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Communication and Visibility Strategy

EU-funded project implemented by UNICEF and ILO: “Improving synergies
between social protection and Public Finance Management”


1. Objectives 
Communication objective(s) 
The objective of the communication and visibility strategy is to raise awareness about the project, EU’s contribution to the project, ensure the messages from the different studies and policy recommendations are effectively communicated to policy makers and relevant stakeholders. Key messages on the proposed social protection financing strategy, minimum wage legislation, and social security for informal sectors is believed to bring the social protection and PFM agenda to the forefront. The key message that is to be backed by evidence for communication is that social protection is a priority sector for public spending and increased social protection coverage as this has increased returns on human capital formation, productivity, growth and poverty reduction. 
Target groups 
The target groups for the communication are:
1. Policy makers and social protection programme implementers: these include Ministry of Labour and Social Affair (MoLSA), Ministry of Finance (MoF), National Planning Commission (NPC), Ministry of Agriculture (MoA), Urban Food Security and Job Creation Agency, Public Servants’ Social Security Agency (PSSSA), Private Organizations' Employees Social Security Agency (POESSA), etc.
2. Employers' and workers’ organizations: EEC, EIEC, and CETU. 
3. The public: awareness raising for the general public via dialogue and citizen’s engagement on social protection issues and other tools as specified further below.   
Key messages by target group (in relation to the project’s operational objectives) 
The following three key messages for social protection will focus on how social protection reduces poverty, is an investment in human capital, and is affordable and will most likely be for MoLSA, NPC, and MoF.

1) EU and the implementing partners are strongly committed in supporting Ethiopia in extended social protection coverage and the programme builds on this joint understanding between EU, ILO and UNICEF to support Ethiopia in achieving that. 
2) Social protection is fundamental to reducing and preventing poverty throughout the life cycle and consists of policies and programmes designed to reduce vulnerabilities and share wealth among society.

3) Social protection is an investment in human capital, a prerequisite for economic growth as successful economies depend on the quality of their workforce. Social protection creates a virtuous cycle driving economic growth by building a strong and productive workforce and stimulating economic activity. 

4) Evidence shows that countries do not have to be rich to invest in social protection. Social protection is affordable for low-, middle- and high-income countries. 

Additional key messages are to be crafted from the findings of the studies that will be conducted through this project.  The key messages that will come out of the studies will be categorized by target group to ensure that there is a match between the messages that are being communicated and the target audiences. 


2. Activities
Communication tools and channels identified 
The communication tools outlined below will be produced along the project’s lifetime and the EU logo will be displayed during events (e.g. on workshop banners, posters, etc.), and on publications:
· a project brochure for sharing information about the project and to enhance its visibility – targeting policy makers, social protection programme implementers, employers' and workers’ organizations, and the public.
· capacity building workshops – these can act as a medium where key technical and policy messages can be passed on to social protection programme implementers. Although this is not a communication channel per se, they are opportunities to display EU visibility. 
· dialogue though various discussion platforms (e.g. possibly a social protection platform) – targeting policy makers, social protection programme implementers, and employers' and workers’ organizations. Although this is not a communication channel per se, they are opportunities to display EU visibility. 
· policy briefs to be developed from analytical studies so that key messages and policy recommendations are communicated in a concise and non-technical manner – targeting policy makers, social protection programme implementers, employers' and workers’ organizations, and the public.
· short videos can possibly be produces based on the assessments done through this project to reflect key findings and policy recommendations as well as further raise awareness among all stakeholders
· infographics for visual communication of findings from studies and policy recommendations –  targeting policy makers, social protection programme implementers, employers' and workers’ organizations, and the public.  
· conferences for sharing knowledge, ideas, good practices, findings and policy recommendations, success stories, etc. – targeting policy makers, social protection programme implementers, employers' and workers’ organizations, and the public.
· media: At least four news/feature stories produced and aired on national public television and published in a wide-circulating national newspaper. 
· social media can be used when and where appropriate to widely share key messages that have first been produced in the form of infographics, short videos, etc.  –  targeting policy makers, social protection programme implementers, employers' and workers’ organizations, and the public. 

Main communication activities envisaged and indicative schedule
	 
	2020
	2021
	2022-2023

	Project brochure  
	yes
	  -
	  -

	Capacity building workshops
	  -
	yes
	yes

	Dialogue though various discussion platforms
	  -
	  -
	yes

	Policy briefs (dependent on when the studies are finalized)
	  -
	yes
	yes

	Short videos 
	  -
	  -
	yes

	Infographics 
	yes
	  -
	  -

	Conferences 
	  -
	  -
	yes

	Media
	  -
	yes
	yes

	Social media 
	  -
	  -
	yes



3. Evaluation 
Enhancing the project’s visibility is an underlying objective for all of the below:
	Indicators   
	Objective and target group
	Means of verification

	One project brochure is produced
	To share information about the project –  targeting policy makers, social protection programme implementers, employers’ and workers’ organizations, and the public.
	Project brochure is produced and disseminated.

	Capacity building workshops are conducted
	To pass on key technical and policy messages to social protection programme implementers. Although these workshops are not a communication output, they are opportunities to display EU visibility.

	Workshop reports are produced and are available.

	Policy briefs are produced (dependent on when the studies are finalized)
	To communicate key messages and policy recommendations are in a concise and non-technical manner to policy makers, social protection programme implementers, employers’ and workers’ organizations, and the public.

	Policy briefs are produced and are available.

	One short video is produced
	To reflect key findings and policy recommendations as well as raise awareness among all stakeholders

	Short videos are produced and are available.

	Infographics are produced
	For visual communication of findings from studies and policy recommendations –  targeting policy makers, social protection programme implementers, employers’ and workers’ organizations, and the public.  
	Infographics are produced and are available.

	Social media posts are publicly available
	To widely share key messages that have first been produced in the form of infographics, short videos, etc.  –  targeting policy makers, social protection programme implementers, employers’ and workers’ organizations, and the public.
	Social media posts are produced and are available.

	Four news/feature stories broadcast on national TV and published in a wide-circulating national newspaper
	Reach policy makers
Create general public awareness 
	Four stories aired/published

	MoLSA is capacitated to put in place a knowledge management platform for social protection. 
	For public access to information on social protection programmes, coverage, budget and expenditure information, etc. –  targeting policy makers, social protection programme implementers, employers' and workers’ organizations, and the public.  Although this is not a communication output, it is an opportunity to display EU visibility.
	The public has access to social protection information via the knowledge management platform. 

	An international conference on financing social protection in Ethiopia is conducted
	To share knowledge, ideas, good practices, findings and policy recommendations, success stories, etc. –  targeting policy makers, social protection programme implementers, employers' and workers’ organizations, and the public.  Although this is not a communication output, it is an opportunity to display EU visibility.

	Conference report is produced.




4. Resources 

Human resources, communication focal point:  Fantahun Melles (ILO) and Zeleka Paulos (UNICEF) are the focal points however various ILO and UNICEF colleagues including consultants will be contributing to produce the outputs outlined in the communications and visibility strategy.
Financial resources: budget available for communication activities
Budget available for communication activities is USD 70,846 which is 3.4 percent of the total budget, for the lifespan of the project (budget details are provided within the project document). 
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