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1.1 CONTEXT

The ILO was founded 100 years ago to pursue a vision based on the
premise that universal, long lasting peace can be established only if it is
based on social justice.

Today, the ILO helps build sustainable national social protection
systems through development cooperation, knowledge development,
and forming partnerships with a wide range of stakeholders to advocate
for universal social protection.

Only over the past ten years, the ILO has supported the development of
social protection floors in 136 countries, including:

* More than 3 billion people covered with social protection.
* Health protection in 30 countries.

e Child benefits in 20 countries.

e Maternity benefits in 20 countries.

* Unemployment insurance schemes in 20 countries.

N

* Public employment programs in 31 countries.

* And old-age pensions in 43 countries. .. | o./ ] 8 Social.Lab




1.1 CONTEXT

The fourth industrial revolution is expected to change the workplace and its dynamics.
New technologies and global challenges, such as climate change, migration trends, the
increasingly importance of automatisation of processes and tasks in the workplace
powered by artificial intelligence, rising inequality, among others, are bringing new
opportunities and challenges to working lives.

Artificial intelligence is already substituting some work activities that humans currently
perform, machine learning and predictive models are achieving levels of automatisation
and accuracy that will have important implications for workforce skills and wages.
Governments have a big role in it, making sure that the society base can get into it and
have the skills that this new paradigm requires. (Christopher Pissarides and Jacques
Bughin, 2017).

On the other hand, the career landscape of the 21st century is often characterised by opt-
outs, contingent employment contracts, and part time work, differing from the linear career
path (World Economic Forum, 2018). While the new career landscape has its benefits,
workers are also exposed to new risks. For example, gig or crowd workers and self-
employed or short-duration contracts employees, tend to have less access to social
protection (OECD, 2018). Lack of social protection leaves people vulnerable to poverty,
inequality and social exclusion across the life cycle. The ILO is working to make universal
social protection a reality in this new landscape, by driving forward progress and raising
awareness on the importance of social protection throughout the world. Although,
countries have made considerable progress in this area, billions around the world still do
not benefit from adequate social protection. That is why by 2030, the ILO has set the goal
of extending access to social protection to 100% of the global population.

Sources

World Economic Forum (2018), Al raises lots of questions. These are the ones we should be asking.

World Economic Forum (2018) These are the three key dynamics shaping modern careers

McKinsey & Company (2017) Jobs lost, jobs gained: What the future of work will mean for jobs, skills and wages.

The Organisation for Economic Co-operation and Development (2018) The Future of Social Protection: What works for non-
standard workers?



https://www.project-syndicate.org/commentary/automation-jobs-policy-imperatives-by-christopher-pissarides-and-jacques-bughin-2018-01
https://www.project-syndicate.org/commentary/automation-jobs-policy-imperatives-by-christopher-pissarides-and-jacques-bughin-2018-01

1.2 THE ASK

1AL JUSTICE

Develop a communications campaign strategy aimed at the French
Youth communicating the importance of social protection in the new
workplace - and the critical role that the ILO plays in this arena,
showcasing ILO’s labour globally and the need of supporting it in
building and reinforcing social protection schemes globally.

The campaign needs to actively encourage activism, driving

participation and in the form of pledging / sharing support and where
possible activating donations.
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2.1 AUDIENCE ANALYSIS (i)

SOCIAL JUSTICE

Workplace

KEY DEMOGRAPHIC FACTS

I I - Within the 15 - 24 age group, the youth unemployment rate decreased from 22.3% in 2017 to 20.4% in 2018 (Statista,
2018).

- Moreover, there are other features of the French job market that create difficulties for the youth, e.g. French employment

Population Total: contracts tend to be more short-term which makes it much harder for French youth to gain permanent employment.

67.118.648 (by 201 7)  According to an article by the Economist (2015) a person’s origin has a significant impact on employment success and on
the unemployment rate. French-born citizens with parents born in Africa (including sub-Saharan countries) have an

mm unemployment rate of 32%. For those descending from the Maghreb, this figure is twice as high compared to those French
15-19 ans 2038916 2140382 4179298 citizens with no foreign ancestry.

20-24 ans 1860041 1903554 3763595 o _ _ _ o _ S
* Also French citizens descending from African parents have less stable working conditions, and are more likely to live in

2>edans 1970018 | 1923405 | 389342 poor neighbourhoods, compared to non-African immigrant backgrounds. (The Economist, 2015).
30-34 ans 2082129 1981056 4063185

Education

Unemployment Literacy rate:

rate: 9994
8,9%

*44% of 25-34 year-olds in France hold a tertiary degree, in comparison with other European and OECD countries France is
above the average. (OECD, 2017).

Source: Worldbank available data 2017, Institut * In France 40% of young people between 25 and 34 year-olds have a higher level of educational achievement than their

national de la statistique et des études économiques pare nts. (O ECD. 201 4)
(INSEE) 2018, Eurostat 2018 , The economist 2015, ’

The Independent

Maternity

* In 2017, the number of French women having children has hit its lowest level in 40 years. The country's birth rate fell to an
average of 1.93 children per woman last year, compared with two per woman in 2014, according to the latest population
study by France's National Institute of Statistics and Economic Studies (INSEE, 2017). ' 8

OTM] Social.Lab

 The mother’s mean age at fist birth is 28.1 years (2010 est).




2.1 AUDIENCE ANALYSIS (i)

SOCIAL JUSTICE
DECENT WORK

Within our general French Youth audience, we essentially have two audiences:

16 - 24 YEARS 25 - 35 YEARS
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Students and youth entering the work force. Young professionals
7.9 M people 7.8 M people
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These audiences are at different life stages with different priorities and expectations.

It is important that ILO’s campaign speaks and appeals to BOTH these audiences. OTA"] 8 Social.Lab




2.1 AUDIENCE ANALYSIS

FACEBOOK INSTAGRAM

16-24: 6.5 M users 16-24: 4.9 M users
25-35: 9.7M users 25-35: 4.9 M users

Sources: Facebook Insights, Instagram, You Tube, Linked In and Twitter.

YOUTUBE

You

18-24: 4.4 M users
25-35: 6.6 M users

LINKEDIN

16-24: 1.5 M users
25-35: 2.2 M users

O’TA“'] % Social.Lab




2.1 AUDIENCE ANALYSIS

Main conversations related to ILO & SOCPRO s
activities on Social Media:
Healthcare: Health at work, disability at work,
employment injury insurance.
Future of work

MAIN CONVERSATION TOPICS

Globally France

To determine which topics related to Topic Verbatim* Topic Verbatim®

social protection are the most widely
discussed in France, we used a social
listening tool called Synthesio which
enables users to track real-time
conversations around the world and
provides access to the most complete
collection of data on the market.

This information clarifies what are the
main concerns of the audience related to
social protection.

