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[bookmark: _Toc208998574][bookmark: _Hlk208818213]INTRODUCTION

GL Vision: 
An inclusive, equal and just society in which women and girls in all their diversities exercise their voice and choice in accordance with the SADC Protocol on Gender and Development and related regional, continental and global instruments.

Gender Links is a women’s rights organisation that champions gender equality and justice. across Southern Africa and beyond. Since its founding in 2001, Gender Links has built a unique presence at the intersection of research, advocacy, linking and learning, movement and institution building in Southern Africa and beyond. 

Rooted in feminist principles and grounded in lived experiences, GL’s work centres on voice (amplifying stories and experiences), choice (strengthening agency and rights), and empowerment (supporting women, girls and marginalised groups to lead change). This communications strategy is designed to contribute to Gender Links efforts for change, aligning with organisational strategy and objectives across all work areas. It offers a practical framework to strengthen how GL communicates.

[bookmark: _Toc208998575]Scope and limitations

Gender Links spans an extensive portfolio of work, some of which differ widely in who and how communications can contribute to impact. This strategy is not completely comprehensive, rather focusing on practical priorities that are actionable. A significant current limitation is communications capacity Thus, this strategy is mindful of capacity and resources both at regional and country levels to ensure an immediately useful tool. 

The strategy and its priority focus areas are largely informed by and based on.
· GL Organisational Assessment (Axum)
· Results for change and Communications: Vision 2030 (GL Staff Planning) 
· Insights from numerous strategies, notes and reflections sourced in GL SharePoint. 
· Applicability to tailor and implement across expansive areas of work, aligning with vision of achieving gender equality and justice.

[bookmark: _Toc208998576]Using this strategy

This communications strategy is designed to be a practical, user-friendly guide to support GL communications - both a roadmap and a reference to plan activities, prioritise audiences, and select the most effective tools and platforms to achieve impact. The strategy is not a static document but a living framework that can be adapted to changing contexts, emerging opportunities, and unforeseen challenges. Teams are encouraged to use it as a baseline for workplans, proposals, and campaigns, while also drawing on it to build synergies across projects and regions. 

By embedding this strategy into daily practice, Gender Links can ensure that every communication—whether a tweet, a policy brief, or a regional campaign—contributes to a consistent, powerful narrative for gender justice. The information, recommendations and tools for visibility, advocacy, and campaigns can be selected and adapted according to different contexts and needs of the moment. Like any strategy, it requires the next step of operationalising into actionable plans with specific and measurable targets. Accompanying tools and templates are provided to support implementation. 

Explain
In practice: Tips for implementation
Actionable 
Actionable steps - TBC team steps – not the only, or possibly best/ most needed, but focuses on easy wins and practical, doable actions mindful of capacities
GL usable tools – GL tools
External resources & tools

[bookmark: _Toc208998577]Communications context we work in

The communications landscape for gender justice organisations is shifting rapidly, shaped by both escalating challenges and emerging opportunities. For Gender Links, effective communications are not only about amplifying voices but also about navigating complex external realities that demand creativity, resilience, and strategy.

Shrinking civic space & backlash
Backlash against women’s rights and gender equality is intensifying globally and in Southern Africa. Conservative, religious, and nationalist forces are framing equality as a threat to culture or security. Restrictions on expression, surveillance, and online gender-based violence are common.
· Implication: Tell bold, rights-based stories while protecting activists and countering anti-rights narratives.

Misinformation
Misinformation, disinformation, and gendered hate speech distort feminist narratives and fuel polarisation, often amplified in social media echo chambers.
· Implication: Prioritise fact-based, hope-based communications that challenge falsehoods with compelling, evidence-driven alternatives.

Information overload
Audiences are overwhelmed by a constant stream of information, alerts, and competing messages across platforms. Important content risks being lost in the noise, with shorter attention spans and fatigue shaping how people engage.
⇒ Implication: Communicate with clarity and focus, prioritising quality over quantity. Use simple, compelling formats and targeted distribution to cut through clutter and reach the right audiences at the right time.

Shifting global narratives
Global crises—authoritarian populism, economic instability, and conflict—erode human rights commitments. Yet intersectional feminist movements are gaining ground, linking gender justice to climate action, decolonisation, and youth movements.
· Implication: Frame gender equality as integral to broader struggles for democracy, justice, and sustainability.

Donor and movement expectations
Donors and partners demand stronger evidence of impact, with stories that humanise data and demonstrate change. Communications are expected to combine rigour with creativity. 
· Implication: Professionalise outputs, integrating MEL into advocacy content that blends emotion with evidence.

Youth, intersectionality & new voices
Younger feminists and LGBTQI+ activists are reshaping communications through art, music, blogs, and digital media, demanding greater representation of diverse lived experiences. 
· Implication: Amplify young, diverse voices, adopting participatory and co-created advocacy approaches.

Hope-based storytelling
Audiences are fatigued by negative news but inspired by solution-driven stories that highlight resilience and possibility. 
· Implication: Balance exposing injustices with showcasing solutions, offering narratives that mobilise and inspire.

