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About Multi-Country South Asia Global Fund HIV Programme 

The Multi-Country South Asia Global Fund HIV Programme (MSA, second phase) is a regional 

HIV Programme that aims to reduce the impact of, and vulnerability to, HIV of men who have 

sex with men (MSM), hijras and transgender people across seven South Asian countries 

(Afghanistan, Bangladesh, Bhutan, India, Nepal, Pakistan and Sri Lanka) through community 

systems strengthening (CSS).  In Afghanistan, the programme focuses on HIV prevention 

services for men with high risk behaviour. 

The Programme, currently in its third phase, is supported by a $16.7 million grant from the 

Global Fund to Fight AIDS, Tuberculosis and Malaria and will run until 2018. Led by Save the 

Children – Nepal (the Principle Recipient of the Grant), MSA promotes and protects the rights 

of key populations of MSM and transgender people and is building a foundation to ensure that 

regional and country-level community networks continue to be an essential partner in the HIV 

response. It focuses on strengthening community systems to improve coordination with local 

governments and health care providers, deliver concentrated and quality capacity development 

support, and provide technical assistance to ensure high intervention impact and sustainability. 

As a regional Sub-Recipient of the Grant, APCOM carries out a mandate to support high-level 

regional and national-level policy development and advocacy, technical support and research 

activities. At the national and sub-national level, community strengthening and advocacy 

activities are directly implemented by the following community Sub-Recipient organisations:  
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About the Workshop 

Many of non-profit organisations aim to raise awareness and funds for the cause. To do that, the 

organisations need to get their message out, to engage and motivate the audiences. It is 

therefore important for the organisations to know they cut through the information clutter to 

ensure their voice is heard above the rest. In today’s ICT-driven climate, the approach to 

communications is key. 

 

Programme-focused nonprofits often overlook the value of creating a brand or organizational 

identity, not fully recognizing the power brands have. A strong brand not only helps to position 

an organization at a desired level in their service area, but it can also move constituents to 

action. It helps develop trust and, in turn, loyalty, allowing organizations to create sustainable 

relationships with their constituents. 

 

Comprehending and applying the corporate marketing and communication that works in a non-

profit setting will aid the MSA sub-recipient organisations and/or their downstream CBOs to 

further boost their effort in achieving their mission to engage their stakeholders and, in a long 

run, increase the uptake of HIV services among their beneficiaries. 

 

The workshop, which was conducted for one and a half day from 29th to 30th of August 2017 in 

Courtyard by Marriot Bangkok, therefore aimed to equip the participants with valuable insight 

and skills into communication theory, practices, and strategies, as well as with various creative 

ways of engaging their stakeholder through corporate branding, corporate publications, 

community engagement, online presence, media liaison, public relations and corporate 

advertising. 

 

The workshop curriculum is divided into the following lectures: 

• Introduction to Non-Profit Communication Strategy 

• Understanding the Role of Branding in Non-Profit Sector 

• Media Liaison, Public Relations and Community Engagement 

• The Role of Online Platforms to Profile the Organisation and Its Works 

 

The facilitators of the workshop are: 

• APCOM Communications and Partnership Senior Manager Michael Badorrek 

• APCOM Senior Media and Communications Officer Safir Soeparna 

• APCOM Media and Communications Officer Andrey Tran 

• UNFPA Asia and the Pacific’s Regional Communications Advisor Roy Wadia 

 

Each of the lectures above are accompanied by individual/group exercises and/or hands-on 

masterclass. For a complete agenda and the allocation of the facilitators of the Workshop, 

kindly see Annex 1. 
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List of Participating Community Organisations 

The following table enlists the participating local community organisations representing the 

Programme’s national SR partners and their downstream CBOs. 