Working time

Future of work

Wages

Forced labour, slavery
Health at work

Safety at work

Gender equality
Decent Work

Skills and knowledge
Maternity leave

Green jobs

Labour law

Child Labour

Domestic workers
Equality at work
Employment security
Cooperatives

Freedom of association
Youth employment
Disability at work
Labour immigration
Fair recruitment
Employment promotion
Non standards form of employment
Employment injury insurance

13,465,29
5,311,328
4,574,470
3,993,913
3,685,853
1,712,922
1,436,569
1,160,464
963,514
674,217
423,519
293,000
284,786
282,114
275,667
250,770
232,330
224,691
222,009
217,860
163,336
49,025
48,998
12,155
8,859

Wages (salaire)

Working time (temps de travalil)

Forced labour, slavery (travail forcé, esclavage)
Labour law (droit du travail)

Child Labour (travail des enfants)

Health at work (santé au travail)

Safety at work (sécurité au travail)

Youth employment (emploi des jeunes)
Gender equality (égalité des sexes)
Employment security (sécurité de I'emploi)
Future of work (avenir de I'emploi)

Equality at work (égalité au travail)

Freedom of association (liberté d'association)
Cooperatives (coopératives)

Green jobs (travail vert)

Skills and knowledge (compétences et connaissances)

Employment promotion (promotion de |'emploi)
Fair recruitment (recrutement juste/équitable)
Disability at work (incapacité au travail)
Maternity leave (congés maternité)

Decent Work (travail décent)

Employment injury insurance (assurance accidents du travail)

Domestic workers (travailleurs domestiques)
Labour immigration (immigration liée a I'emploi)

Non standards form of employment (forme d’emploi atypique)

OTM] Q) Sociallab

669,601
510,423
448,958
206,949
156,407
154,176
127,195
83,025
70,345
59,713
43,661
32,637
29,047
28,686
28,426
14,905
14,048
12,877
12,131
10,209
3,388
2,544
838

645

296
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2.1 AUDIENCE ANALYSIS

MAIN BARRIERS TO OVERCOME

The French Youth may not necessarily recognise the benefits that it has
from being covered by social protection. Firstly, this is due in part to the
fact that social protection is a complex concept and secondly because the
audience was born with these rights, thus not having to imagine living
without them.

The majority of French Youth is not yet aware of how new technologies and
global challenges will change the workplace.

French Youth does not fully understand the real impact that can be caused
by a lack of social protection on future literacy and work opportunities,
which could affect not only the audience’s life but also the lives of future
generations.

OT)\.'] 8 Social.Lab



2.2 LOOKING AT THE ILO

It is important that the ILO brand behaves in a consistent manner, adhering to the following:

BRAND ARCHITECTURE
PERSONALITY TONALITY

fiiony
g “9 \ ::.m.ane Serious
w clent Respectful

SOCIAL JUSsTICH Trustworthy _
DECENTY WORN Carlng

Dignified

Uplifting
Sobering

GT)\.'] 8 Social.Lab




2.2 LOOKING AT THE ILO
CURRENT WAYS OF COMMUNICATING

Currently, ILO communicates across the following platforms and channels:

Website Twitter Facebook Sound Cloud LinkedlIn

For the campaign, the ILO will be maximising these channels. We also recommend additional platforms.

OTA“'] % Social.Lab




ILO on Twitter

ILO posts several times a day on Twitter
and tend to use an informative, factual,
and neutral tone of voice.

See here.

@ ILO@ €llo - 3h

v NEW REPORT>> Arounc 269 millon 005 cculd be creatad If investment in

eduacation, health and soc al work were doublzd oy 2030. Check out the
findings: dit. w2lz\W4A

Care work is vital to
human well-being

ILO reports:

These posts receive moderate engagement

Tweets Following Followers Likes Lists Moments

11.6K 1,386 115K 5,059 7 1

g O & @ilo - Jun 23
Q@ \When wamen do find 2mplovment, they are l2ss lixely 1o 321 2 stable pad job
than their male courterparts. Find out what winzratble employment looks like for
women:
bit |y/2CvaHel

sshorter hours

sunpaid work

scontributing family workers

* lack of maternity coverage

*no access to social protection
n

Facts and stats, sometimes with
short videos or pictures:
These posts receive a lot of engagement

A% L0 & Wilo - Jun 25 P
R “Now | fend for mysel, this makes a b g differenee™ Marinz | arina, 20,

Vereskchagino , Perm Temitory, Sussian Federation. Here is Fow an @ilo
mreqgramma is helping 10 crezte joh oppertumities 1o young prople. oit ly/2lvEY ix
ort v/ Z Kb It

Testimony or reporting:
These posts tend to receive
moderate engagement, but some
perform better than others

SOCIAL JUSTICE
DECENT WORK

A% ILO® Gilo - Jun 258
. Wy Investing In apprentizash ps to bulld a skilled varkforee far ~he

#tutureotwerk? Reaister nere 1o follow the discussions on 4-5 July:
Lillyw2KIL8nE 4lnnovalionsinAporenliceships

A Skillad Workforce for the Fulure

International Conference on

Innovations in Apprenticeships _
ht!S(ILLSQfOK

P @ioe

About events related to
social protection:
These posts receive moderate engagement

no® o 22
% YLC207 5 highighls: Corvral Alrcan Fresdorn. Tovocira soys conploynanl is koy
ta consolicate peace. b EzDP)l

must ta Dulld soclal
aohesion This is a
datermining factor
far 3 Iasting peace
Encdem ¢ pevearly
tustaines by

shills shortages
||||| pleyment and
undgremeployment
I1s anuge chalienge

i

- Foumstin Archange Teuaddér,
Presdent of the Central Afvican Republic (CAR)

#ILCz2a1a

Quotes from public figures
committed to social protection:
These posts receive less engagement

GT)\.'] 8 Social.Lab



https://twitter.com/ilo

'm‘ﬁg International Labour Organization, Office for the United oy \&l L y
A Nations shzred @ video. \hp

20 May - O SOCIAL JUSTICE

DECENT WORK

Hala Atef Ali

Engineering Graduate,
Menia University

ILO on Facebook

The ILO posts every few days on Facebook.

Internaticnal Labour Organization ol Llke Page

Posts on Facebook do not receive a lot of engagement. However, facts and stats oM@
24 million obs to open up In the gree~ economy by 2030. In Egypt, tiogas s

Seem tO perform bettel’ that Other pUblICatIOHS already crezting jobs and promoting sustzinable agricultu-z.