[bookmark: _Toc208998578]Why Communications matters

Great communications requires time and resources, yet is often deprioritised when capacity is stretched or budgets are tight. Too often, it is seen as a “nice-to-have” rather than a core function. In reality, communications is more important than ever - for Gender Links as an organisation and for the wider movement for gender equality. It is not an add-on, but central to our sustainability, visibility, and impact. In a rapidly shifting environment, the ability to tell compelling stories, frame debates, and reach diverse audiences ensures that our advocacy resonates, our evidence influences, and our movements grow.

Sustainability: Communications sustains the organisation by strengthening our profile and credibility. It demonstrates impact by transforming research and programme outcomes into stories and visuals that funders, partners, and communities can connect with. Effective communications deepen engagement, broaden support, and ensure Gender Links remains visible, relevant, and trusted.

Driving gender justice: Achieving gender justice requires more than policy change—it demands shifts in attitudes and norms. Communications humanises complex issues, challenges misinformation, and inspires action. By amplifying the voices of women, girls, and marginalised communities, it turns evidence into influence and strategies into movements.

Now more than ever: This is a pivotal moment. Across the region and globally, women’s rights face threats from disinformation, regressive norms, and backlash. Yet there is also growing appetite for hopeful narratives that show progress is possible and that gender justice benefits all. Communications is essential to:
· Build positive narratives that inspire change.
· Challenge harmful norms and disinformation.
· Amplify activism and lived experiences that cannot be silenced.

	Making the funding case 
Five reasons to fund communications for gender justice

· Gender equality drives all development goals. In Southern Africa, advancing equality is vital to unlocking progress in health, education, democracy, climate justice, and economic growth. Communications is the tool that connects these struggles, demonstrates their interdependence, and mobilises the public and policymakers to act.

· Critical moment. With growing backlash against women’s rights, the fight for gender equality is also a fight over narratives. Communications equips organisations to counter harmful discourse, build hope and show why equality matters for all.

· Protecting hard-won gains. Decades of progress are under threat from shrinking civic space and reduced funding for gender justice. Sustained communications investment safeguards rights, prevents regression and ensures inclusive development that leaves no one behind.

· Narratives shape norms. Policies alone cannot transform society. Communications challenges stereotypes, tackles disinformation, and promotes solution-driven stories that shift mindsets and dismantle harmful norms.

· Voices need amplifying, especially youth. Africa has the world’s largest youth population, whose energy and leadership are central to future progress. Communications ensures young people, alongside women and marginalised communities, are heard, visible and informed - strengthening movements for change. 





[bookmark: _Toc208998579]COMMUNICATIONS FOR IMPACT

We communicate to impact change - an essential part of working for gender equality and justice, across the organisation, programmes and services, all of which are deeply interconnected. Our work is grounder in feminist, rights-based, people first principles – and so is our communications. 

[bookmark: _Toc208998580]Feminist, values-based communications

10 core principles 
Our communications is guided by the following core principles, which are applied across all content, platforms, and programme areas.
1. Voice and choice at the centre: We prioritise amplifying the voices, stories, and agency of women and girls in all their diversities—affirming their right to be heard and to decide.
2. Feminist and gender-transformative: We use communications to confront unequal power dynamics, shift gender norms, and promote transformative change rooted in feminist values.
3. Inclusive and intersectional: We ensure our content represents the full diversity of identities and experiences—across gender, race, age, class, disability, and sexual orientation.
4. Grounded in lived realities: We centre real stories led by communities and individuals most affected, always upholding dignity, informed consent, and respectful representation.
5. Boldly political and policy-driven: Our messages align with the SADC Gender Protocol and other key frameworks to hold institutions accountable and advocate for gender justice.
6. Accessible and digital-first: We design content that is easy to understand, mobile-friendly, and available in multiple languages, formats, and literacy levels. 
7. Hope-based and solutions-oriented: We highlight positive change, resilience, and practical solutions that inspire action rather than reinforce despair or victimhood.
8. Collaborative and movement-aligned: We co-create communications with our partners, allies, and networks to amplify collective voices and strengthen solidarity.
9. Transparent, ethical, and evidence-informed: We uphold ethical storytelling standards—grounded in truth, consent, and data—and use feedback and analytics to improve our impact. 
10. Dialogue, not monologue: We foster two-way engagement through interactive formats, social listening, and spaces for reflection, discussion, and community input.

Ethics and safety ALWAYS priority
At Gender Links, ethical communications are not optional—they are foundational. We prioritise safety, dignity, and informed agency in all our communications, especially when working with survivors, marginalised groups, and community partners. Our feminist, rights-based approach ensures that content creation and storytelling reflect care, responsibility, and consent.
· Preventing harm: All communications must actively minimise the risk of physical, emotional, digital, or reputational harm. This is especially critical when sharing lived experiences of survivors of gender-based violence, young people, or individuals facing stigma and discrimination. We avoid retraumatisation, ensure protection of identities where needed, and never share content without explicit and considered agreement.
· Informed consent: We always obtain clear, informed consent from individuals whose stories, images, or voices we share—whether through interviews, photos, videos, or testimonials. Consent is not a one-off form; it is a process. Individuals must understand the purpose, audience, format, and potential risks associated with the content, and have the right to withdraw at any time. We ensure content is reviewed and approved before publication, and we proactively flag any risks that participants may not anticipate.
· Ethical and respectful storytelling: We are committed to telling stories that uphold the dignity and agency of those involved. Our messaging avoids sensationalism, victimisation, or reinforcing stereotypes. Instead, we aim to frame individuals as agents of change—sharing stories of strength, resilience, and rights-based action. Where appropriate, we align with relevant media and ethics guidelines (such as those for reporting on GBV, children, or persons with disabilities) to ensure responsible representation across contexts and platforms. 