Afghanistan Youth Health and Development Organization (YHDO) 

Bangladesh Bandhu Social Welfare Society (Bandhu) 

Bhutan Lhak-Sam (BNP+) 

India 
The Humsafar Trust 

Gaurav 

 PAYANA 

 Volunteer Health Services (VHS) 

Nepal Blue Diamond Society 

Pakistan 

Dareecha Male Health Society 

Dostana Male Health Society 

Humraaz Male Health Society 

Khawaja Sira Society (KSS) 

Parwaaz Male Health Society 

Pireh Male Health Society 

Sri Lanka Family Planning Association (FPA) Sri Lanka 

 

For a complete list of the participants’ names, kindly see Annex 4.  
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Workshop Records 

Introduction to Non-Profit Communication Strategy 

Lecture 

The lecture was presented by APCOM Communications and Partnership Senior Manager 

Michael Badorrek. The talk began with the explanation of corporate communication in a simpler 

idea; which is what an organization wants to communicate with its stakeholders. Moreover, the 

speaker also emphasized the four main aspects of corporate communications - Marketing, 

Public relations, Advertising and Branding. This then lead to questions from the participants 

regarding the differences between marketing and public relations; Michael made clear that the 

main difference between  marketing and public relations is that marketing involves promoting a 

product or a service whereas public relations involves promoting the need for product or 

service, and for the organizations which provide them.   

In addition, it was elucidated that the goals to be set by the organizations for the communication 

strategies must consider the need to provide knowledge, increase awareness and encourage 

people to support our work. Furthermore, a list of potential stakeholders was presented to the 

participants along with the communication channels that they could use in order to achieve 

success in marketing and public relation aspects of communication strategy. Moreover, real life 

examples were also provided for the participants to understand the theory being put in practice. 

One of the main examples involved corporate communications of SRS – Seniors Right Service, 

an organization that provides legal advice and support for senior citizens who are experiencing 

problems. The example provided clearly showed how the short term goals of the organization 

were to attract the government attention in order to gain support from them along with the 

various marketing channels to be used such as advertising on social media, billboards, 

Merchandise and on their website, amongst many other platforms. In addition, the speaker also 

presented a SWOT analysis for Senior Right Services in order to encourage the participants to 

create one for their organizations just as well. 

The lecture then concluded with the speaker demonstrating the value of branding in an 

organization. In the speakers words, “Branding is how you talk about who you are and why you 

exist as an organization”. Branding also involved the way organizations set their Tagline (very 

simple statement that captures the essence about the organization that grabs the reader’s 

attention), their positioning statement (a detailed statement and explanation regarding what 

the organization does) and their Organizational message (the value of the work that the 

organization does).  

The speaker then summarized the key learning of the lecture regarding Marketing and public 

relations and how digital communication, including social media as well as the websites, play a 

vital role in sending a message as well as attracting more people to support the organization. 

Moreover, the importance of Data Management and Capacity Development was also 

encouraged as it results in operations running smoothly while saving time and energy in the long 

run. 
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Exercise: Developing a Communication Strategy 

The participants were given a Communication Strategy template (downloadable from the 

Knowledge Collateral folder, see Annex 5) and facilitated to fill in the template based on their 

organisation’s vision and mission.  

Through the exercises, participants were guided to assess their organisation’s communication 

goal, stakeholder targeting, communication channels and their performance, SWOT analysis, 

and system upgrades they needed to activate or improve their branding, marketing, pubic 

relation. 

 

Understanding the Role of Brand in Non-Profit Sector 

Lecture 

Presented by Safir Soeparna, APCOM Senior Communications Officer, the lecture begins with 

presentation of the logos of famous brands while giving the participants of the lecture to choose 

their preference based on just the logo and an idea of the brand identity that they might have. 

This showed the participants how important brand identity could be due to the fact that it is one 

of the main deciding factors when it comes to support that is to be gained from people. Safir 

then explained that “Branding is a psychological construct held in the minds of all those aware of 

the branded organization, product, person or movement” and the effects of branding such as 

the perception of what the organization stands for, the relationship with the donor, the trust 

given by the beneficiaries. Moreover, it also has a huge impact on the confidence given by the 

fellow community organizations. 