On this channel, the ILO tends to use an informative, factual, and neutral tone of _ _
voice. Testimony or reporting

ﬂj§ International Lakbour Organizaticn, Office for the United
ell0
W Nations

13 February - Q&

See here . Today, 152 million oirls and boys are sUll ergeged inchild labour. Joinus
e tormorrow 1o discuss the way Torward tovards the implementation of
X ) o ) measures to accelarate the erad’cation of chile labor. #childiaber #SDGs
@Zﬁ :’:;':‘_’"Ld?b":‘;?m“mm Cfion ox th Unied #Youth2030 #decentvior< #ILO USCIB United Natlors Human Rights
fﬁm International Labour Organization, Office for the United v Ve et0E2a - @ International Labour Organization - EU and Bene ux ccuntries Permanent
5&}-’9” Nations Missicn of Belg'um Permanent M ssicn of Argenting UN Mejor Group for

12 J 104:51-O Children ard Youth
comesEEE BY 2030, THE GREEN

We were pleased to launch today at the @UN the @ILO_Research flagship ECONOMY CAN CREATE Briefingonthe IV G
regort on figreenjobs and #decentwork with @GermanyUN Conference on the 3

@UNErvironment @UNDP #-LPFZ018 #35DGE #5DGFinance72
htt:-s://t\lc:)/Ijzemlng‘ ’ ; o ) 24 M I LLI o N J o BS EU':ET:SOEJ?&COM

14 February 2018
1.15-230 gm
Corference Room 7
UNWO Neww York

* H.E A Viedia Carco Moidr. Y2 0nos Perrtsesisive oFf Nootes 1o e UN

o HA WL 0NN COUMIDN, DI 2y FRATONEN! SE0MNTIING 1 BEGM 8 B UN

o MW hascescs BOvide Hacd Sos fonv coc oo Let Dinporossnd on funckarmeed s Treciobw and Bgrtiat Wat 10

* M Gobdiea Rgp Hatag Vice Meaer s lo Lebee ARSr: ot Cirtools Rcpcmibily o' W U ed 222 Coad o
PONTONOAG hetres MW TG

o W Aadiey Bl Bocad Mance Dot Ogariing Padesr. Trilden and Yourh Panafoned LN Wiy Groee Tor ONMIW ac
Yo )

V. Vindkda Parwio. “pacial Jepramn ofve o $a BN arc Dmcor LO

¥ ey alowwiions TN o N 7 crgsendmcwen /) gtk S S e ?.
RUGT By, Bl by A YT mW ¢ J @

2157 Vien:

Intarnational Laboo: Organization e Lke Page
16 Wy -

IWITTER COM e S o 1 ot e o, About events related to

- 1 celiver rpeowad Bead hoodk foe this avd Ll geeeralions . .
ILO NY on TWlttel' Fxalamm 'fl-a LOre saw findinges [earqwess-crassrg SOCI al protectlo n
WESO Greening with Jobs repcrt: «24 milllon |obs will be created by

Facts and stats, sometimes with
short videos or pictures .
OTM] Social.Lab

ILO reports



https://www.facebook.com/ILOBrussels/?brand_redir=488782827814626
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ILO on YouTube

The ILO posts between 3 to 5 videos

per week.

Posts on You Tube do not receive a lot

of engagement.

See here.

International Labour Organization @

26,954 subscribers

T
..:::;-.i ..

1 ‘

Green jobs, the key to
sustainable development

429 views * 2 weeks ago

Explanation Video

Empowering indigenous
women through decent work

279 views * 1 week ago
cC

Video Report

ILO Tossice treiriag open: doora for diseb ed Gyrien refugees anc Jordanians

5 W0 4

Video Report

[

SOCIAL JUSTICE
DECENT WORK

Caring for the carers

268 views * 1 month ago
cC

Explanation Video

GT)\.'] 8 Social.Lab



https://www.youtube.com/user/ILOTV?gl=BE

SOCIAL JUSTICE
DECENT WORK

ILOSocialProteolion YWsoc_protaction - May "4 ILOSocialProtection Weoc_proteston  May 25
Linivessadl malernily coverage is ane al Bha benelils ol "SacialBralechon and s Thesse sre soma of e soeakers who will paehicipale ie cor swebings panels. 1poe

- araa ty in Lkraine and Uruguay. What will it take for the rest of tha werlc? Sinc want to join the discussicn don't forget 1o anroll in cur rav. #online course on
Tweets FDI IOW'"Q FO| Iowe rs ol in o danlinesourse co "SocialProlection fer YSesDey More infa and #Sccie Mrotection for #SusDev. Ragistration closing next week &, —

1 ,439 2’220 2,354 registration [ t.1,/5P2018-1 it Iy/SP2016-°

Social Protection for Sustainable Development 5:’['113?‘5 ’:‘:,‘1

y . o . >
SOCIAL-PROTECTION.ORG / v Japae. webimr speakars

% Al Khurshid .5 = m Anush Bezhanyan
yh Puley Spwcialist, Socis - B pracicw Murager, Sockl Fromection

Froocedon ind Jabs Globod ract oe
INITFF THE 'WORE D RAKK GRCUP

SOCPRO on Twitter 1% 1P ¢4 | .
SOCPRO posts every few days on of mothers with newborns S @ o e @ com <o et
Twitter. &\ %83 million | -
SOCPRO uses an informative, factual, B R e nothers aestill unprotected

neutral tone of voice, and often shares/ C

retweet content from other pages,
including the general ILO account.

Facts and stats, sometimes with About events/online courses related to
short videos or pictures: social protection:
These posts receive moderate engagement These posts receive moderate engagement

See here. but some perform better than others

ILOSocialProtection @soc_protection - Apr 19
World #SocialProtection Report bit.ly/2zZD0Ogd

ILOSocialProtection “soc protectior - 20 Dec 2017 v
Extending #socialp-otection to the workers of in‘formal economy in Mozambiqus.

Tke way tc eflective realizetion of the right to social security. See the
documentary On Your Own and lea'n how Mozambique is extending social
protection to independent workers.

: Keetie Roelen @KeetieRoelen
=1 Mozambique - "On Your Own" Markus Kaltenb hiahliahting that % ialbrotection i
Within the framework of ACTION/Portugal, ILO-Maputo | arkus ‘a en -orn Ig. .I(..] ".19 a SOCI-a protec IO.n isa
produced a documentary film titled *On Your Own®* #humanright using definition in World Social Protection
about the extension of sccial protection coverege to ... Report @ilo #Potsdam18 @soc_protection

youlub=s.con

O s &

[ QO 1 &

Testimony or reporting:
These posts tend to receive
moderate engagement

ILO reports:
These posts receive moderate engagement

GTA“'] % Social.Lab



https://twitter.com/soc_protection

SOCIAL-PROTECTION.ORE

SOCPRO on Facebook

SOCPRO posts every few days on
Facebook.

SOCPRO uses an informative, factual,
neutral tone of voice, and often shares
content from other pages, including the
general ILO page.

See here.