[bookmark: _Toc208998581]Communications for purpose

Gender Links engages in a wide expanse of often shifting programmatic areas, with slightly differing communications purposes. Very broadly, these can be grouped into the following – though all are interconnected. 

Strengthening organisation
At an organisational/ institutional level, communications serve to grow, engage and inspire our diverse alliance and networks, while also strengthening GL position and contributing to sustainability. Communicating Results for Change is a critical part of this. Communications aims to achieve the following. 
· Strengthen GL brand: Enhance GL’s identity and reputation as a leading gender justice organisation in Southern Africa.
· Build credibility and influence: Build trust in GL’s work, positioning the organisation and partners as authoritative voices in gender equality, advocacy, and policy influence.
· Expand reach and impact: Increase visibility to ensure that advocacy messages reach key audiences—including governments, civil society, media, and the private sector—widening the reach of campaigns and fostering deeper engagement.
· Mobilise support and resources: Strengthen public profile to attract funding, partnerships, and collaborative opportunities. Donors and allies are more likely to support organisations with a visible track record of results and impact.

Essential part of programmes 
Gender Links has identified five priority goals essential to gender equality and justice (what we do), as well as strategic approaches to achieving change (how we work). 

	What we do/ 5 goals for gender equality 
· Sexual and Reproductive Rights
· Ending violence, empowering women         
· Economic and climate justice
· Women’s Political Participation        
· Gender, Media & ICTs
	How we work
· Policy and Movement building
· Local Action for Gender Justice
· Fellowships
· Grant making




Strategic communication across programmes and workstreams is essential to achieving programmatic objectives – to inform, influence, advocate and mobilise for change in policies, attitudes and norms. 
· Boost visibility: Of programmes, activities and impact – both among networks and widening reach beyond to drive social and political transformation.
· Amplify voices: Lift up the voices and work of partners, young people, and women at the grassroots.
· Deepen knowledge: Share information, research and practical tools that increase awareness, understanding and accuracy of information in dialogues/debates. 
· Build connections: Link communities, sectors, and movements (especially that otherwise may not connect) to share learning, amplify voices, and strengthen coalitions that drive collective action and lasting reform.
· Facilitate inclusive dialogue: Ensure those centrally affected by an issue[s] voice their perspectives in the debate and dialogue, prioritising two-way communication.
· Mobilise action: Inspire collective action for gender justice through campaigns, calls to action and storytelling.

Enriching partnerships & networks
As a regional organisation, communications with and through partners is vital to amplifying voices, building solidarity across borders, and achieving collective visibility for gender justice. Partner communications go beyond information sharing to co-creation, capacity building, and positioning partners as visible and influential actors in regional and global advocacy. Communications aims to achieve the following.
· Amplify influence: Ensure partner perspectives shape regional and global advocacy agendas, highlighting grassroots realities in policymaking spaces.
· Increase visibility: Position partners as credible actors in gender equality, raising their profile among governments, donors, media, and civil society.
· Foster solidarity: Strengthen collective identity and shared messaging across the region, making movements harder to ignore.
· Build resilience: Equip partners with the tools, skills, and platforms needed to sustain their communications and influence beyond project cycles.
· Co-create impact: Develop joint campaigns, toolkits, and content calendars that showcase partner leadership and ensure shared credit and visibility.
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[bookmark: _Toc208998582]Priority focus areas: what we want to achieve
The communications strategy proposes 7 priority focus areas -  intended to focus energies and efforts, maximising resources, to elevate influence, deepen audience engagement, and support movement-building across the region. Communications is positioned not simply as a support function, but as essential to change—shaping narratives, targeting key audiences, amplifying lived realities, and driving feminist advocacy. 
They focus areas were identified based on:
· [bookmark: _Hlk208211056]GL Organisational Assessment (Axum)
· Insights from numerous strategies, notes and reflections sourced in GL SharePoint. 
· Applicability to tailor and implement across expansive areas of work, aligning with vision of achieving gender equality and justice.

	Priority Focus Area
	Objective
	Strategic approach/ How we will do this

	1. Amplify visibility and strengthen brand identity
	Strengthen brand identity, consistency and visibility, ensure all communications reflect the “golden thread.”

	Standardise branding across campaigns, programmes, countries, partners, with usable, practical tools to equip programmes, countries, partners with tools about organisation, countries, programmes, etc, beyond their own. Develop:
· Brand & message toolkit: visuals, updated GL brochures standardised texts, programmatic info. 
· Visibility guidelines to implement across organisation, country and partners. 

