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MESSAGE

The Deendayal Antyodaya Yojana-National Rural Livelihoods Mission (DAY-
NRLM) stands resolute in its mission to alleviate poverty through economic and
social empowerment. The cornerstone of our mission is the creation of robust
institutions led by impoverished women in rural areas, providing them the means

to seize economic opportunities and overcome challenges that hinder a dignified
life.

In line with this vision, DAY-NRLM launched the 'Nayi Chetna-Pahal Badlav
Ki' campaign, a month-long, community-based nationwide initiative against gender
discrimination and gender-based violence (GBV). This campaign, initiated
from 25™ November to 23rd December, 2022, represents a strategic effort to
combat gender inequality and bolster the capacity of women from economically
disadvantaged and marginalized communities. Our objective was to equip them
with the ability to identify various forms of gender-based violence, acknowledge its
existence, raise their voices against it, and stand united with those facing such
adversity.

This report presents a meticulous assessment of the 'Nayi Chetna-Pahal
Badlav Ki' campaign across 10 states. It underscores the diligent efforts made by
various states and line ministries, both at the national and state levels, to
effectively reach grassroots communities during this national campaign. One of the
key findings reveals that a remarkable number of people, representing diverse
sections of society, actively participated in over 5,85,897 activities conducted
nationwide during the campaign, emphasizing the extensive reach and influence of
the initiative.

I extend my heartfelt congratulations to the team of DAY-NRLM for the
publication of this insightful report. I firmly believe that the strategies and
collaborative initiatives shared herein will assist states in engaging with diverse
stakeholders during this annual national campaign. Through intensified efforts
and heightened awareness, we aim to sensitize and involve various segments of the

population in the States and Union Territories in the years to come.
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The Deendayal Antyodaya Yojana-National Rural Livelihoods Missic:n (DAY-N.RLM)
cmbodics an unyiclding dedication to poverty cradication through comprchensive .cccv.nomlc and
social empowerment. Central to this dedication is the establishment of resilicnt insmuuo?s. led by
impoverished women in rural arcas, cmpowering them to scize cconomic opportunities and

confront challenges impeding a dignificd life.

DAY-NRLM's proactive initiative, the ‘Nayi Chetna-Pahal Badlav Ki' campaign,. cCh?CS
our commitment to the cause. Launched as a month-long, community-based nationwide
campaign against gender discrimination and gender-based violence (GBV) from 25 November to
23 December 2022, it was strategically aimed at combatting gender inequality. It sought to
augment the capacity of women from economically disadvantaged and marginalized
communities, enabling them to identify various forms of gender-based violence and takc a stand
against it. The campaign’s impact was profound, with key findings revealing that over
3,51,76,492 people participated in the campaign, underscoring the nationwide resonance of this

crucial initiative.

This report offers a meticulous assessment of the 'Nayi Chetna-Pahal Badav Ki' campaign
across 10 states, emphasizing the combined efforts of various states and various ministries at both
national and state levels to effectively reach grassroots communities during this campaign. The
findings presented in this report are a testament to the campaign’s success in engaging diverse
cross-sections of society, including the active participation of both men and women, young and

old, across rural India.

My warmest congratulations to DAY-NRLM for the publication of this insightful report. |
firmly believe that the strategies and collaborative initiatives shared herein will provide valuable
insights to states, empowering them to engage with diverse stakeholders during this annual
national campaign. Through collective efforts and enhanced awareness, we are poised to sensitize
and involve various segments of the population in the States and Union Territories in the years

ahead.
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[Sadhvi Niranjan Jyofti

wraterd : 197, -, Sty waw, =fo s i, g, ¢ faeeit - 110001
Office : 197, E Wing, Krishi Bhawan, Dr. R.P. Road, New Delhi - 110001

QI : 011-23388823, 23388859 Had : 011-23388827 g
,( forama : smeT A, 13, =g et |, 7 feeet - 110021 If )@
@ Residence: Bunglow No. 13, New Moti Bagh, New Delhi - 110021 A yeARsor

o e IUTH : 011-24105585 + B : 011-24103228




IRE TER
TretoT faeRrT W
ot faremTa s
HY We, 7 fEeeit-110001

Government of India
Ministry of Rural Development
Department of Rural Development
Krishi Bhawan, New Delhi-110001
Tel. : 91-11-23382230, 23384467
Fax : 011-23382408
E-mail : secyrd@nic.in

ﬁ'(el'QT R HTY ﬁT&“ AE.TUH,
Qi

SHAILESH KUMAR SINGH as

Secretary

November 23, 2023

FOREWORD

The Deendayal Antyodaya Yojana-National Rural Livelihoods Mission (DAY-NRLM) remains
steadfast in its mission to eradicate poverty by fostering economic and social empowerment.
At the core of this mission lies the creation of robust institutions led by impoverished women
in rural areas, providing them the means to seize economic opportunities and overcome
challenges that obstruct a dignified life.

