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The WinS Network
www.winsnetwork.org

Who we are? 

Global inter-agency network

winsnetwork@giz.de

Objectives:

✔ To harmonize efforts in WinS 

✔ To support ministries of Education 
to improve WinS services by 
aligning efforts among 
development partners and NGOs

Our core group members: UNICEF, 

GIZ, Save the Children, WaterAid, the 

WHO/UNICEF Joint Monitoring 

Programme (JMP), London School of 

Hygiene and Tropical Medicine, Emory 

University, UNESCO

Working streams: 

•Advocacy, policy, and system 
strengthening 

•Monitoring and reporting 

•Research and evidence-building 
•Gender including MHH

•WinS programming

•Knowledge management, 
capacity development, learning 
and exchange



Belinda Abraham

An international development specialist with over 20 
years experience in the WASH and education sectors in 
Sub-saharan Africa and Southeast Asia. Worked with 
UNICEF, GIZ, and a number of international NGOs in 
seven countries

• American national

• MSc. International Development Planning, University 
of Guelph, Canada

• BA (International Development) and BSc.(Biology), 
Dalhousie University, Canada

Presently:

• Supporting the global WinS (WASH in Schools) 
Secretariat  

• Working with German-based NGO Viva Con Agua 
Sankt Pauli on Institutional Fundraising. 

• Consulting with M4E German based consultancy firm  
undertake Global Three Star Approach Study
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Agenda

• Opening Remarks
• Presentations

-Social media as an advocacy tool

-#LetsTalkPeriod Philippines

-Nepal’s Menstrual Movement

• Reactions

• Open forum

• Synthesis

• Closing Remarks



Where are you joining us from?

ⓘ Start presenting to display the poll results on this slide.

Join at
slido.com

#2425 110



Which sectors do you work? NGO, 
Government, Entertainment, Business, 
Communication, self-employed, Education, 
Health, Academia, etc..

ⓘ Start presenting to display the poll results on this slide.

Join at
slido.com

#2425 110



Opening Remarks 

Dr. Juan Alfonso Leonardia

Principal Advisor, Advancing 
Girls’ Rights through 
Improved Menstrual Health 
and Hygiene Project

GIZ Philippines





MHM within WASH in Schools

FIT supports Ministries of Education
in implementing MHM-related
activities as part of WASH in Schools
to ensure that menstruation will not
be a barrier to education

MHM embedded within WASH in
Schools (WinS) provides opportunity
to:

• Transform schools into places
where facilities comply with girls’
needs;

• Provide access to information
about menstruation in order to
address taboos and
misconceptions in a culturally
sensitive manner and without
direct parental interference; and

• Contribute to increased public
awareness and appropriate
action



Session objectives

• to showcase the role of social media and 
influencers in advancing MHH;

• to present the strengths, impact, and challenges of 
using social media; and

• to provide a platform to discuss its use in other 
countries



Presenters

Chikondi Kanyenda
KETASE Malawi

Liza Maraña
GIZ Philippines

Kathleen Paton 
Ms. Eco International 2022 
and GIZ MHH Ambassador

Sami Pande
GIZ Nepal

Social media as 
an advocacy tool #LetsTalkPeriod Philippines Nepal’s Menstrual 

Movement



Reactors

Grace Mwanza

GIZ Zambia
Suffix

Influencer/rapper

Malawi

Silvia Fernandez Castro

Munich Graduate School 
of Economics 

Ina Jurga 

WASH United



Chikondi Kanyenda

Chiko is a trained Economist who
works as the Project and Finance
Director of KETASE. She has expertise
is in leading cross-functional teams
and managing complex initiatives
across regional projects in the INGO
sector. Chiko’s work with her team
NyalixKETASE centers around youth
advocacy, arts, education, child
protection, and Diversity and
Inclusion projects and campaigns
from planning to implementation.



Universal Languages for Behaviour 
Change (UL4BC)
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UL4BC uses Art, Comics, 

Music, Sports and Games 

to engage people for 

WASH  behaviour change.