	
	Raise GL’s profile as a leading voice on gender justice through coordinated, quality communications reaching beyond the usual  
	Strategically communicate to expand presence, pro-actively identifying opportunities. 

	
	
	Investing in boosting media engagement to secure media coverage, build relationships with key media outlets, positioning.
· Leverage GL’s media training networks to build relationships and media networks. 

	
	
	Draft programme, country specific plans to regularly share GL’s work through multimedia content on web, social media, and media platforms. 

	
	
	Coordinate communications and messaging across programmes, countries, partners.
· Develop annual cross-organisation content/visibility calendar aligned to advocacy and movement moments.
· Increase cross-posting country network stories & content.

	
	
	Strengthen and harmonise country-level communications practices while respecting contextual differences.
· Conduct needs assessment and provide comms training for country staff. 
· Develop country comms plans aligned with overall strategy. 
· Encourage country boards to leverage networks for visibility

	2. Enhance communications capacity and systems
	Enhance internal capacity, tools, and systems
	Boost internal communication human resource capacity to strengthen all aspects of comms and content. 
· Recruit dedicated senior level communications, responsible for coordinating communications and content across 
· Conduct capacity/ skills audit and organise practical workshops (storytelling, digital campaigning, analytics).

	
	
	Develop & share communications resources to and enhance capacity contribute to collective voice
· Create shared communications toolbox: comms toolkit, template, and editorial guideline

	3. Strengthen strategic and advocacy communications as essential part of GL’s priority goals/ action areas

	Boost storytelling to amplify voices and centre lived experiences  
	Tell powerful stories as a priority. 


	
	
	Build narrative knowledge to increased understanding and collective actions for narrative work for gender equality. 

	
	Deepen and expand knowledge and understanding of gender equality, gender justice and GL priority issues
	Produce compelling, digestible, audience targeted content to raise awareness and deepen understanding 
· Relate communication and content to resonate with people's everyday interests, contexts and values. Frame messages in ways that resonate with local contexts and cultural values.

	
	
	Share information, research and practical tools that increase awareness, understanding and accuracy of information in dialogues/debates. 
· Simplify complex issues with clear, visually engaging content that unpacks gender concepts, promotes gender-transformative approaches, and highlights tangible benefits

	
	
	Boost knowledge production and dissemination
· Disseminate results and research findings through multimedia storytelling, infographics, and simplified explainers.
· Repackage knowledge products i.e Baromoter into varied formats (case studies, policy briefs, practical tools) to reach different audiences and levels of engagement. 
· Create new, quicker to produce knowledge products for ongoing dissemination.

	
	Build connections and inclusive dialogues. 
	Foster connection among communities, sectors, and movements (especially that otherwise may not connect) to share learning, amplify voices, and strengthen coalitions that drive collective action and lasting reform.

	
	
	Facilitate dialogue and participation among communities, youth, and partners. Strengthen solidarity and collective voice across GL networks.
· Facilitate inclusive dialogue, ensuring those centrally affected by an issue[s] voice their perspectives in the debate and dialogue, prioritising two-way communication. 
· Prioritise interactive formats (polls, Instagram Lives, WhatsApp groups).

	
	Mobilise collective action for action for gender justice 

	Mobilise action through campaigns and calls to action 

	4. Maximise digital communications, platforms and technologies, especially social media 

	Boost digital presence and engagement
	Strategically communicate to boost presence, collaboration and impact. Increase website traffic, media mentions, and social media reach and engagement (i.e Twitter, Instagram, Facebook) by 
· Enhancing platform/ channel functionality & fit for purpose content 
· Ensuring ideal social media content mix digital mix.
· Increasing & integrating cross-posting country network stories & content. 


	
	Enhance platform/ channel functionality & fit for purpose content
	Tailor content for platform best practices, building understanding and acting on what works. 

	
	
	Track analytics to inform content creation and platform prioritisation, adapting strategy regularly


	
	Expand engagement & community building
	Prioritise interactive content: Use polls, Q&As, lives, and user-generated content; encourage dialogue and feedback

	
	
	Strive for audience targeted communications: Segmented messages, calls to action, newsletter. 

	5. Boost communicating results and impact
	Integrate connections between MEL and comms, share results and impact effectively with diverse audiences.
	Develop standardised reporting templates with stories + data to transform MEL insights into engaging visual stories (infographics, success briefs, videos).
· Develop standardised reporting templates with infographics, visuals, and stories. 
· Develop pathways to feed MEL insights into quality communications outputs.

	
	
	Build story gathering and impact communications across the network. Share information, not just in reports but ongoing for their general information and for use on their own communications channels.

	
	Strengthen Donor Communications & Engagement 

	Build donor relationships and confidence through consistent, evidence-rich, and inspiring communications.
· Produce donor reports with impact stories, disaggregated data, and visuals AND “publishable” donor report versions to showcase impact beyond compliance – include this within donor funded budgets. 
· Draft donor engagement strategy, based on feedback, consultation and mapping. 