In this vein, DAY-NRLM initiated the 'Nayi Chetna-Pahal Badlav Ki' campaign, a month-long,
community-based nationwide initiative against gender discrimination and gender-based
violence (GBV). From 25 November to 23 December 2022, this campaign symbolized a strategic
endeavor to combat gender inequality. Its aim was to empower women from economically
disadvantaged and marginalized communities to identify various forms of gender-based
violence and unite against it. The report unveiled a key finding: a resounding 69,95,181 people
participated in pledge events against Gender-Based Violence during the campaign, reflecting
the tremendous impact and reach of this vital campaign.

This report meticulously assesses the 'Nayi Chetna-Pahal Badav Ki' campaign across 10 states,
highlighting the collective efforts of various states and line ministries at both national and state
levels to effectively reach grassroots communities during this national campaign. The
campaign’s impact is evident in the widespread participation and engagement of communities,
reinforcing the need for sustained efforts to combat gender-based violence.

My heartfelt congratulations to DAY-NRLM and IWWAGE for the publication of this
comprehensive report. The strategies and collaborative initiatives outlined in this report will
undoubtedly guide states in engaging with diverse stakeholders during this annual national
campaign. Through collective determination and heightened awareness, we aim to sensitize
and involve various segments of the population in the States and Union Territories in the years
to come.
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E-mail: asnrimoffice@gmail.com

Dear Stakeholders,

The Deendayal Antyodaya Yojana-National Rural Livelihoods Mission (DAY-NRLM) stands
resolute in its commitment to eradicate poverty through economic and social empowerment.
Fundamental to this commitment is the establishment of resilient institutions led by
impoverished women in rural areas, enabling them to seize economic opportunities and
overcome challenges that hinder a dignified life.

In alignment with this vision, DAY-NRLM launched the 'Nayi Chetna-Pahal Badlav Ki'
campaign, a month-long, community-based nationwide initiative against gender discrimination
and gender-based violence (GBV), from 25 November to 23 December 2022. This campaign
was a strategic endeavor to combat gender inequality and enhance the capacity of women
from economically disadvantaged and marginalized communities. It aimed to equip them with
the ability to identify various forms of gender-based violence, acknowledge ils existence, raise
their voices against it, and stand united with those enduring such adversity.

This report presents a thorough assessment of the 'Nayi Chetna-Fahal Badav Ki' campaign
across 10 States. It underscores the concerted efforts made by various States and Ministries
at both national and State levels to effectively reach grassroots communities during this
national campaign. A key finding emphasizes the active participation of both young and adult
individuals, men and women, representing various cross-sections of society, mainly from rural
India, in the numerous activities undertaken during the campaign period.

I extend my heartfelt congratulations to DAY-NRLM and IWWAGE for the publication of this
insightful report. | firmly believe that the strategies and collaborative initiatives shared herein
will empower States to engage with diverse stakeholders during this annual national
campaign. Through intensified efforts and heightened awareness, we aspire to sensitize and
involve various segments of the population in the States and Union Territories in the years to

come.

Beslregards,

[Charanhjit Singh]
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SMRITI SHARAN

Joint Secretary

..

Esteemed Readers,

The Deendayal Antyodaya Yojana-National Rural Livelihoods Mission
(DAY-NRLM) has been unwavering in its dedication to eradicating poverty
through comprehensive economic and social empowerment. Central to this
dedication is the establishment of robust institutions led by impoverished
women in rural areas, providing them the means to seize economic
opportunities and confront challenges that hinder a dignified life.

DAY-NRLM's proactive initiative, the 'Nayi Chetna-Pahal Badlav Ki'
campaign, echoes our commitment to the cause. Launched as a month-long,
community-based nationwide campaign against gender discrimination and
gender-based violence (GBV) from 25 November to 23 December 2022, it was
strategically aimed at combatting gender inequality. It sought to augment the
capacity of women from economically disadvantaged and marginalised
communities, enabling them to identify various forms of gender-based violence
and take a stand against it. A noteworthy finding is that over 44,617 Rangoli
events were conducted at the grassroots level during the campaign. illustrating
the creativity and engagement involved in spreading the message.