Joy and fun elicit positive 

emotions and connections 

that can encourage the 

retention of messages and  

behaviour change.

People engage when things 

are fun!!!!!



WATERPROOF :  DANCE4WASH  is  a YOUTH 

CENTRED awareness & sensitisation DANCE campaign for increased 
pandemic resilience in Africa

1.0 Project Objective:

To reach school children ages 8-18 years via in

person activities and social media on WASH

and pandemic resilience messages.

2.0 Location:

Capital and urban centres of Malawi, Rwanda,

South Africa, Tanzania, Uganda and Zambia

3.0 Timeframe

From October 2022 until September 2023

4.0 Results:

• Content creation: two comic animations

videos

• Art murals in Malawi and Uganda

• Six co-creation and planning workshops, one

in each country.

• Dance competitions in each country.

• Social media plan for each country with

information on youth demographics,

communication channels, and collaboration

with popular artists, and influencers.

• Monitor social media reach within six

countries

Strategies:

∙ Mobilise VcA’s networks

∙ Digitize content for social media

∙ Expand UL4BC programme outreach

∙ Engage education stakeholders for school-

based promotion



•
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Shake it, Break it, WASH it & Make 
it























Can social media be used to tackle 
social pressures and stigma?

ⓘ Start presenting to display the poll results on this slide.

Join at
slido.com

#2425 110



Liza Maraña

Liza Marana has been working as a 
Social Media Advisor for the GIZ 
Menstrual Health and Hygiene 
Program (MHH) since 2022. She 
earned her bachelor’s degree in 
development communication from 
the University of the Philippines Los 
Baños and has several years of 
experience in the fields of social 
media marketing and behavior 
change communication.



Kathleen Paton

Kathleen Paton is a pageant queen, 
actress, and a model from Malay, 
Aklan, Philippines. She was crowned 
as Ms. Eco Philippines in 2021 and 
later on represented the country at 
Ms Eco International 2022 and won. 
Aside from being a Goodwill 
Ambassador for Menstrual Health 
and Hygiene, she is also very active in 
her other advocacies such as water 
sustainability and mental health. 



Role of Social Media in Raising 

Awareness on Menstrual Health and 

Hygiene

Implemented by
J
U

N
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Snapshot of 

policies, 

strategies and 

guidelines with 

attention to 

menstrual health 

across South 

East Asia 



MHH SOCIAL MEDIA CAMPAIGN

• Address common myths around menstruation

• Provide facts about menstruation in fun and engaging ways 

• Provide surprising angles for girls, boys, and school personnel on how to talk 

about menstruation and tackle it in school settings





Use the event as a platform 

to spread the message of 

normalizing conversations 

about menstruation. 

Women’s Month 

Concert



Menstrual health 

and hygiene as part 

of a wider advocacy 

on women’s rights, 

gender equality, and 

social justice.

Women’s Month 

Concert



65K

6.8K

REACH

ENGAGEMENT

Published series of 

promotional posts 

for the Women’s 

Month concert.

Women’s Month 

Concert 

Promotion
10.4%

ENGAGEMENT

RATE

13K

885

REACH

ENGAGEMENT

6.7%
ENGAGEMENT

RATE



108K

1.5K

REACH

ENGAGEMENT

1.3K

306

REACH

ENGAGEMENT

The content 

generated from the 

event such as 

pictures, videos, and 

advocacy messages 

were posted after 

the event.

Women’s Month 

Concert Event 

Highlights



#LetsTalkPERIOD 

Campaign



A campaign that aims to 

normalize conversation and 

break the taboo around 

menstruation to promote 

gender equality.
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#LetsTalkPERIOD Campaign



KEKI ADHIKARI
Actress, Producer,

Goodwill Ambassador

FATMA HAXHIALIU
TV Host, Journalist

Goodwill Ambassador



KATHLEEN PATON

Ms. Eco International 2022

MHH Goodwill Ambassador

72.8K 

followers

22.1K 

followers

KIRK BONDAD

Mr. World Philippines 2022

MHH Goodwill Ambassador

140K 

followers



Launched Kathleen and 

Kirk as MHH Goodwill 

Ambassadors in 

celebration of Women’s 

Month.