	
	
	Explore and define communications as part of resource mobilisation. For example, convene a meeting of funding partners for a conversation to inform actions. A deeper investigation could be a specific strategy process, as part of resource mobilisation strategy.

	6. Enhance powerful potential of partnership communications. 
	Define, build and strengthen alliance/partners eco-system of communications platforms and channels. 

	Map and build strategies for GL’s unique, extensive network and alliance. 
· Encourage collective actions – from the simple act of amplifying each other's actions to planning joint campaigns. 
· Develop (informal or organised) comms networking group & opportunities for communicators to connect with each other.

	
	
	Co-create communications and content 
· Support partners with shared content and cross-promotion to build solidarity and shared impact.



Operationalising here, rather than at end?
	Getting started

	Actionable steps - TBC team


	GL usable tools
· 






[bookmark: _Toc208998583]AUDIENCES, MESSAGING AND FRAMING

Knowing communications purpose(s) and what we want to achieve through communications – the next essential consideration is who are we communicating with, why they matter, and how to connect meaningfully with them. 

Gender Links’ audiences are diverse - from policymakers and donors to journalists, youth, grassroots leaders, and movement allies across Southern Africa. All messaging is anchored in our “golden thread,” a values-driven narrative that reflects our vision of an inclusive, just society – but 
effective communication is never one-size-fits-all. This section sets out how we tailor our messages, content, and platforms to reach and connect with the right audiences, in the right way and at the right moment.


[bookmark: _Toc208998584]Understanding Audiences

Audiences are incredibly complex. Strategic communications begins with getting to know and understand audiences. This goes beyond just where they live and what language they speak, spanning a while range of considerations. 

Demographics and priorities
Understanding target audience’s identity, interests, and information needs is key to creating messages that resonate, connect and inspire action. 
Get to know your target audience. 
· Demographics: Location, culture, age, occupation, gender, etc. 
· Interests: What are their interests/ what are they concerned about? 
· Hopes & fears: What are their aspirations and worries?  
· Values & beliefs: Understand their attitudes, principles, and opinions.
· Communications habits: Preferred platforms and appealing types of content.

Levels of awareness & involvement
With communications intended to influence, it’s important to keep in mind target audiences have different levels of existing knowledge and commitment, requiring different information and tactics. 
· Actively involved: Committed and actively part of GL’s work and advocacy. 
· Committed to the cause: Generally aware and involved in some elements critical to achieving gender equality and gender justice, but not necessarily actively involved with GL – yet.  
· Unaware: Not aware of GL and little knowledge of gender equality issues in general.  
· Disinterested: Previously reached with some kind of messages, but not convinced or sufficiently motivated to be interested.
· Hostile and opposed: We live in a world where some people, based on tradition, culture or other reasoning, actively oppose what we see as critical.  



Consumption habits: Strider, stroller, scholar 
Even within demographics and existing levels of interest and engagement, people are individual human beings, who all consume, react to and engage differently with communications and content. Very broadly, strategic communications considers three different consumption groups, which helps to inform communications and content. 
· The strider: the person who is perhaps less interested or just very busy, and likely to quickly scan an article, see a social media post on their feed, or glance at the cover of a report), 
· Stroller: person who has interest are who initial outreach connect with and wants a little more information – i.e likely to read an article) 
· Scholar - (the person actively wanting  or needing information, who is likely to read the whole article/report).

Think of this metaphorically: Like visitors in a museum, audiences engage with communications at different depths—some merely glance, others pause to scan summaries, and a few dive in like scholars, reading in full and seeking deeper understanding. Effective communications are designed to engage all three types, capturing attention at every level. 

	In practice: Tailoring to maximise reach

You can’t appeal to everyone all the time—but understanding audiences points to good communications practice. Tailoring content to who people are, what they value, and how they consume information ensures that messages connect, resonate, and inspire action.

Tailor to identity and values: Consider demographics, values, hopes, and fears when creating messages. Speak to aspirations and concerns, not just facts. Show how gender justice links to issues people already care about—such as jobs, safety, education, or democracy.

Match platforms and content. Identify most effective ways and content to connect with audiences. For example: youth may connect best through social media stories, short videos, or WhatsApp groups, while policymakers are more likely to respond to policy briefs, reports, or LinkedIn posts. 

Package content strategically. Design for skimmers, scanners, and readers: Format webpages, press releases, newsletters or social posts so core messages reaches someone who glances at a headline, scrolls quickly or reads in depth should all grasp the core message. Consistently repackage - a report for “scholars,” a web story for “strollers,” and a tweet or visual tile for “striders.”.

Consider awareness and interest. For the disinterested, make the case for why gender equality matters. For those committed but not yet active, provide entry points for involvement. Actively involved audiences need deeper knowledge and clear calls to action, while hostile audiences require careful engagement, with fact-based arguments that avoid reinforcing opposition.






[bookmark: _Toc208998585]Who we are: our golden thread

The “golden thread” is a unifying narrative that weaves through all of Gender Links’ communications—connecting every message, campaign, report, and platform to our core purpose, values, and goals. It ensures that all content—whether digital, programmatic, research-based, or advocacy-focused—is consistent, coherent, and clearly aligned with our mission. 