This report meticulously assesses the 'Nayi Chetna-Pahal Badav Ki'
campaign across 10 states. It emphasizes the collective efforts of various states
and line ministries at both the national and state levels to effectively reach
grassroots communities during this national campaign. The findings presented
in this report are a testament to the campaign's success in engaging diverse
cross-sections of society, showcasing the need for continued initiatives to
combat gender-based violence.

My warmest congratulations to DAY-NRLM for the publication of this
comprehensive report. The strategies and collaborative initiatives outlined in
this report will undoubtedly guide states in engaging with diverse stakeholders
during this annual national campaign. Through collective determination and
heightened awareness, we aim to sensitize and involve various segments of the
population in the States and Union Territories in the years to come.

Warm regards,

(Smriti Sharan]
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CLFs Cluster Level Federations

CRP Community Resource Person
DAY-NRLM Deen Dayal Antayodaya Yojana-National Rural Livelihood Mission
FGDs Focus Group Discussions

GBV Gender Based Violence

GP Gram Panchayat

GPLP Gram Panchayat Level Federation
GRCs Gender Resource Centers

ICC Internal Complaint Committee
ICDS Integrated Child Development Scheme
IDIs In-depth Interviews

MIS Management Information Systems
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NMMU National Mission Management Unit
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NULM National Urban Livelihood Missions
PRI Panchayati Raj Institutions

SAC Social Action Committee

SHGs Self Help Groups

SRLM State Rural Livelihood Mission
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Indicators

MIS Dashboard-National
Number of states participated in the National Gender Campaign
2022
Number of activities conducted in National Gender Campaign 2022
Number or participants participated in National Gender Campaign
2022
Number of line ministries/departments participated in the National
Gender Campaign 2022
Activities conducted by the line ministries/departments during the
campaign
Pledge events on Gender Based Violence during the campaign
Participation during pledge events

CLF level

Rallies conducted

Participation in rallies

Meetings organized on GBV during the Gender Campaign
Rangoli events conducted

SHG level

Activities conducted during campaign

Participants attended activities during campaign

Quantitative Online Survey among SHG members-National

Indicator

Aware of activities undertaken during campaign
Respondents DISAGREE with- ‘Better to be a man than a woman’
Respondents DISAGREE with- ‘Boys should get more opportunities’
Self-decision on usage of own money
Knowledge on type of course of action, if GBV incidence happens
Share with SHG/VO/CLF peers
Report to police/competent authorities
Keep it to self/ignore
Issue of GBV not relevant for my community-DISAGREE

Achievement
(in number)

32

5,85,897
3,51,76,492
14

2,151

1,00,042
69,95,181

1,59,808
25,38,583
91,937
44,617

2,96,099
1,49,90,477

Women
(in %)
73

68

70

60

45
32
12
61

Source: MIS Dashboard and Online Survey among SHG members, as on February 13,2023






Key Findings

Preparation and Implementation strategy for the campaign:

(@)

At national and state levels, the assessment findings reveal that well-synchronized
preparatory steps taken to conceptualize and implement the campaign on GBV. Active
participation of the NRLM-NMMU team along with the coordination and support from
SRLMs and the programme teams at districts, blocks up to community levels, across
the country was well chalked out with week-wise themes and activities planned for
the entire campaign period.

Convergence with Line Ministries and Departments at both national and state levels
led to participation of 14 Line Ministries/departments. These included Information
and Broadcasting, Education, Women & Child Development, Health and Family
Welfare, Panchayati Raj, Tribal Affairs, Social Justice and Empowerment, Urban Affairs
and Housing, National Legal Service Authority and National Commission for Women
among others, in various activities throughout the campaign period.

As part of the campaign visibility and to create a buzz about the campaign among the
public across the country, a comprehensive Media Plan for the entire month of the
campaign was drawn with the Ministry of Information and Broadcasting. The official
handles of the social media platforms used to spread messages on preventing gender-
based violence, talk shows, and other programmes, articles, poems, etc. were
organized/published regularly, during the campaign.

In the states, to maximize the reach of the campaign, right from the state
headquarters up to the community level in villages as well as in urban locations,
engagement with various stakeholders took place.

Findings also highlight the initiatives taken during the campaign to build in locally
relevant themes and activities for making the community connect more with the
issue of gender-based violence.