In addition, it was illustrated that the five main vital aspects that make up a branding involve; 

Vision, Mission, Positioning, Values and Personality while the 5 aspects of a brand identity 

involve name, logo, tagline, typography and color tones. Moreover, besides taking into 

consideration the 5 aspects each of branding as well as branding identity, there are various 

other sides of what makes a strong logo. Few indicators of a strong logo involve: distinctiveness, 

scalability and logo variation. The lecturer then demonstrated with the help of examples of 

other brand’s logos regarding the variation of an organization’s logo including their use of 

tagline/domain depending on the space as well as the background color. 

This was then infused with the idea of consistently applying brand identity at every touch point 

of the stakeholders as the more they see and notice the logo, the more they will begin to 

remember and recognize the organization. Moreover, the development of a guideline of a 

branding identity is essential as it not only helps existing employees of an organization to follow 

the directions but it also helps new employees that are facilitated with the organization to 

utilize and make the correct use of the logo. 

The lecture was then concluded with the speaker showing examples of other organization’s 

brand as well as ideas of brand identities that stand out. In addition, the speaker also 

encouraged the participants to generate a brand identity that stands out rather than being one 
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with the crowd as the brand that stands out is more likely to be contacted by new as well as 

potential stakeholders.  

Exercise: Organisation’s Branding Consistency Appraisal 

The exercise aims to directly involve the participants to assess the branding identity of their 

organisation’s visual assets and that of their peer organisations. Prior to the Workshop, the 

participants were tasked to bring their most recent corporate communication products (annual 

report, brochure, leaflet, training manual, strategic information publication, press release, 

poster, invitation, etc) for this exercise.  

The participants are divided into three groups, each facilitated by Michal Badorrek, Safir 

Soeparna and Andrey Tran. Within each group, the participants were facilitated to examine the 

branding identity constancy of their visual assets, such as whether or not the same color tones 

were applied across their publication, whether or not the logo and the tagline was legible on 

their print out, whether or not the typeface of the text were applied across their brochures, etc. 

 

Media Liaison, Public Relations and Community Engagement 

Lecture 

The lecture was presented by Michael Badorrek and UNFPA Asia-Pacific Regional 

Communications Advisor and former APCOM vice chairperson Roy Wadia. In the lecture, 

Michael began with emphasizing on the importance of building relationships with organizations 

as well as individuals so that they are willing to join hands with the participant’s organizations. 

Some of the few ways suggested by the speaker for the participants to ensure community 

engagement is through Media, Collaterals as well as events. 

A combination of media, collaterals and events results in brand management which then is used 

to earn trust, respect and loyalty from other individuals as well as organizations. Moreover, the 

speaker encouraged the participants to use existing community media channels they had to the 

best of their potential as well as generating new media channels through social media, 

newsletters as well as events. 

Roy Wadia later then expanded with details on the idea that Michael had shared. The main 

focus of Roy’s lecture was on how to grab people’s attention and how to keep them asking for 

more. Roy explained how the new form of media is not offline with cameras and microphones at 

a press conference but more of social media and websites with a strong online presence. 

Furthermore, he explained how social media is now the main focus of all media interactions 

which has lead of a 21% increase in worldwide users of social media. Moreover, the media 

outreach of all the participant’s organization is increase strategically once they utilize social 

media platforms. The Speaker also stated that regardless of which social media platforms the 

participant’s use, the most important part of that makes any story appealing is still the content 

that they will use. The participants then shared their experiences on how using social media has 

helped them promote their content in the past. 
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Facilitator Roy Wadia explaining the editorial insight of a storytelling 

Furthermore, the speaker also explained that the most appealing part of the content that 

nonprofit organizations publish is the enterprise stories. Enterprise stories involve human level 

interactions that gain interest from stakeholders and make headlines. In addition, the speaker 

then explained the process that the big news publishing firms go through while publishing and 

selecting a story, while giving the participants advice on making sure that their story has a lot of 

graphics and statistics so that it is more likely to be picked up by news agencies.  