Period talk with students to 

normalize conversations 

about menstruation and end 

period stigma.

Emphasize the role of men in 

normalizing conversations 

about menstruation.

#LetsTalkPERIOD Campaign



#LetsTalkPERIOD Campaign

Partnered with the German Embassy 

Manila for a video campaign 

highlighting the importance of Sexual 

and Reproductive Health Education in 

the Philippines.

Conducted street interviews to find 

out what people think and know about 

menstruation.



http://drive.google.com/file/d/1wm6bGb5MdEnkiSCqSEOQ0FkrVWDLXNVL/view


CAMPAIGN

ANALYTICS

34.3K
AVERAGE REACH

3.1K
AVERAGE 

ENGAGEMENT

8.7%
AVERAGE 

ENGAGEMENT RATE

8
NO. OF POSTS



38.7K

652

25.8K

3K

52.7K

3.5K

REACH

ENGAGEMENT

ENGAGEMENT

RATE

1.7% 11.5%6.6%

CAMPAIGN ANALYTICS

REACH

ENGAGEMENT

ENGAGEMENT

RATE

REACH

ENGAGEMENT

ENGAGEMENT

RATE



• Lack of dedicated page specifically for the campaign

• Lack of presence across different social media platforms

• Limitations of social analytics tools to track mentions and use of 

hashtags 

07.06.2023www.fitforschool.international  // 53

Challenges



• Be clear with who you want to target and which platform to use

• When involving influencers, get to know their audience as well

• Continuously monitor your campaign  and be flexible with changes based 

on your observations

• Keep up with the latest trends and changes in different social media 

platforms

• Remember to always involve the influencers you are working with in 

campaign development

07.06.2023www.fitforschool.international  // 54

Lessons Learned and Recommendations



www.fitforschool.international

Implemented by



What elements are in a good social media 
campaign?

ⓘ Start presenting to display the poll results on this slide.

Join at
slido.com

#2425 110



What are the possible impacts, benefits, 
or positive side of working with social 
media?

ⓘ Start presenting to display the poll results on this slide.

Join at
slido.com

#2425 110



Sami Pande

Sami Pande works as a Technical 
Advisor for GIZ-Support to the Health 
Sector Strategy since 2019. She has 
done Masters of Public Health from 
The University of Adelaide and has 
several years of experience working 
in Public Health field in Nepal 
especially in Adolescent Sexual 
reproductive Health, Comprehensive 
Sexuality Education, WASH in School 
and Menstrual Health and Hygiene 
areas.



1. Click on this icon 
to insert a new 
photo.

2. Reset the slide. 3. Where necessary, 
change the section using 
the ‘Crop’ function.

How the #LetsTalkPERIOD Approach evolved from the 
#NepalsMenstrualMovement Social Media Campaign

– A Journey –

Sami Pande

Support to the Health Sector Strategy

GIZ Nepal, 06.08.2023



CLICKTIVISM as a
tool to tackle taboos
around menstruation
and to empower
young women
around the globe.



THE CHALLENGE:
In many countries the 
wider public lacks awareness
of MHH issues.

OUR SOLUTION:
Engage locally respected, 
social media-savvy celebrities as 
Goodwill Ambassadors who will 
front social media campaigns 
for awareness raising and 
behaviour change.