In line with the thematic areas of the campaign, participation of various stakeholders
and particularly of women and men at the community level was encouraged and
ensured in various activities conducted to create awareness, speak up, seek support

and show solidarity against any incidences of GBV happening in their surroundings.
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Reach of the campaign:

(@)

Convergence of different institutions and participation of stakeholders at different
levels, right from the state level to the community level, found during the assessment.
Reach of the campaign to the last mile and stakeholders happened with the
participation of the government officials, SRLM programme officials, elected people’s
representatives and general public, both women and men, adult and youth, during
different phases of the campaign. In a few states, transgender too participated in the
campaign, expanding the reach of the campaign.

e However, in few states like Gujrat, Haryana and Himachal Pradesh, the
campaign started lately due to election. The campaign started after the election
duration was over and continued till January, 2023.

e Online survey findings among SHG members showed that nearly three-fourth of
them were aware about the campaign and its activities conducted in their
community.

Various activities conducted at different levels, right from the states up to SHG/village
levels. As per MIS data, nearly six (06) lakh activities conducted during the campaign
across the country and more than 3.5 crore (35 million) people participated in these
activities. Most of the activities and participation related to the campaign held at
SHG/VO level, to ensure participation of marginalized and vulnerable population, in
particular.

At village and community levels, due to high participation, some activities such as,
rallies, pledge taking events, and rangoli making events repeated in all the four weeks
of the campaign.

e More than 25 lakh people (2.5 million) participated in rallies and more than 63
lakhs (6.3 million) people participated in pledge events.

Fourteen (14) Line Ministries/departments conducted around 4,000+ activities, which
mainly included participation in launch activities, outreach programme at community
level, in schools, among frontline workers, among others.

Around 165 GRCs opened during the campaign across the country to provide a strong
redressal platform for women and give an opportunity for the community members
to discuss and speak up against GBV and related issues.

Relevance of the campaign:

(@)

During the campaign, people of the community, both men and women acknowledged
the prevalence of gender insensitivity and social norms in the community, which leads

to the gender inequality and GBV incidences.
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e Inthe online survey, majority of SHG members (61%) agreed that the campaign
against GBV is relevant for their community.

o All stakeholders, right from SRLMs’ programme officials and functionaries to the
community members, both women and men, observed that the campaign is very
much relevant and as it focuses on GBV and inter-linked issues, which is prevailing in
the society. This was considered a timely stepping stone to sensitize the community
to be aware of different types of GBV, and work towards eliminating GBV from their
families and community, in general.

o Further, the campaign has initiated discussions on various relevant and related-
issues, like gender equality; social evils like dowry, alcoholism, witch hunting, child
marriage, female foeticide; importance of girls & women attaining higher education.
In fact, during the campaign period instances of action taken at the community level
against incidences of GBV or related issues reported across several states. This shows
that people are speaking up, which is one of the core elements of the campaign.

e Online survey findings too showed that nearly 60% of the surveyed SHG members

disagreed with ‘beating of wife by their husbands’ under any circumstances.

Effectiveness of the campaign: Effectiveness of the campaign was captured through the
action taken or intend to act, due to the awareness and sensitization, among the different
sections of the community.

o The campaign was effective as the community members were able to recall the
messages spread during the campaign, in the post-campaign assessment round, as
well. The campaign’s key messages such as ‘Men and women have equal rights’;
‘Daughter and daughter- in-law are equal’; ‘Stop being silent and speak up against
violence’, and many more were recalled by the participants, both women and girls as
well as men and boys, during the discussions held as part of the assessment.

o Encouragingly, participation of men, both adult and young, in the activities conducted
during the campaign, observed and reported by different stakeholders. Men
acknowledging the prevalence of GBV and inter-linked issues in their society emerged
across the states.

o Almost all the participants, be it men or women, strongly felt that the community
needed to take action against any incidences of GBV as well as work towards reducing
gender-based discrimination, which leads to GBV. This highlights that people of the
community, are showing solidarity against the GBV happening in the community.

Further, the campaign triggered discussion among family and neighbors and beyond.
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School students discussed GBV related issues among their peers. Similarly, teachers

reportedly shared messages among fellow teachers in some states.

Enabling factors for the Campaign

o Political will along with active participation of senior government officials at the state

level.

Community support and participation of the general public, both young and adults,
men and women, representing different cross sections of the society, mainly from
rural India, participated with enthusiasm in various activities undertaken during the
campaign period. Support from male members of the community and their
engagement in different activities during the campaign was noticeable and
encouraging.

Convergence and collaboration with different line ministries and departments
provided the much-needed visibility and momentum to various activities undertaken
during the campaign. Use of social media handles by the line ministries to highlight

the campaign activities was also observed.