The lecture was then concluded with the speaker showing examples of successful social media 

content published by other organizations. Most of the content had short introductions with 

strong appealing photographs that were aimed at the target audience that the organizations 

wanted support from. Moreover, different social media platforms and their different usage was 

also discussed; twitter involves more hashtags, Facebook involves pictures with a story while 

Instagram is used to mainly focus on telling a story through the picture. 

Masterclass #1: How to Write a Press Release 

Facilitated by Roy Wadia, the masterclass taught the participants to write effective news 

releases. A relevant study case was presented to the participants as the subject story of the 

press release. A total of 12 participants attended the masterclass and were divided into three 

groups of four. Each group was then asked to present their press release draft and received a 

constructive feedback from Roy. 

Masterclass #2: How to Engage Stakeholders using Digital Platform 

Facilitated by Michael Badorrek, the masterclass introduced the attending 12 participants to 

NationBuilder. NationBuilder is a Community Organizing System (COS), combining both a 

website and a customer relationship management (CRM) into one integrated service. The tool 

has been proven to show that non-profit organisations, regardless of their scales, can run 

systematic stakeholder engagement without huge investment of funding and technology 

capacity . It's also useful for anyone organizing a community – online or offline – from PTAs to 

sports fan sites. 
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The Role of Online Platforms to Profile the Organisation and Its Works 

The lecture was presented by APCOM Media and Communications Officer Andrey Tran. 

Andrey started out with the demonstration which explained the increased use of social media 

and other online platforms by the general population which hinted at the increased opportunity 

for organizations to publish their content online in order to reach a wider audience. Moreover, 

the speaker also explained how “Online Presence” of an organization is vital for its existence 

amongst other organizations as it shows every detail and information that a potential 

stakeholder might need while building trust and generating leads.  

The speaker also illustrated the key online channels that the participants were encouraged to 

engage with. The key online channels involved website as well as various social media platforms. 

As stated by the speaker – “A site or website is a central location of various web pages that are 

all related and can be accessed by visiting the home page using a browser”; a website is basically 

a set of pages combined together that displays important information about the organization. In 

addition, the speaker then encouraged the participants to engage in social networking 

platforms as it is the easiest way that they can use to share their ideas and communicate with 

their audience. The speaker then demonstrated micro blogging services where every follower of 

the organization gets to view their content as opposed to other social media websites. One of 

the micro blogging platforms shared with the participants involved twitter while media sharing 

websites shared with the participants involved YouTube and Flickr. 

 

Facilitator Andrey Tran explaining the methods to amplify the participants’ organisation’s online presence 

 

The lecture concluded with the speaker encouraging the participants to engage in social media 

to increase their online presence with the help of blogs. The main reason for writing blogs is due 

to the personal ion kept a clear focus on their target audience while also writing compelling 

content that is effective and calls-to-action 
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Masterclass #3: How to Set Up a Facebook Page 

Facilitated by Safir Soeparna, the masterclass aimed to help the participants build a Facebook 

page for their organisation and use it to reach out more stakeholders and communicate their 

work. Seven (7) participants attended the masterclass, with each equipped with their own 

laptop to build the page one setting at a time. 

During the masterclass, insight on how to ensure that the online presence of the Facebook page 

does not affect the safety and security of their organisations, particulary those who were 

operating in hostile/vulnerable environment, were explained meticulously. 

 

The participants setting up a Facebook page while learning insights specific to non-profit perusal of Facebook 

 

Masterclass #4: How to Create an Engaging Visual Content 

Facilitated by Andrey Tran, the masterclass aimed to train the participants how to create a 

visual content (artwork) for their corporate communication purposes using Canva – a free web-

based graphic design application. 