Our vision is an inclusive, equal and just society, in which women and girls in all their diversities exercise their voice and choice.

This golden thread reinforces our central commitment to women’s rights and gender justice. It reflects our vision for an inclusive, equal, and just society where all women and girls exercise voice, choice, and agency over their lives. By aligning all communications with this purpose, the golden thread builds trust, strengthens our brand identity, and helps simplify complex issues in ways that are accessible, emotionally resonant, and action oriented. It ensures that every message contributes to the bigger picture of transformative change.

[bookmark: _Toc208998586]Unique value proposition 

A unique value proposition (UVP) defines what makes Gender Links different—and why it matters. It clearly communicates strengths, approach, and impact, helping us stand out, build trust, and connect with partners, donors, and communities. A strong UVP ensures all communications reflect our identity and purpose.
· Regional reach, local impact: GL operates across 10+ SADC countries, connecting grassroots action with regional advocacy through strong local partnerships.
· Policy into practice; We turn gender commitments into real change by supporting local governments to implement gender-responsive governance and services.
· Evidence-based advocacy: Tools like the #VoiceandChoice Barometer and Gender Progress Score ground our campaigns in research and track progress.
· Movement building power: As secretariat of the SADC Gender Protocol Alliance and global coalition co-lead, GL drives sustained feminist movement building.
· Feminist and people-centred: Our work is grounded in African feminism, prioritising women’s voices, agency, and lived experiences.
· Integrated communications: We use media, storytelling, and digital tools to shift norms, amplify voices, and drive social change.
· Sustainability in action: GL models resilience through a hybrid structure that includes grant-making, advisory services, training, and social enterprise.

[bookmark: _Toc208998587]Framing for audiences

Framing is more than just how we share information—it’s about shaping meaning. By choosing what to emphasise and how to present it, framing guides how audiences understand, connect with, and act on an issue.

Framing explained
Framing refers to the strategic presentation of an issue or message to influence how people interpret, understand, and engage with it. It involves selecting certain aspects to highlight while downplaying or omitting others, shaping the context in which the issue is perceived. The goal of framing is to align the issue with the values, priorities, and emotions of the intended audience, thereby increasing the likelihood of support or action.

Framing informs content & tactics
While framing focuses on the message and content (i.e information), this directly links to content format and communications tactics. On any issue, the actively involved, unaware, and hostile and opposed will require differently framed messages and information, delivered to them in different ways through different communications tactics. 

	In practice: Tips for framing

Framing is not about changing what you want to say, it’s about saying it in a way that best resonates with a certain audience. 
· Know your audience: Understand who they are and what matters most to them.
· Make it relevant: Connect their priorities to the issue or action you’re addressing.
· Provide best information: Share clear information they need and want, share stories to humanize.
· Choose the right fit: Deliver content in the best format and on the platforms they use most.
· Keep it simple: Avoid jargon—use clear, relatable language.
· Focus on solutions: Use positive framing to inspire and motivate action.





[bookmark: _Toc208998588]Key audiences, messages & content/medium fit for purpose

Key messages can be refined and targeted for different audiences, to make sure we are reaching people effectively. The following outlines broad audiences and messages, though our audiences are much wider than this! 
Reminder: All Gender Links communications echo the golden thread: “We work for an inclusive, equal and just society, in which women and girls in all their diversities exercise their voice and choice.”

	Audience
	Key Messages
	Calls to Action
	Fit-for-Purpose Content / Mediums

	Partners, grantees, and fellows
Organisations, networks, and individuals i.e fellows, grantees recipients, advisory partners).
	· Our partnership builds stronger movements, expands reach, and deepens impact for gender equality and justice. 
· Active collaboration enhances each of our efforts. 
	· Co-create content, share stories of impact and amplify campaigns. 
· Leverage GL platforms for joint advocacy and visibility.
	· Joint communications: blogs,  case studies, webinars, newsletters, shared campaign hashtags.
· Advocacy and comms toolkits 
· Partner/fellow spotlight stories

	Civil society and feminist movements
Advocacy coalitions, NGOs, networks, Alliance partners.
	· GL stands in solidarity with feminist and social justice movements. Collaboration strengthens advocacy and amplifies collective voices.
	· Partner with GL on campaigns, advocacy, and research. Share resources and amplify joint messaging.
	· Campaign packs, webinars, joint statements, cross-posting on social media, advocacy toolkits, thematic newsletters.

	Communities and individuals
Survivors, young people, women leaders, grassroots actors.
	· Every person has a voice and role in creating safer, more inclusive society.
· Gender justice benefits everyone, essential for social, economic and political development. 
	· Share your story, join campaigns
· Hold leaders accountable. 
· Participate in local dialogues and digital campaigns.
	· Multimedia storytelling, participatory dialogue forums, community radio, WhatsApp groups, interactive social media posts, photo/audio stories.

	Youth activists and leaders
Young women, men, and gender-diverse activists across SADC.
	· Young voices are critical to shaping the future of gender justice. 
· GL supports youth leadership and digital activism.
	· Lead campaigns, create digital content, and mobilise peers. 
· Join fellowships and mentorship initiatives.
	· Social media: Instagram, TikTok/Reels, digital storytelling
· Training toolkits
· Stories of young people leading change. 