ILO Social Protection
16 June at 10:3C '

Jure 1610 s International Domestic Waorkers’ Day, in recognition of the
adoption of ILO Convention 189. The domestic work sector is
charactarizec by lack of fermal wor« contracts, irragu ar wages, and high
leve s of discrimingtion. Almest & out of 10 domestic warkers in Latin
America have no social protectior coverage. The fermalizatior cf this
sector is a priority for the ILC, with well-designed, mandatory sccial
insurarce schemes being the key to enhancing coverage. Find cut more
by watching this video on Domestic wor< in Latin Amarica. #USP2030
https://jwwveyoutube.cecm/watch?v=WH4CmONy0bM&t =935

| YOUTUBE.COM
Social protection for domestic workers

(D) Comment

Facts and stats, sometimes with
short videos or pictures:
These posts receive moderate engagement
but some perform better than others.

ILO Social Protection
20 December 2017 -

Extending social protection to the wor<ers of the informal economy in
Mozambique. The way to the effectiva realization of tha right to social
sacurity.

See the decumentary Cn Your Own and learn how Mozembique is
extending socal arotect on to independent workers.
http:/)bit.ly/2ySbyuB

.‘f“‘.hj-.f.’ Bl YOUTUBE.COM
ady Mozambique - "On Your Own"
' Within the framawark of ACTION]Partugal, ILO-
Mszpute producec a documentary film titied "On
Your Cwn" abcut the extension of social...

() Comment /> Share

Qs Most relevant

5 shares

Testimony or reporting:
These posts tend to receive
moderate engagement

ILC Social Protection
13 Aoril- O3

Advancing #Socia Protaction maans advarcing in the #2030Agenca for
#SusDev 2 Frroll now in our new #anlineccurse in partnershin with
@UNSSC anc learn mere hitp:)/bit.ly/3P2018-1

Social Pratection for Sustainable Development

Drhne course 4 Jure-6.July 20718

m BaEICs oF social protection

Social protacton ard the »
2030 Agenca
m Global trenes and good practices o m Tcals nt our |

n exiending wocel pratecice

Desigrirg and Irpkment ng

sCia prolechonsysiens

o™ Like () Comment £ Share

Q7 pMost relcvant «

15 shzres

About events/online courses related to
social protection:
These posts tend to receive more
engagement than others

ILO Sccial Protaction
° 20 Deoamber2017-Q
Explore the World Social Frotecton Regort 200 7-19 Executive Sumerary
n Arabic, Thinesa, Eng sh, Franch, Gean, Portuguess, Russian and
Sparsanl
e a2 yyeln

NEORM!T
B
1AL

- P
() Comment o Share

Mo relovart ~

ILO reports:
These posts receive moderate

engagement O’U‘A"']

(oY
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https://www.facebook.com/SPplatform

{oey

O

werngtomn!
A Trawa

La strategie de 1 -~ tionale du Travail

La protect > pour tous
Meitr2 en place © tection sociale
'.:t des sysléme’ | ité scciale

SOCPRO on Instagram
SoCIAL PRCTECHON

Mostly posted between July and October 2015. Only '-FLG)RS'
posted pictures of social protection floors supporters -
stating: | support #SocialProtectionFloors ! Do
you ? », in different languages.

PROMOTING ./

1 ClAL pROTECT'ON F‘ , La stratégie de I'Organisetio

The posts did not receive . FORALL | 4 La protection sc
N Mettre en place des socle

considerable engagement. s Wia o ces systémes comple

See here.

O’TA“'] % Social.Lab



https://www.instagram.com/spdilo/

SOCPRO on LinkedIn

SOCPRO used to post a few times
a week, but the frequency has gone
down to only a few times a month
recently.

SOCPRO uses an informative,
factual, neutral tone of voice.

See here.

ILO Socel Protection
770 asonrés
1 Mot

#Sociglprotecticr is an economic necessity that:
Pdrecices poverty
P osters susteinable growth,., hitp://bit. ly/SP2018-1 « VOir plus

&> Voir la traduction

mern ey T O

Facts and stats, sometimes with
short videos or pictures:

These posts receive a lot of engagement

3 1LO Social Prataction
Sl 710 abonnés
B mni=

Fxploce the Waorld Social Praiection Report 2007 -19 Executive Sammary in
Arabic, Chanese, English, French, Cermer, Portugues2, Russian enc Spanish!
http:[/bit.ly)2CyyaTn

world
social

.

protection.

a1

report 2017 1

World Sacial Protection Repart 2017 - 18
o al-pratection.crq

ILO reports:
These posts receive a lot of
engagement

1LO Saclal Protection
- 70 avoreds

2mas

Sozlal Protection Is & w2y ¢emant of nat'anal strateglss to promase Tuman
deyalcpment, polit cal 2isblity and Inc/ushe QfC'.‘-'.f'A It engLras that pecole arjoy
income sscurity 2nd beres effeciies socees 1o health ard ather social ervices
anc are empavsered 1o take adwartage of ceonaeric cppartunitics.

IF you want tolaarn mow #ScclalProtaction ks acdvancing the ¥ZD300genda for
Suslamatle Cevaloament jom our naw orling courns in e beestip velh @ L0
Fram 4 Jure w & July, meee infermation and registaton tora =

http:(/bit.ly/5P2018-1

About events related to
social protection:
These posts receive moderate
engagement

ILO Socis| Protection
710 anornés
A ros

Extanding socisl protection to the workars of the n‘ormal eccnomy in
Nozamrbicua, The wey 10 the effectiva resl zaton o 1ne rgnt to socal security,
See the documentary On Your Own and laern how Mozsmbicue (s extend ng
socis| protection to indepandent workars

http:j/bit.lyj2ySbyuB

Mozambigue - 'On Your Dwn' (L] -,
N ’.0 . a |. 3
258 Z2us Walch later Share

B & Youlwbe ) [1

Morambiqua = *On Your Qwn"
youtuda.com

Jlamre

d @ B

Testimony or reporting:
These posts tend to receive
moderate engagement
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https://www.linkedin.com/company/social-protection-platform/
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Proteccion social y trabajo

: . Interview of Paola
infantil

Mastropietro

SOCPRO on YouTube

SOCPRO posts a few videos per

month in many languages, not only
English.

36 views * 2 years ago 16 views * 1 week ago

Facts and stats, sometimes with
short videos or pictures:
These posts receive moderate
engagement

Interviews of experts and politics:
These posts tend to receive

See here. moderate engagement

ILO International Labour = L este - Protecs
Conference 2016 iImor-Leste = Frote¢ao
Social para o povo Timorense

/76 views * 2 years ago
J - 75 views * 7 months ago

Videos from events related to social Testimony or reporting:

protection: These posts tend to receive
These posts receive moderate A lot of engagement

OTM' % Social.Lab
engagement ] oeee



https://www.youtube.com/channel/UCWf4KIllUoxGa3aeMf-jBvw
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2.2 LOOKING AT THE ILO:
FOCUS TOPICS

Since we are dealing with a highly complex concept, the key focus for this campaign will be:

THE FUTURE OF WORK

What is happening RAISING NEW TECHNOLOGIES CLIMATE MIGRATION NEW WORK NON-LINEAR
worldwide? what INEQUALITY & ARTIFICIAL CHANGE TRENDS MODELS CAREERS
are the mega trends? WORLDWIDE INTELLIGENCE
Why ILO is SOCIAL ILO GLOBAL
important in PROTECTION MISSION AND
this context? CONCEPT ACHIEVEMENTS