Canva has an easy to use drag-and-drop interface and provides access to over a million 

photographs, graphics, and fonts, making it easy to be used by non-professionals. With the task 

to create a poster of their actual upcoming event, a total of 14 participants who attended the 

masterclass were guided step by step to get familiarised with Canva. In a nutshell, the 

masterclass instilled the notion that the participants did not need a professional graphic 

designer, particularly in case of limited resources, to create an aesthetically-pleasing corporate 

communication products. 
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The participants trying out Canva with the exercise of creating a poster for their upcoming community event 
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Knowledge Gained 

The below table shows the scores of the pre- and post-test of the participants and the changes 

of the score between the two tests. The test contains a series of questions examining the 

knowledge of the participants representing the knowledge presented under the four main 

topics of the Workshop. To see the questions and answer sheet of the test, see Annex 2. 

Country Organization Name Pre Test 
Score  

Post Test 
Score 

Score 
Increase 

Afghanistan YHDO 1.5 8.5 7 

Bangladesh  Bandhu 
2.5 7.5 5 

6.5 8.5 2 
2.5 8.5 6 

Bhutan Lhak-Sam (BNP+) 
5.5 9 3.5 
6.5 8.5 2 

India 

The Humsafar Trust 
5 10 5 
7 9 2 
7 10 3 

VHS 
4.5 8.5 4 
2.5 7.5 5 
5.5 7.5 2 

Gaurav 6.5 8.5 2 

Nepal Blue Diamond Society 
6 8 2 

3.5 8 4.5 
3.5 8 4.5 

Pakistan 

Khwaja Sira Society 8 10 2 
Pireh Male Health Society 6 10 4 
Parwaz Male Health Society 7.5 9.5 2 
Dostana Male Health Society 7 8 1 
Dareecha Male Health Society 7.5 9 1.5 
Humraaz Male Health Society 6.5 8.5 2 

Sri Lanka FPA 
8.5 10 1.5 

8 10 2 
8.5 9.5 1 

  Aggregated Average Score 5.74 8.8 3.06 
 

Solely based on the pre- and post-test score dynamics, a knowledge increase on the topic of 

Workshops occur with all of the participants, ranging from an increase of one (1) to six (6) 

points.   
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Feedback and Evaluation 

Below is the synthesis of the appraisal of the Workshop based on the verbal feedback 

discussion and the answers to the evaluation form disseminated to the participants1 at the end 

of the Workshop. 

The majority of the participants (80%) were very satisfied with the workshop. However, all 24 of 

the participants thought that they needed more time to learn and wished for increased duration 

of the entire workshop, particularly for sessions on Branding and Media Liaison, Public Relations 
and Community Engagement. On the other hand, half of the participants stated that introduction 
to communication strategies and online presence could’ve been delivered in lesser duration. Two 

out of 24 participants thought that no session required less time and the time was appropriately 

managed by the facilitators.  

Almost every participant (80%) pointed out that the content of marketing and communication 

workshop was very relevant to their organizations and that all the facilitators were very skillful 

in their presentations. 

When asked the question of whether or not the participants agree that they learned valuable 

lessons from the Media Liaison, Public Relations and Community Engagement masterclasses, 22 

out of 24 participants chose either “strongly agree” or “agree”, one participant chose “somewhat 

agree” and another chose not to respond. 

The result was similar for when the participants were asked if they learned new things from 

Online Presence masterclasses. All of the participants chose either “agree” or “strongly agree”.  

Participants also thought that the marketing and communication skills that they will be able to 

immediately apply in their work would be: 

• webpage development (8 participants) 

• creating an online presence (5 participants) 

• developing communication strategies (3 participants) 

• conducting community engagement (2 participants) 

• updating branding identity (3 Participants) 

All in all, the biggest takeaways from the course according to the participants were the 

communication strategies (6 participants), online presence (6 participants), social media strategies 

(5 participants), logo generation (3 participants) and branding (3 participants). 

Lastly, 6 out of 20 of the participants stated that they would like to be invited again for more 

workshops and masterclasses, while the rest of the 14 participants wrote that the workshop set 

up by the APCOM team was great and thanked the team for organizing the masterclasses. 