	Policymakers and government
Local councils, ministries, SADC bodies, AU institutions.
	· Gender equality is essential for democracy, development, and sustainable governance. 
· GL provides evidence-based tools and locally grounded strategies.
	· Adopt and implement gender-responsive policies. 
· Allocate resources for gender justice programmes. 
· Champion inclusive governance.
	· Policy briefs and evidence-based reports: concise, data-driven, highlighting social, economic, health benefits.
· High-level dialogues and policy scorecards.
· Media articles/ opeds holding accountable, celebrating progress. 

	Media and journalists
Editors, reporters, media trainers, digital influencers.
	· Media shapes narratives on gender and justice. Ethical, gender-aware reporting challenges stereotypes and drives change.
· Gender Links can provide unique perspectives and sources relevant to today’s pressing issues. 
	· Cover gender issues with accuracy and balance. 
· Partner with GL for data, expert insights, and stories from the ground.
	· Media resources: press kits, media training guides, rapid response statements. 
· Made media: opeds, blogs, interviews. 

	Donors and development partners
Funders, embassies, UN agencies, foundations.
	· Investing in GL means investing in sustainable, evidence-based change.
· GL demonstrates accountability, innovation and measurable impact.
	· Support and scale GL programmes, advisory services, and campaigns. 
· Use GL impact stories in your own communications.
	· Impact stories: briefs, case studies, infographics, video testimonials
· Content for donor newsletters
· Annual reports, repackaged for widest reach
· Social media: LinkedIn updates, impact story posts

	Internal (GL Staff and Boards)
Teams across programmes and countries, board members, Alliance partners.
	· Consistent, clear messaging strengthens GL’s brand and collective impact.
· Communication is a collective effort. 
	· Use comms toolkits and editorial guidelines. 
· Share content across teams and channels. 
· Integrate comms into programme work.
	· Collaboration tools: internal briefings, editorial calendars, story banks, messaging templates
· Knowledge-sharing webinars.




Tools?
[bookmark: _Toc208998589][bookmark: _Hlk208158557]IMPACTFUL CONTENT

Content is at the heart of social change. What and how we communicate does more than share information—it shapes public understanding, shifts attitudes, mobilises action and strengthens GL’s influence. In today’s digital world, content is not a by-product of programmes but a driver of social justice, giving visibility and voice to those too often left out. 

To maximise human and financial resources for impact, GL will focus energy where it matters most: on cross-cutting content areas that expand reach, amplify lived experience, and transform knowledge and data into compelling stories that move people, showcase impact, and inspire change.

[bookmark: _Toc208998590]Priorities for impactful content

Tell compelling stories 
At the heart of Gender Links’ communications is storytelling that connects with hearts and minds. We prioritise people-centred stories that humanise complex issues, elevate lived experience, and combine emotion with evidence to shift narratives and drive action. Our stories. 
· Amplify the voices of women, girls, and marginalised communities.
· Spotlight gender justice champions, role models survivors, and everyday change-makers.
· Showcase change and impact, through human experiences and relatable information,  
· Humanize complex issues, give voice to lived experiences, to foster awareness, interest, support and action. 
· Engage audiences with appealing, versatile content that informs, inspires, and performs well across platforms and channels.

Many kinds of stories 
There are many kinds of stories we tell across platforms and channels: web content, blog posts, media, social media, in discussion and reports (See section on repurposing)
· Change-makers: Spotlight feminists, activists, survivors, leaders, and everyday changemakers driving equality.
· Change and impact: Showcase transformation, ripple effects and evidence of GL’s results and credibility.
· Advocacy & action: Capture the “why” and “how” of campaigns, mobilisation moments and programmes
· Behind-the-scenes Sharing the process, partnerships, and people behind programmes.
· Photo stories: Series of compelling images, highlighting people, challenges, solutions, milestones 
· Thought leadership & insights: Powerful perspectives, opinion pieces and commentary, of lived experiences.

Need to cross-link stories and visualisation with Comm Results

Visuals a must for digital
In today’s digital world—and especially for social change—great visuals are a must. They are central to storytelling and transform data, knowledge and information into compelling, understandable content. Importantly, trend analysis insights tell us visuals by far outperform text. This means prioritising strong visuals in content across platforms, spanning a diverse mix:
· Photos: Authentic, diverse images showing real people, programmes, and communities to share stories, document events and highlight everyday realities without stereotypes.
· Infographics and data visualisations
Clear, engaging visuals—charts, graphs, maps or dashboards— can simplify complex issues, show trends and present findings accessibly.
· Graphics and illustrations
Original diagrams, icons or creative visuals—including memes or GIFs—that explain concepts and make content relatable, especially for youth audiences.
· Videos: Short clips, testimonials, or mini-documentaries to showcase stories, explain ideas and promote events or activities. 
· Diagrams and mind maps: Simple frameworks that explain GL’s systems, strategies, and models in ways that are quick to grasp and easy to use.
· Explainers: Concise visual formats—fact sheets, one-pagers, or carousels—that break down key findings or concepts into clear, shareable content.
· Animations and motion graphics: Dynamic moving graphics that simplify complex processes and add energy to campaigns, training materials and online resources. More complex, potentially requiring investment, but worth exploring. 