OTA“'] 8 Social.Lab



2.3 CATEGORY REFERENCES

In order to better understand how to activate the French youth, we looked at a few different foundations as reference and inspiration. These include:

HUNGRY KIDS IN
THE OCEANS OF DILEMMAS #FIGHTUNFAIR PILLS AGAINST THE YOUR SHOPPING

THE FUTURE- PAIN OF OTHERS CART
GREEN PEACE

REFUGEES . -
HAVENOCHOICE! *

i

T |
T
e \

YOU DU. .‘&”‘g‘z w,,a} &

Anintegrated campaign for UNHCR

THE FUTURE

ALL THAT WE SHARE 100 SICK DAYS THE WORLD’S
BIGGEST ASSHOLE




2.3 CATEGORY REFERENCES
THE OCEANS OF THE FUTURE- GREEN PEACE

Objective

Raise awareness about the importance of putting an end to polluting the
oceans with plastic.

Format
Social experiment content distributed though digital channels & PR.
Strategy

The campaign is tapping into an interesting resource, showing a dystopian
scenario of what could happen if we do not stop contaminating oceans.

Reason for including:

If you want your audience to do something and take action, show them
what the future could be like if something they take for granted was taken
away. In this case the fish in the ocean suddenly disappeared.

4

# ‘\
clen
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SOCIAL JUSTICE
DECENT WORK

WELCOME TO THE

OCEAN OF

THE FUTURE

07\)\”] gf Social.Lab


https://www.youtube.com/watch?v=sjU5i98nx74

2.3 CATEGORY REFERENCES

DILEMMA- UNITED NATIONS AND THE RULE OF LAW

Objective

Awareness- change a harmful perception of the audience about
refugees.

Format

Video content distributed though digital channels, influencers & PR.
Strategy

Changing the audience’s perception about refugees by showing them the

refugees point of view, in that way the audience understands that no body
has chosen to be a refugee.

Reason for including:

If your audience has a certain perception or misconception, show the
other perspective by changing the roles.

YOU DO.

An integrated campaign for UNHCR

OTAVJ égf Social.Lab


https://www.youtube.com/watch?v=DkM7LBaeW8I
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2.3 CATEGORY REFERENCES

#FIGHTUNFAIR- UNICEF

Objective

Awareness- Make people aware of child poverty & encourage them to
take action.

Format

Social experiment distributed though digital channels & PR.

Strategy

Granting visibility to the fact that poor children are ignored and pushed

aside. If they are all kids, why do we treat them differently based on what
they are wearing.

Reason for including:

If your audience is insensitive about the problem, reveal something that is
hidden and make them ask themselves why they acted this way. In this
case, people were more concerned about children that were well dressed

and ignored children that were dressed to look underprivileged. OTA“'] 8 Social.Lab

Whyv were thev treated differently?



https://www.youtube.com/watch?v=MQcN5DtMT-0

2.3 CATEGORY REFERENCES
HUNGRY KIDS IN YOUR SHOPPING- FEED S.A

Objective

Raise awareness and donations - by showing how easy is to help kids in
South Africa by through small donations that don’t have a significant
financial impact on the audience but that can make a considerable
contribution to those in need.

Format

Guerrilla campaign

Strategy

The guerrilla campaign shows that the things taken for granted like

grocery shopping or a simple can of beans, etc. is something that hungry
kids in South Africa do not have.

Reason for including:

If your audience is insensitive, make the issue visible and put it into

context. In this case it was achieved by showing daily items that are taken

for granted even though other people do not have access to these items.

“'r \*,
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2.3 CATEGORY REFERENCES

ALL THAT WE SHARE - TV2

Objective

Awareness- change harmful beliefs that trigger discrimination.
Format

Video content distributed though digital channels, influencers & PR.
Strategy

To show the audience that there are more things that bring people
together than separate them.

Reason for including:

To change a harmful belief or attitude towards others, reveal something

that is hidden and shared by both groups of people to destroy the belief.

OTAVJ 8 Social.Lab


https://www.youtube.com/watch?v=jD8tjhVO1Tc

tlf’,’ Robert Goodman | sociaL Iust cE
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2.3 CATEGORY REFERENCES

100 SICK DAYS - ROBERT GOODMAN

Objective

When the Florida history teacher was diagnosed with colon cancer in May
2018, he used up the last of his annual sick leave to receive treatment,
but it was not enough to help him recover from Cancer. He was going to
be forced to return to school within two weeks or take unpaid leave. The
school system allows other employees donate their days to a colleague if
need be. Goodman posted on his Facebook account asking people for
day donations and he got 100 sick days.

Reason for including: Urgent Help Now: Battling Cancer Chemo : | work at Pal Beach Gardens High
School -I’'m looking into catastrophic leave of absence by the school district but I'm

This is a very direct way of “doing something tangible to help others” as it short 20 days sick days to qualify for that. Already used 38 days this year already

triggers the audience's attention and involves them in the cause. In this which is all | had left as | was sick a couple years ago and used about two weeks. if |

le. this | t iust th d st b di ;[h t can get 20 more sick days from any teacher or district employee volunteers that

examp €, thisis no jUS: ano_ er saad story _Seen y an audience a can would allow me to take more time to recover in battle through chemo ... See more

do little to help. There is a direct call to action stating how the audience

can help. i 420 W 428 A 24K

OTAVJ 8 Social.Lab



2.3 CATEGORY REFERENCES

THE WORLD BIGGEST ASHOLE- DONATE LIFE AMERICA

Objective
Persuade millennial men to become organ donors in the US.

Format
Long format video distributed though YouTube, digital banners and
experiential stunt.

Strategy

Millennial men enjoy watching long format videos online and have an
appreciation for dark humour. " The World's Biggest Asshole" was created
with these insights in mind, resulting in a long-form video, developed with
edgy humour. "The World's Biggest Asshole" was posted on YouTube
under a character's pseudonym.

Reason for including:

Using an appealing story telling that mimics the kind of content that the
audience usually consumes is a good way to catch and keep attention.

DECENT WORK

O‘J‘A“'] 8 Social.Lab


https://www.youtube.com/watch?v=-FeybXs18tk
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2.3 CATEGORY REFERENCES

;\
\

SHARE HUMANITY- UNITED NATIONS ’. & LIAT :") i \' ’ \ ———
_ ks J o

Objective
Persuade millennials to stand up for a better world.

Strategy

Inspire the millennial generation and awake a greater sense of responsibility,
solidarity and social activism, using the impact of social media.

The campaign asked social media users to "donate" their social media feeds.
Activating brand ambassadors and media during the word humanitarian day.