                                                                    

 

1 A number of the filled evaluation forms is 24 out of 25 participants. One participant did not attend the 

evaluation session due to being ill. 
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Annex 1: Workshop Agenda 

Day 1: August 29 

TIME AGENDA METHODOLOGY FACILITATOR 
13.30 – 13.45 Participants’ Pre-Test on Marketing and Communication Skills 

13:45 – 14:15 Introduction to Non-Profit 

Communication Strategy 

Lecture Michael Badorrek 

APCOM Senior 
Manager – 
Communications and 
Partnerships  

14:15 – 15:15 Organisation’s Communication 

Strategy Assessment 

Exercise APCOM 
Communications 
Unit Staff 

15:15 – 15:30 Coffee/Tea break 

15:30 – 16:45 Understanding The Role of Branding 

in Non-Profit Sector 

Lecture Safir Soeparna 

APCOM Senior 
Communications 
Officer 

16:45 – 17:30 Organisation’s Branding Consistency 

Appraisal 

Exercise APCOM 
Communications 
Unit Staff 

17:30 – 17:45 Closing 

 

Day 2: August 30 

TIME AGENDA METHODOLOGY FACILITATOR 
  9:00 – 10:30 Media Liaison, Public Relations and 

Community Engagement (Part 1): 
Introduction 

 

Lecture Michael Badorrek 

10:30 – 10:45 Coffee/Tea Break 

10:45 – 12:30 Media Liaison, Public Relations and 
Community Engagement (Part 2): 
Masterclasses 

Masterclass #1: 
How to create and 

develop effective 

media liaisons and 

public relations assets 

to engage the public 

audience 

Roy Wadia 

UNFPA Asia and the 
Pacific’s Regional 
Communications 
Advisor  

Masterclass #2: 
How to use digital 

strategy and offline 

events to engage the 

community members 

Michael Badorrek 

12:30 – 13:30 Lunch 

13:30 – 14:00 Online Presence (Part 1):  
Introduction to the Role of Online 

Platforms to Profile the 

Organisation and Its Works 

Lecture Andrey Tran 
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14:00 – 14.15 Ice Breaker 
14:15 – 16:30 Online Presence (Part 2): 

Masterclasses 

Masterclass #3: 
Setting up an effective 

Facebook page for 

non-profit sector 

Safir Soeparna 

Masterclass #4: 
Creating visual 

content (artworks) for 

your organisation’s 

online presence with 

free and simple online 

tool (Canva.com) 

 

Andrey Tran 

16:30 – 16.45 Coffee/Tea Break 

16:45 – 17:30 Post-Test on Marketing and Communication Skills, Feedback Questionnaire Filling, 

Certification, Group Photo and Closing 
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Annex 2: Pre-/Post-Test2 

 

1. Which two of the following are the main types of corporate communication? (Please tick two 

boxes) 

 Advertising 

x Marketing 

 Branding 

x Public Relations 

 Media Liaison 

  

2. In corporate communications, CRM stands for: 

a. Communication Regulation Matrix 
b. Community Relationship Management 
c. Civic Research Module 
d. Corporate Reporting Media  

3. Which one of the below organisational assets that is NOT part of the organisation’s branding? 

(a) vision 

(b) mission 

(c) objectives 

(d) positioning 

(e) personality 

(f) everything above is part of the organisation’s branding 

  

4. The logo of your organisation should be available in vector format so that it can be rescaled to 

any sizes. Which one of the file formats below that is NOT a vector? 

(a) EPS  

(b) SVG 

(c) JPEG 

(d) AI  

                                                                    

 

2 The answer(s) to each question is highlighted. 
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5. Please identity whether each of the below statements is categorized as tagline, positioning 
statement OR organizational message. 

 
STATEMENT 

CATEGORY (Please circle one correct 

category for each statement) 

5.1 

Seniors Rights Service is a community legal 

centre that protects the rights of older 

people by providing telephone advice, 

advocacy, legal advice and educational 

services. 