Province level 
Goodwill Ambassador

• Supported by Finish 
WASH Project

• Folk Singer appointed as 
Good-will Ambassador 
for MHM in Sudur 
Paschim Province of 
Nepal

• Led musical campaign in 
8 rural municipalities in 
the Far-west part of 
Nepal



Momentum continued 
by the MHM Partner’s 
Alliance Nepal

• Collaboration between Keki Adhikari and 
Prakash Saput – a popular male singer

• Music video on Women Empowerment and 
Menstruation (2 parts)

• Supported by MHM Partners Alliance, UNICEF 
Nepal, Plan International and Beyond Beijing 
Committee Nepal

• 3 Million  views (06/2023)





http://www.youtube.com/watch?v=tUFaPMV41gM




Key Takeaways

• Letting a media personality with many followers front 
awareness-raising and behaviour change campaigns as 
Goodwill Ambassador can significantly boost campaigns’ 
reach. 

• Choosing the right personality matters! Passionate 
Influencers can figure out creative ways to aware public

• Sensitization to the influencer is important through 
different means

• Solidarity is important for the social campaign



Thank You

Sami Pande 
Support to the 
Health Sector 
Strategy,
GIZ Nepal
sami.pande@giz.de

Jan Schlenk 
WaPo-RE, 
GIZ Germany 
jan.schlenk@giz.de

mailto:sami.pande@giz.de
mailto:jan.schlenk@giz.de


What are the challenges, negative, or 
downside of working with social media?

ⓘ Start presenting to display the poll results on this slide.
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Is there a trade-off between getting a 
high reach in terms of audience versus 
getting the message correct? 
ⓘ Start presenting to display the poll results on this slide.

Join at
slido.com

#2425 110



Reactions



Grace Mwanza

Grace has an Environmental Health background

and has been working in Water and Sanitation for

the past 10 years. She worked in both rural and

urban local authorities and had a short stint

lecturing Environmental Health with a focus on

WASH, Food Safety and Infection Prevention (IPC)

at a private university in Zambia. After this, she

joined GIZ in 2021 under the Reform of the Water

Sector Programme Phase II (RWS II). She serves as

the gender focal point of the programme.

Her interests are in the water security, climate

resilience and adaptation, gender transformative

approaches and any form of sanitation planning.



Suffix

Suffix is a Hip-Hop musician and 
activist with an economics 
background who champions many 
social justice causes through his 
music and social media following . He 
is one of the artists and influencers in 
Malawi that the Dance4WASH team 
have been working with to spread 
awareness of WASH Habits. He has 
worked with KBG on a Dance4WASH 
song to teach kids how to WASH it, 
Make it, Break it and Shake it!  



Sylvia Fernandez 
Castro
Sylvia is a 4th-year Ph.D. student in 
Economics at the University of Munich 
(Germany). Her research uses field 
experiments in firms to study the role of 
speaking up in different contexts. She has 
conducted studies on this topic in 
Bangladesh, India, Uganda, Ukraine and 
Germany. Specifically, she is working on 
exploring how speaking up can tackle 
stigma, or promote psychological safety 
within organizations and social groups.  



Availability

✔ 79 % of women report 

existence of store nearby

Why do we need to address this 

silence around menstruation?

Social media 🡪 addresses silence

and taboos at large scale

Cost

✔ WTP for products high

+50% women do not access 

pads

Access

× 85% of women indicate discomfort 

in purchase due to presence of 

men in the store



Evidence on the effect of breaking the silence

1-hour group discussions where women shared 

personal experiences on menstruation

Increase on access to menstrual product by 20% (reusable 
menstrual underwear) 

Reduction of stigma and taboos: direct effec of 51% and 
indirect of 29% 

Social media campaigns 🡪 large scale reduction of 
constraints to access, particularly those arising from social 
concerns (including whole society, also men!)



Ina Jurga

Ina Jurga is the co-initiator and
International Coordinator for
Menstrual Hygiene Day,
celebrated on Sunday, 28 May.
She coordinates the partnership of
close to 1000 organisations,
including NGOs, social
businesses, researchers, UN
organisations. Her passion is
knowledge management and
collaboration around WASH and
gender issues.



Ina Jurga, 

International Coordinator Menstrual Hygiene Day

Menstrual Hygiene Day

Impact, insights and examples





The MH Day effect at global level.