Reason for including:

The campaign uses the right timing “humanitarian day” to raise the
millennial voice and create real buzz, encouraging the audience to use
their Facebook feeds to express and show their compromise with the
cause of making the world a better place for all.

OTA“'] 8 Social.Lab


https://www.youtube.com/watch?v=iAKbv6-Y58s

2.4 KEY LEARNINGS

After analysing our target audiences, the ILO, and the category references, we found:

CAMPAIGNS FOR THE PUBLIC GOOD

Have different objectives that in the end will change the behaviour of the audience.

1

Destroy a harmful belief that
determine the behaviour and
judgments of the audience
towards a minority.

Examples:
Refugees
Discrimination

2

Bring visibility to something
that the audience does not
see or is not aware of
because the problem is
outside of their context and

does not affect them directly.

Examples:
Pollution impact
Poverty
Hunger

OTA“'] % Social.Lab



2.4 KEY LEARNINGS

Making the issue visible and
tangible in day to day
environments.

Example:
Hungry kids in your
shopping or Pills against the
pain of others.

After analysing our target audiences, the ILO, and the category references, we found:

CREATIVE METAPHORS USED

to make the “invisible” visible to the audience due to its complexity

2

Encouraging the audience
“to do” something to help, is
a way to engage them.

Example:

100 sick days Robert
Goodman, Pills against the
pain of others and Hungry
Kids in your shopping cart

Creating a scenario where
things that they are taken for
granted are not there
anymore.

Example:
Oceans of the future takes
the fish out of the ocean.

4

Revealing something that is
hidden, a behaviour that
implies a harmful belief.

Example:

Fight Unfair reveals that the
audience unconsciously
treats children in need of

help completely differently
based on how they are
dressed.

O

Social experiments
amplified though social
media is a common
effective format. Mostly
because it is believable and
not fictional.

Example:
100 sick days Robert
Goodman

OCIAL JUSTICE
ECENT WORK

Hashtags are used to create
social movements.

Example
#fightunfair

#allthatweshare

GTA“'] % Social.Lab
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3.1 STRATEGIC OBJECTIVES

CAMPAIGN
OBJECTIVES

Drive French Youth to take action on social

1 protection - and to advocate for its end purpose in
the new workplace

2 Demonstrate how social protection measures will be
important in the future lives of French Youth

Create visibility for the ILO - and highlight its
3 iImportant mission of developing social protection
schemes worldwide

4 Ultimately encourage activism, driving participation
among the French Youth audience.

GTA“'] 8 Social.Lab
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3.1 STRATEGIC OBJECTIVES

CAMPAIGN COMMUNICATION
OBJECTIVES OBJECTIVES

Drive French Youth to take action on social

1 protection - and to advocate for its end purpose in AWARENESS
the new workplace

2 .Demonstr.ate how soci.al protection measures will be AWARENESS
important in the future lives of French Youth
Create visibility for the ILO - and highlight its AWARENESS /

3 iImportant mission of developing social protection CONSIDERATION

schemes worldwide

ENGAGEMENT /
ADVOCACY

GTA“'] 8 Social.Lab
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4 Ultimately encourage activism, driving participation
among the French Youth audience
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3.2 MESSAGING
THE ILO BELIEVES IN YOUR RIGHT TO:

* Access to the healthcare system regardless you age, income or status

 Have a paid maternity leave to allow you to care for your children.

* Have access to a pension scheme when you are old.

 Have a invalidity pension to ensure your wellbeing if something happens to you and you cannot work.

- Have security of income when you do not have a job to make sure that you can keep a dignified life.

HOWEVER, THIS IS HUGELY UNDER THREAT BY THE

UNCERTAINTY OF THE FUTURE WORKPLACE. "f*‘\] 8 Social.Lab
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3.2 MESSAGING
CAMPAIGN NARRATIVE

The fourth industrial revolution is expected to drastically change the workplace and its dynamics. Bringing in new
technologies and global challenges, such as climate change or migration trends, the increasingly importance of artificial
intelligence bringing new opportunities and challenges to working lives, such as non-linear careers and new models of
work.

Social protection will become increasingly important in helping the French Youth through this eventuality - ensuring the
wellbeing & equal opportunities for everyone in the new work place. French youth should be aware of these rights and
conscious that unfortunately 70% of the world still does not enjoy the same rights.

Social protection is a human right that will ensure social justice - the only way to achieve lasting peace worldwide.

THE ILO’S ROLE

Warranting the wellbeing & equal opportunities for everyone all over the world by ensuring social protection for
all, no matter what the future of the work environment looks like. 8
OTM] Social.Lab



3.2 MESSAGING

KEY MESSAGE

Life is uncertain but you are in good hands. Others are not so lucky. Take action
so that others in the world can also to be protected.
#SameRightsForAll #TheRightToBeProtected

O’TA“'] % Social.Lab



ALTERNATIVE OPTIONS

When you fall, the ILO is there to catch you. Everyone has the right to get up when they fall. Pledge
your support for the wellbeing of all. #5ocialProtectionForAll
#ARightNotAPrivilege



b’(‘" "i

Y 119\5?

*-’/"\J
SOCIAL JUSTICE
DECENT WORK

3.2 MESSAGING

ALTERNATIVE OPTIONS

Social Protection ensures the young workforce’s wellbeing. Without wellbeing there is no equality for opportunity.
Everybody deserves to feel protected, help the ILO in its aim to extend wellbeing to all.

ensure #WellBeingForAll

GT)\.'] 8 Social.Lab
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3.2 MESSAGING ALTERNATIVE OPTIONS

#FightForTheirRights

We are all vulnerable but some face increased exposure to risk because their
wellbeing is not looked after!

Support the ILO’s global cause of providing wellbeing and diminishing the
exposure to social risks in the work place.

In the workplace you have measures that prevent you from being at risk of unpaid
sick days, unpaid disability, and unpaid old age. Others are not so lucky.

GT)\.'] 8 Social.Lab
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3.3 COMMUNICATION
STRATEGY

YOU WILL

Generate awareness and education around social protection and the ILO among our French Youth audience

WHO RIGHT NOW

doesn’t fully grasp the concept of social protection or of the ILO, nor appreciate the impact it has today and WILL have in
the landscape of an uncertain future of employment

BY

Communicating simply what social protection is, why it is important, how the ILO fits into the picture and what critical role
it will play in “future of work”

THROUGH

an attention-grabbing social-by-design campaign
(also seeded through PR)

GT)\.'] 8 Social.Lab
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3.3 COMMUNICATION
STRATEGY

DECONSTRUCTING
SOCIAL PROTECTION

Social Protection diminishes exposure to risks in the workplace and enhances the capacity to manage the uncertainties of
life like sickness at work, being pregnant without maternity leave, getting a disability without access to a pension, getting old
and being unable to work without access to a pension.

The world can be filled with risks and the first step to ensuring equality of opportunity is well being.
Social protection creates policies around the world aimed at reducing vulnerability and risk of poverty,
promoting wellbeing and equality for all.