Challenging factors for the Campaign

o More time required for pre-launch preparation to contextualize messages and

promotional materials to highlight locally relevant issues; orient team members on
campaign activities and MIS.

Identification of follow-up activities post campaign was found missing. This poses
challenge to create enabling and facilitating environment for the community

members, particularly women to share incidences of GBV and speak up against it.

Insights for future campaign on GBV

To strategize the campaign activities for future rounds, the recommendations are broadly

categorized under Preventive activities and Responding measures against GBV. More

specifically it should include

A.

Preventive activities include measures taken to avoid occurrence of GBV incidences.

Regular follow up awareness activities to sustain awareness on different types of GBV
and inter-linked issues at all levels, right from state to community as well as educating
about the laws/ acts in place and appropriate enforcement agencies to approach for

support.
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e Involving all sections of the community (transgender, specially-abled) and age
groups, particularly adolescents and youth, to actively participate in activities to
highlight types of GBV and related issues.

e Organize regular sessions on GBV in schools, colleges, particularly at village/block
levels, by engaging CSOs/CBOs, as partner agencies.

e Sensitizing peoples’ elected representatives and influencers in the community such
as PRI/ULB members, teachers, frontline health workers, religious and faith leaders to
keep a watch over incidences of GBV in their communities and to be a point of first
contact for the community members to approach for support.

e Convergence with line ministries/departments on creating awareness activities GBV
on a long-term basis.

e Gender resource centres facilitate the sensitization of the community on gender
related issues including GBV. Opening of GRCs will provide an opportunity for the
community members to discuss among other issues, GBV, most often considered a

social taboo and women, in particular, hesitate to discuss in public space.

B. Responding measures focuses on creating a support system for redressing incidences of
GBV
e Establishing a multi-sectoral support system to fight against GBV by regular
engagement with line ministries/departments.
e Show solidarity with the survivors of GBV and provide a platform to raise voice
against GBV and its perpetrators.
e Connect SHG members with line ministries/departments to approach for remedial
actions, when they come across incidences of GBV in their communities.
e Provide a dynamic MIS dashboard to keep a database of activities conducted against

GBV as well as maintain updated status of the reported incidences of GBV and action
taken report.

e Role of a designated bureaucrat to monitor cases registered, do follow-ups, track the
progress.
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1.3  ASSESSMENT APPROACH

The qualitative assessment is based on two
rounds (during and post campaign) of rapid
assessment conducted using a mix of virtual
and in-person interviews and group
discussions with service providers and

community members.

The primary data collection in both the
rounds was conducted in 10 States/UT,
namely Andhra Pradesh, Bihar,
Chhattisgarh, Jharkhand, Madhya Pradesh,
Meghalaya, Odisha, Nadu, Uttar
Pradesh and the UT of Puducherry. Within
each study state and UT, two districts were

Tamil

selected and in each district, two villages
were selected for the assessment. Purposive
selection of the states, district, blocks and
villages were done in consultation with the
NMMU
participation

team based on the active
in the campaign period.

(Location details in Annex).

Further, the findings of the qualitative rapid
to the
undertaken during the campaign by the

assessment (related activities
stakeholders at the different administrative
levels i.e. state, district, block, CLF and VO as
well as the line ministries/departments) is
supplemented with the quantitative data
available on Management Information

System (MIS) portal.

At national level on MIS, for quantitative
data, an online form was uploaded for the
survey among SHG members, and was
conducted by the nodal person at CLF level.
Across 24 states, 4,700+ CLFs conducted the
survey among SHG members with voluntary
consent and participation of more than
20,000 SHG members. The report presents

A Report by CMS, March 2023

the findings of the quantitative online
with the
assessment conducted in 10 states.

survey along qualitative

Figure 1: Study States for Qualitative Assessment
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Training of assessment team: Prior to
initiation of data collection, interactive
training sessions for the study team were
conducted using virtual mode of training in
the third week of December 2022. Detailed
orientation was given during training on the
research protocol, discussion guidelines,
developed in English and local languages, as
well as, the ethical dos and don’ts. The data
collection for the two rounds of the
assessment across the ten states was carried
out in the last week of December 2022 and

first week of January 2023.

1.4 LIMITATIONS

The findings based on the two rapid
assessment rounds and purposive selection
of the ten study states and locations may not
be generalized for the country, as gender
campaign activities may vary in other states.
Participation of CLF and women SHG
members in the online survey varied from
state to state. Due to huge difference in
terms of sample achieved, state wise
comparison not done.
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