provided them with such a list. This study, 
however, was very limited and mostly a quantitative attempt to understand whether the youth 
prefer using mobile phones to look for health services for SRHR that are young people friendly, and 
how this list can help them in making an informed decision. However, it can serve as a very useful 
starting point for further research. 

 Utilizing peer educator networks to reach youngsters in  the offline space : Under a pilot project 
with the Packard Foundation, Love  Matters developed an adolescent and sexuality tool kit - ‘Baat 
karne se hi baat banti hai’ and piloted with a group of peer educators in Bettiah, Champaran, 
Khagariya and Patna. Under this project, organizations having peer educator networks or youth 
leader networks were selected to disseminate the content provided by LMI within their network of 



youngsters, in order to strengthen and enhance CSE. That’s not all, we also launched this year’s Love 
Matters superstar, Jugal Kishore Bhaiya, who is a 35 year old fun loving man from Bihar  and wants 
to share his progressive thoughts with young people. We had published 10 episodes of Jugal Kishore 
which were a part of the toolkit and which received more than 0.48 million views and 4273 
reactions. 

 

 

Discussion Board – LET’S TALK 
The Love Matters India Discussion Board - Let’s Talk, is an year ahead of other countries who also handle DB’s 
but ours is more “alive” than most with questions being asked that include diverse topics covering 
Relationships, Sex, Bodies, Contraception, Pregnancy and others. 

 

  



 

 

 

 

Valentine’s Week 
Under the continuing campaign partnered with Ford 
Foundation, we ran the Valentine’s week campaign for 
a duration of eight days. The week observed the 
popularly assigned days of the Valentine’s week such 
as chocolate day, rose day, propose day etc. We also 
published a special slam book love series, which was 
inclusive and captured love memories (slam book 
style) across diverse religion, gender, sexuality and ethnicity to 
give out the message that love is love irrespective of the diversity.  

Within the course of eight days, we made 42 posts and added 4.6K 
followers to our existing community of 1.4 Million followers. Our 
posts directly engaged 12 K users, where the posts generated a 
total of 12k reactions, 121 shares and 105 comments. The video 
reached a total of 2,16,680 users,  and engaged 12,686 users. It 
received 409 likes, 6 comments and 55 shares. The video reached 
40.3 % of our women users and 59.6 % of our male users which is 
very encouraging given that we have only 27% women audience 
and 73% male audience on our platform. Our users appreciated 
the video and posted comments in appreciation.  

  



#ForWomenByWomen - International Women's Day 2019 
International Women's Day is celebrated on March 8th every year.  To mark the day this year, in 2019, we 
launched a week-long campaign “Pleasure in pop culture – For women, by women” to celebrate women’s 
pleasure in popular culture, through the female gaze.  

The campaign focussed on celebrating and affirming positive and diverse representations of women’s 
sexuality, pleasure, and desire through everything that comes under the umbrella of ‘popular culture’, be it 
movies, television shows, shows on online streaming platforms like Netflix and Amazon Prime directed or 
written by women, popular art, photography, books and magazines. The motivation was to focus on the 
pleasure of women and showcase women who have taken the lead to articulate their own interpretation(s) of 
women’s pleasure, which have otherwise usually been presented on-screen and in popular culture through the 
dominant male gaze.  

The objective of the campaign was to highlight, celebrate, and contribute to conversations online and offline 
about enabling more spaces for diverse, bold, inclusive and fun representations and discourses of women’s 
pleasure – by and for women! The campaign was carried out both online and offline.  

In general, it was seen that content around Bollywood theme resonated well with the audience, as well as 
content that had a personal touch and feel to it like the #ILikeItThatWay series of creatives. Also, Facebook 
was much more effective in reaching and engaging with the audience, when compared to Instagram or the 
website, which is not very surprising given the fact that Facebook is still the first choice of social media platform 
that the young people prefer.  

Experimenting with creative engagement proved to be highly effective in reaching and engaging with young 
people. Trying out different themes and hashtags for creatives throughout the campaign week, and not 
sticking to a monotonous approach helped in reaching our audience in a better way. 



Humblebrags – Awards / Recognitions / Milestones 
 

 

  



 

 

 

  



 

 

  



Project: STiR Education  
 

The world is facing a global learning crisis. It is projected that half the world’s 
children (more than 800 million students in developing countries) will lack 
basic secondary skills by 2030. Many of these children are in India, where the 
education system is failing too many students. India placed 72nd out of 74 
countries in the PISA test, while 50% of grade five students cannot read a 
grade two text or solve a simple subtraction problem.  

The latest systems research shows that demotivated teachers and local officials often act as a barrier to 
success. In India, one in four teachers is away from school each day. STiR Education is focused on addressing 
this problem, and we have worked to align and galvanise all levels of the Indian education system around our 
core goal of increasing and sustaining intrinsic motivation.  

Key Achievements 
 As of March 2019, we have reached 180,000 teachers through our monthly teacher networks and 

classroom observations that develop the intrinsic motivation to continuously improve. These teachers 
support more than 4.7 million children across four states.  

 We have grown our footprint in the south of India with the addition of five new districts in Karnataka, 
and our first district in Tamil Nadu.  

 We’ve entered formal learning and improvement partnerships, including signed memorandums of 
understanding, with the state governments of Delhi, Uttar Pradesh, Karnataka and Tamil Nadu. 

 Our new strategy has given us greater clarity about where we best fit within systems. As part of our 
system learning partnerships, we offer state officials a support model to help them to align and 
optimise our intrinsic motivation approach within their priorities, structures and systems. District 
officials take part in a training and coaching programme that motivates and supports them to 
effectively prioritise, run and monitor our teacher networks.  

 Our new and comprehensive measurement framework now sets out clearly what success looks like 
at all levels of the system in terms of motivation, mindsets, behaviours and skills development.  

 We have also worked to strengthen our internal and external capacity by engaging strategic 
communications agency Mighty Ally to develop our messaging, and by onboarding two new Board 
members to add their expertise in research, evaluation and finance.  

Outcomes by State 
In October 2018, we launched our new success criteria for each element of our programme. Level 5 of these 
criteria shows our ultimate quality target at the end of five years in a state – the point at which we believe our 
model will be fully embedded within the government system and achieve long-term sustainability.  

State Network meeting 
quality Institute quality Coaching meeting 

quality 
District alignment 
meeting quality 

Delhi (Year 2) 3 (target 2 to 3) 2 (target 2 to 3) 2 (target 2 to 3) 3 (target 2 to 3) 

Uttar Pradesh (Year 
1) 2 (target 1 to 2) 2 (target 1 to 2) 2 (target 2 to 3) 3 (target 2 to 3) 



Karnataka (Year 1) 2 (target 1 to 2) 2 (target 1 to 2) 3 (target 2 to 3) 2 (target 2 to 3) 

Tamil Nadu (Year 1) 2 (target 1 to 2) 3 (target 1 to 2) 1 (target 2 to 3) 2 (target 2 to 3) 

 
Next Steps 

 Build on the enhanced clarity of our approach to ensure strong progress on behavioural measures.  
 Build on our more aligned and professional organisation and realise the next level of maturity.  
 Engage and inspire key external audiences around our intrinsic motivation in systems approach.  

 



 

 