GT)\.'] 8 Social.Lab



3.3 COMMUNICATION
STRATEGY

WHAT SHOULD YOU
COMMUNICATE

What are the new dynamics of

- the new workplace?

AWARENESS

CONSIDERATION

PARTICIPATION

What is social protection and
why is it important in the future
workplace?

KPI

Reach, Views,
comments
and shares

a0

SOCIAL JUSTICE
K

CHANNEL MIX

Facebook & Instagram
LinkedIn

University and school platforms
Landing page

Stunts applied via social media
Partners platforms:

EN3S and Sécu-Jeunes & others
Website

Earned media

Paid Media

What is ILO’s role in securing social
protection?

How will it play an important role in
future?

Why they should believe us? What
have we achieved to date?

Views, comments
and shares

Facebook

Instagram

LinkedIn

University and school platforms

Landing page

Partners platforms: EN3S and Sécu-Jeunes
Activations

Earned media

Paid Media

Call to action to sign in - or
donate money

Participation
volume

Facebook formulary
nstagram formulary
_anding page formulary
Pay Pal or another

payment platform OTA"] 8 Social.Lab
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MAIN TOPICS:

3.3 COMMUN'CAT'ON 1. What are the new dynamics of the new workplace?
STRATEGY AWARENESS 2. What is social protection and why is it important in the future workplace?

AWARENESS

CHANNEL SELECTION

Social Media (Facebook, Instagram & LinkedIn)
Wide Scope Instagram Influencers

University & School platforms

ILO Website landing page

Activation / Stunts

Partner platforms: EN3S and Sécu-Jeunes & others
Earned Media- PR

Social Paid Media

© N O O kK~ W=

CAMPAIGN OUTPUTS

SOCIAL CONTENT WEBSITE CONTENT STUNT / ACTIVATION

e One video it could be a fictional story or a video of the stunt or

social experiment. The aim of this video is to trigger the audience's appealing and easy to understand language for the

attention, drive emotions and involve them in the storytelling.
e 7 video shots (stories, real or fictional testimonies) to address

e Landing page hosted on the ILO’s website to host

. . . . e Stunt or activation that will be
and centralise campaign information using an

recorded afterwards and used as

. social media content.
audience.

e Doing appropriate search optimisation (SEQ) will

specific subjects of social protection (wage, maternity, healthcare, drive all trending topic searches about wages, EARNED MEDIA
etc.). future of work, working time, etc. to the landing

 Wide scope Influencers content to increase reach and build
credibility.

page or at least will help relate social protection as e Articles in the main journals of
a solution for their searches. France.



AWARENESS CONTENT iy

SOCIAL JUSTICE
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3.3 COM M U NIC ATION Social protection is a right that allows French Youth to be protected in any life event. It is the best way to tackle

inequality by ensuring equal opportunities for everyone and their wellbeing in a new world where new

ST RATEGY technologies and global challenges such as climate change, migration trends, rising inequality and the
increasingly importance of artificial intelligence will have a big impact in our working lives.

The career landscape of the 21st century is rapidly changing, short term employment contracts, part time work,
and a current trend of millennials of pursuing entrepreneur ventures differs from the linear and economically
secure career path. Even though this landscape has its benefits and rewards, workers are exposed to new
risks.

AWARENESS

In France and worldwide, social protection systems will ensure people’s wellbeing allowing them to manage
and overcome situations that adversely affect them:

Through social protection, French Youth have access to:
e Access to the healthcare system to every French citizen regardless age, income or status

* Sick leave allowing people to take the necessary time to recover from a disease or health related
condition.

e Paid maternity leave allowing expecting mothers to have paid time off to take care of themselves
and their babies.

* A pension that allows French Youth to have a dignified life during old age so as to not depend
economically on anyone.

* |nvalidity pension that guarantees the wellbeing of people that suffer a long term iliness or
disability leaving them unable of working.

 Security of income when you do not have a job or when you have a forced break at work to make
sure that you can keep a dignified life
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CAMPAIGN IDEA 1

Creating a social media challenge based on “video challenges” encouraging the audience to create a video.

This could be tested with the EN3S youth camp and kick off from there and then get amplified during the campaign launch. The young
people would be asked to make a video and then call on friends and family to take action. This is already a big contribution that can help
increase the wellbeing of others that don’t have protection against social risks. Urging social media communities and friends on social media
platforms to also share their videos allows for awareness and for taking action.

The video should start with the statement phrase °l believe” that everybody should have the right to be protected no matter what the future
brings. The young people would express and explain to their communities that people should have access to social protection, to be covered
by a healthcare system, a pension scheme, a right for a maternity leave, etc. and explain the importance of being aware and activated in
the cause, making sure that international institutions ensure this right to everybody around the world.

The video would finish with asking/tagging a friend to take the challenge and create a similar video followed by
and you,
iIn what do you believe?

Should the young people consent, these mini videos could be used on social media when the campaign launches so as to further promote
the campaign messaging.
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CAMPAIGN IDEA 2 Facebook Birthday Fundraiser #GoBeyondYourRights

Facebook fundraisers have gained prominence over the years and have become a useful way to raise donations,
including from people who might otherwise never visit the charity’s own donation links. Moreover, Facebook fundraisers
are an example of how social media activism can translate into tangible results.

It could be worthwhile to showcase that while the French Youth is covered by social protection, more than 70% of the
world population does not have the same rights.

The ILO could create a Facebook challenge asking the French Youth to go beyond their own rights and use their
birthdays to raise funds that contribute to protecting their peers in other parts of the world.

The messaging could appeal to them by stressing that you can only #UseYourRights when you have them but if you
#GoBeyondYourRights you can tangibly help those in need to have the same kind of protection that you have.



¥ wmr  AWARENESS CAMPAIGN IDEAS ol (& ot

CAMPAIGN IDEA 3 See the World

Creating a social protection rights map that divides the world into areas protected by social protection and areas lacking
social protection. Different colours could serve as identifiers of the type of social protection that exists in the countries,
areas that have most are all of the colour identifiers would visually highlight which countries are most privileged and how
much remains to be done worldwide.

This idea could go hand in hand with the World Cafe groups that could be tested out during the EN3S youth camp.
World café groups: the youth could be divided into groups that represent different parts of the world that need to see
improvements in the social protection arena and the group moderators would explain how the ILO has helped so far and
what remains to be done.

The youth would be asked to brainstorm ideas for solutions and to present them. The ILO could take photos and mini
videos of some of the young people and of their responses during the group breaks. Should the young people consent,
these mini videos could be used on social media when the campaign launches so as to further promote the campaign
messaging.
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DECENT WORK

MAIN TOPICS:

3.3 COMMUN'CAT'ON 1. What is ILO’s role in securing social protection?
STRATEGY: CONSIDERATION 2. How will it play an important role in future?