Tagline 
Positioning 
Statement 

Organisational 
Message 

5.2 Your Rights, Your Voice Tagline 
Positioning 
Statement 

Organisational 
Message 

5.3 

Every year, SRS’s team of experienced 

solicitors and advocates stand up for 

thousands of older people throughout NSW 

whose rights are being violated by aged 

care operators, service providers and 

family members. Unlike other agencies, 

we’re a not-for-profit, community based 

organisation which means you’ll get a 

genuinely independent service which you 

can trust is putting your interests first. 

Tagline 
Positioning 
Statement 

Organisational 
Message 

 

6. Which of the below is NOT a type of community media? 

a. Newsletters  c.   Events 
b. Social media  d.   Mass Media 

7. A media release should outline which of the following types of information: 

a. What   e.   How 
b. When   f.    Why 
c. Where   g.   All of the above 
d. Who 

8. What does an organisation’s online presence mean? 

 (a) a website of the organisation 

 (b) social media channels of the organisation 

 (c) a blog of the organisation 

 (d) an organisation’s touchpoint that can be found through online search. 

 

9.  Which one(s) of these are social media channels? (Tick the right box) 

 Google 

x Facebook 

x LinkedIn 

x Instagram 
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Annex 4: List of Participants 

No Country Name Position Organization 

1 Afghanistan Dr. Abdul Rasheed Executive Director YHDO 

2 

Bangladesh  

Mr. Md. Masbah Ahmed 
Deputy Manager-
Training 

Bandhu Social Welfare  
Society (Bandhu) 

3 Mr. Md. Muzib Tarique 
Assistant Manager-
Training 

4 Mr. Md. Moshiur Rahman 
Deputy Manager-
Advocacy 

5 
Bhutan 

Mr. Deyon Phuntsho Media Focal Person 
Lhak- Sam 

6 Mr. Dhanraj Rai IT Officer 

7 

India 

Mr. Shaibu Thomas Media Coordinator  

The Humsafar Trust 
8 

Mr. Tinesh Govind 
Chopade 

Assistant Program 
Manager & Media 
Team member 

9 Mr. Yashwinder Singh 
Programme 
Manager 

10 Mr. Sivaramakrishnan 
Programme 
Manager 

Volunteer Health 
Services (VHS) 

11 Ms. Chandini President PAYANA 

12 Mr. Virender Raj Program Manager 
Volunteer Health 

Services (VHS) 

13 Mr. Dhiraj Gohil 
Executive Board 
Member 

Gaurav 

14 

Nepal 

Ms. Rukshana Kapali 
Communication 
Officer 

Blue Diamond Society 15 Naresh Phayel 
Radio Technician/ 
Journalist  

16 Mr. Subash Pokhrel 
Monitoring & 
Evaluation Officer 

17 

Pakistan 

Mr. Azhar Ali 
Finance and Admin 
Manager 

Khawaja Sira Society 
(KSS) 

18 Mr. Wajid Ali 
Programme 
Director 

Pireh Male Health 
Society 

19 Mr. Ali Asghar 
Programme 
Director 

Parwaz Male Health 
Society 

20 Mr. Khursand Akhtar DIC Coordinator 
Dostana Male Health 

Society 

21 Mr. Ammad Baig DIC Coordinator 
Dareecha Male Health 

Society 
 

22 Mr. Kashif Abdul Rasheed DIC Director 
Humraaz Male Health 

Society 

23 

Sri Lanka 

Mr. Senel Wanniarachchi 
Senior Manager 
Advocacy 

FPA Sri Lanka 24 
Mr. Koswattage Don 
Aritha Gishan 
Wickramasinghe 

Director - Equality 
Law 

25 
Mr. Saranga Anjana 
Wijerathne 

Individual Social 
Media Activist 
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Annex 5: Knowledge Collaterals 

The presentation and the handouts, including the tools used during exercises, are available for 

download at the folder in https://goo.gl/ENmbfN 

The folder contain the following content tree: 

Main Folder Sub Folder(s) 
Lectures 

 
Masterclass 

 
 

https://goo.gl/ENmbfN


 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

APCOM team and the participants holding their training certificates 
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