MH Day 2022

MH Day is the biggest driver of attention for MHH at the global level. 
MH Day pushes back societal taboos and stigma, increases the political 
relevance and catalyses action for the issue. 

October 2021 October 2022MH Day

Global online news media coverage (similar for social media)

MH Day



In the last 4 years, MH day reached close to 2 billion people!
Millions more were reached through TV, radio, print media 
and hundreds of MH Day events. 

MH Day 2022

Total campaign reach 

Growth total reach:
+ 21% vis-a-vis 2021
x 31.2 since 2014

Data for 

2023 

counted 

till mid 

June



MH Day 2022

Challenges: 
• Changes in algorithms of social media companies
• Last two years MH Day on a weekend
• 2023: Twitter less popular

. 

Social media contributions

Growth social media:  
+ 2.7% vis-a-vis 2021
x 28 since 2014



MH Day 2022 deep dive

Top 30 countries - social media contributions 

2022 top 30 % of total
no. of 

contributions
change vs 2021 in 

%

1 India 13.61 30,613 -10%

2 United States 11.41 25,667 +/-0%

3 Kenya 10.42 23,437 +3%

4 Uganda 9.97 22,443 +86%

5 Nigeria 7.02 15,799 -21%

6
United 
Kingdom

4.72 10,622 -19%

7 Germany 3.72 8,360 +266%

8 Ghana 3.10 6,979 +32%

9 Canada 3.04 6,850 -14%

10 South Africa 1.49 3,349 -31%

11 Zimbabwe 1.32 2,971 -13%

12 France 1.24 2,794 -55%

13 Tunisia 1.17 2,642 +60%

14 Tanzania 1.17 2,629 -33%

15 Philippines 1.00 2,251 n/a*

% of total
no. Of 

contributions
change vs 2021 in 

%

16 Cameroon 0.86 1,930 +23%

17 Rwanda 0.84 1,894 n/a*

18 Switzerland 0.59 1,330 +7%

19 Australia 0.55 1,237 -25%

20 Sri Lanka 0.52 1,174 n/a*

21 Mexico 0.51 1,147 -10%

22 Denmark 0.51 1,145 n/a*

23 Zambia 0.50 1,121 +22%

24 Spain 0.49 1,113 -45%

25 Brazil 0.49 1,098 -23%

26 Gambia 0.40 908 n/a*

27 Pakistan 0.38 853 -27%

28 Nepal 0.37 826 -29%

29 Netherlands 0.32 726 -30%

30 Japan 0.32 710 -52%

Top 30 total 82.05 184,619 -6.5%

Global total 225,000 +2.7%

*We don‘t have individual country data for countries that were not in the top 30 in the previous year and thus can‘t measure the change between 2021 and 2022.

Africa most active continent!
. 



Insights

• Global campaign + local partner expertise

• Professional tracking tool to analyse the big 

data to see trends and patterns

-> Adapt the MH Day campaign each year

-> Staring 2023 MH Day Academy 

(for and with partners)



UNICEF Laos





Better for Kenya / Menstrual Equity Summit

Example: combining on-the-ground event with social media 



Fresh Life Kenya







Chhattisgarh government, UNICEF, Alliance for Behaviour change









www.menstrualhygieneday.org

Contact: ina@menstrualhygieneday.org



Open forum



Closing Remarks 

Ina Jurga
International Coordinator 

Menstrual Hygiene Day



You are invited to join the WinS 

Network by filling out the member 

registration form. You will receive 

updates on WinS Network activities 

and can contribute to the Network’s 

activities.

WinS Network membership

Scan to access the member registration form

https://docs.google.com/forms/d/e/1FAIpQLSdCXl_vhQCV2tic7XZTxrn3bPccA_QySWIExw3uB2enxGGmVg/viewform
https://docs.google.com/forms/d/e/1FAIpQLSdCXl_vhQCV2tic7XZTxrn3bPccA_QySWIExw3uB2enxGGmVg/viewform


Thanks for your attention!

You may contact us at 

winsnetwork@giz.de
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