3. Why they should believe us? What have we achieved to date?

T — CHANNEL SELECTION

1. Social Media (Facebook, Instagram & LinkediIn)
CONSIDERATION 2. University & School platforms
3. ILO Website landing page
4. Activation / Stunts
5. Partner platforms: EN3S and Sécu-Jeunes & others
6. Earned Media
/

. Social Paid Media

CAMPAIGN OUTPUTS

SOCIAL CONTENT WEBSITE CONTENT STUNTS EARNED MEDIA

* Using existing impactful videos for e Landing page hosted on ILO’s * University visits and job fair * Articles in the main journals of France
social media. The aim of this videos website to host and centralize stands. and affinity audience media.
IS to convey relevant information campaign information using an

about ILO and its mission. appealing and easy to understand

language for the audience.



SOCIAL JUSTICE
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3.3 COMMUNICATION CONSIDERATION CONTENT
STRATEGY

100 years ago, The ILO was founded to pursue a vision based on the premise that universal,
lasting peace can be established only if it is based on social justice. Today ILO helps to build
sustainable national social protection systems through development cooperation, knowledge
development, and forming partnerships with a wide range of stakeholders to advocate for
universal social protection and in this way tackle inequality.

Only over the past ten years, The ILO has supported the development of social protection floors
In 136 countries, including:

* More than 3 billion people are currently covered with social protection
CONSIDERATION - 100 years of achievements in social protection
« Health protection in 30 countries,
» Child benefits in 21 countries,
- Maternity benefits in 20 countries,
- Unemployment insurance schemes in 20 countries,
* Public employment programs in 31 countries,

* And old-age pensions in 43 countries.



DECENT WORK

3.3 COMMUNICATION

07‘)\7 8 Social.Lab

MAIN TOPICS:

STRATEGY: PARTICIPATION 1. How to get involved

PARTICIPATION

2. Join the movement, sign the petition and get sharing

CHANNEL SELECTION

1. Social Media
2. Supported by funding platform KBF & maybe others (e.g. PayPal)

3. Short Scope influencers
4. Website

CAMPAIGN OUTPUTS

PLEDGE YOUR SUPPORT DONATION DRIVE

Video showing young people already Posts with strong call to action for donations -
iInvolved in the movement to build credibility. how, where and how
Call to action: Call to action:
ADD YOUR NAME FOR SUPPORT HELP ILO WITH YOUR VALUABLE

SHARE YOUR RIGHT DONATION
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3.4 CONSOLIDATED OUTPUTS

- SOCIAL CONTENT STUNT / WEBSITE “

AWARENESS

CONSIDERATION

PARTICIPATION

1X HERO VIDEO (EMOTIONAL)

/X VIDEO SHOTS
(FUNCTIONAL & EDUCATIONAL)

ACTIVATION OR
SOCIAL
EXPERIMENT

INFORMATION
AND CONTENT

OTA"'] 8 Social.Lab

EARN MEDIA IN THE MAIN
JOURNALS AND
MAGAZINES OF FRANCE.

5X FACEBOOK POSTS

UNIVERSITY VISITS AND JOB
FAIR STAND.

INFORMATION
AND CONTENT

EARN MEDIA IN THE MAIN
JOURNALS AND
MAGAZINES OF FRANCE.

1X VIDEO (FACEBOOK,
INSTAGRAM & LINKEDIN)

NO

KBF

EARN MEDIA IN THE MAIN
JOURNALS AND
MAGAZINES OF FRANCE.






4.1 CAMPAIGN DESIGN

1. OSL

e Currently designing the visual element for the campaign in light
of SOCPROQO’s feedback on the mockups.

e Will share a first version on Tuesday 21 August for review.

 Will implement any additional feedback from SOCPRO on 22
August and share final version with SOCPRO.

2. SOCPRO
 Define the needs and support the internal communication and

marketing teams to create digital content for the campaign,
including photography, infographics, film and other content.

e Work with Communication Department to oversee development
and dissemination of traditional and social media messages.

GT)\.'] 8 Social.Lab
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SOCPRO will reuse existing videos in order to get generate addition
interest around the campaign and so as to have additional assets
that can be used across its social media channels. These videos
should be shortened and should include subtitles to ensure they are
social media ready!

e OSL has performed a content audit and picked out the videos that
stood out as the ones with the most potential to resonate with the
audience. It would be beneficial to add subtitles in this case to
ensure viewers don’t miss the message.

Why are social protection floors important to you?

o 2:00-2:07 — Social protection floors can lift millions of people out of

poverty.

o 2:13-2:16 —in French

The following four are similar format videos which answer the question:

“Why is social protection important to me?” in Thailand, Cambodia,
Ecuador, and Mongolia. Short clips from each could be useful in a
larger global in nature montage.

“Social protection is a human right but how many benefit?” uses
examples to show each one of the social protection areas (e.g.,
health, pensions, education, etc.) are beneficial

Building Social Protection Floors together with Development Partners

o 1:59-2:07 — The French Development Agency

0 2:32-2:47 — The Government of France

Social Pensions in Cabo Verde

Timor-Leste - Public Service Announcement (PSA) — The colours of the

video are vibrant and it has two children explaining why social protection OTA"] % Social.Lab

IS Important.



https://www.youtube.com/watch?v=osoTgwqbbp4
https://youtu.be/K7GbSGi-vsA
https://www.youtube.com/watch?v=f4LNTCpF80A
https://www.youtube.com/watch?v=AzhQaeW0xvQ
https://www.youtube.com/watch?v=naC02c3wkIQ
applewebdata://3950A775-C563-47DD-9488-5D9CF7FF813D/Social%20protection%20is%20a%20human%20right%20but%20how%20many%20benefit?
https://youtu.be/LvhopymjBlQ?t=1
https://www.youtube.com/watch?v=7y0Of0x1ir0
https://www.youtube.com/watch?v=bfAp2wMMUnA&feature=youtu.be

4.2 SOCIAL PAID MEDIA PLAN

SOCIAL JUSTICE
DECENT WORK

1. OSL

e Currently preparing a media plan and recommendations that
will be shared with SOCPRO by 24 August.

* The list of potential ambassadors shared in the approach will be
used as one segment of the audience in the media plan.

2. SOCPRO

e Define the budget and capacity to engage in paid media
promotion.

e Come back with feedback and determine whether it will activate
this aspect of the campaign.
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4.3 CAMPAIGN IMPLEMENTATION {lioy

SOCIAL JUSTICE
DECENT WORK

1. OSL
 An adapted final version of the strategy that takes into account the
ILO's comments and inputs.

2. SOCPRO

e Liaise with country and regional offices to involve them in the
development of the concrete campaign implementation plans.

e |dentify the most impactful stories & testimonials and use them
across SOCPRO’s communication channels.

* Redesign or/and develop any web presence to support the
campaign.

 Define the needs and support the internal communication and
marketing teams to create digital content for the campaign,
iIncluding photography, infographics, film and other content
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