	In practice: Visuals that capture attention

A photo or graphic can fill space, but doesn’t make it a strong visual. Visuals should be created, selected and used with the following in mind. 
· Visually striking: Strong content and composition that stands out 
· Quality counts: Sharp, clear high-resolution photos and images.
· Tell a story: Convey emotion and meaning that resonate. 
· Avoid clutter: Minimise text and elements in graphics 
· Bold, readable text. legible fonts with text/ background contrast for readability.
· Text overlays: Concise quotes, captions, key facts only.
· Great colours: Pair complementary or contrasting colours; avoid clashes.

Take Great Photos
· Capture moments: Focus on action, storytelling and 
· Frame carefully: Backgrounds matter - crowds or signs add context; clutter like empty chairs or water bottles are visually unappealing 
· Check quality: Clear, focused, with good lighting; outdoors, keep sun behind you.
· Get closer: Avoid distant shots, move closer to the subject.





Digestible, understandable content
For Gender Links to influence change, our knowledge, insights and issues must be clear, relatable, accessible and actionable. In today’s fast-paced information environment, audiences need content that is easy to grasp, visually engaging and compelling enough to spark interest and action. GL will consistently turn complex research, analysis and issues into digestible, people-centred content that connects with audiences. Whether it’s a knowledge product, insightful blog, or social media content, we will aim to communicate with content tailored by:
· Audience type (from community leaders to policymakers).
· Attention level (glancers, browsers, deep readers).
· Language, format, and digital access.

Our approach will strive to include, based on audiences:
· Simplifying complex issues: breaking down into clear, thought-provoking messages that are easy to grasp. This means avoiding unnecessary detail, focusing on key insights and framing findings in ways that directly connect to people’s lives and priorities. 
· Understandable language: Moving away from heavy jargon and sector-specific wording to adopt a tone that is clear, inspiring and relevant to today’s audiences - using everyday language, culturally resonant expressions, and, where a appropriate, a human, conversational tone. 
· Package content strategically: Knowledge, programme outcomes and stories can be packaged in different formats across platforms. 

	In practice: Digestible content checklist
Ask these questions before publishing or sharing any content:
· Clarity: Is the message simple, clear and free of jargon?
· Relatability: Does it connect to people’s lived realities and use human-centred examples?
· Actionability: Does it suggest what people can do, or why it matters to them?
· Format Fit: Is it packaged in the right format for the audience (e.g. infographic, video, blog, podcast)?
· Tone: Is the voice authentic, engaging, and compelling—balancing authority with accessibility?
· Visual Appeal: Does it use graphics, photos, or design elements to aid understanding and capture attention?
· Accessibility: Is it inclusive (e.g. multilingual, mobile-friendly, adapted for different literacy levels)?
· Shareability: Is it easy to share across platforms and adaptable for different channels?



Positive, solutions-focused framing 
Positive, hope-based framing is not always instinctive, yet it is proven to be more effective. By focusing on solutions, agency and impact, we demonstrate what is possible and inspire action. Rather than focusing only on problems, we emphasis:
· Voices of activists across the region, showing change in action
· Feminist values, human rights, and community-driven change.
· Progress, resilience, agency and collective action showing what’s possible
· Narratives that challenge stereotypes and shift harmful norms.

Interactive and inclusive engagement
Our own principles, objectives and commitment to work demands more than one-way communication. To build meaningful connections and strengthen movement-building, Gender Links will prioritise interactive approaches that foster dialogue, participation and shared ownership. This approach not only deepens engagement but also makes our platforms spaces where communities feel heard, valued, and part of the change. Our approach will include:
· Encouraging community interaction: Use polls, Q&A sessions, and discussion threads across platforms to spark dialogue, gather perspectives, and surface new insights.
· Interactive tools: Develop quizzes, visual explainers, and games that educate and engage audiences in accessible, non-judgmental ways.
· Sustained engagement spaces: Strengthen WhatsApp groups, online forums, and feedback channels as ongoing spaces for peer learning and collective action.
· Storytelling prompts and co-creation: Invite audiences, partners, and communities to share their own stories, experiences, and solutions, ensuring GL’s storytelling reflects diverse voices.

[bookmark: _Toc208998591]Repackage and repurpose
With good planning and intentional thinking, repackaging and repurposing content can reach wider audiences, reinforce messages, maximise resources and reduce duplication. Strong content can be adapted across multiple platforms, formats and audiences - the same research, story, or campaign asset can fuel an entire stream of communications. GL will build habits, systems and tools for recycling content.

Needs a tool or something to support, super important, would help so many things
Too cross-cutting maybe, maybe needs to be a downloadable

	Repurpose potential
	Example

	One story, many platforms: A single story can be tailored and shared through  multiple platforms. 

	Changemaker story
· Blog post/ web story
· multiple social media posts: new story, informational, lessons learned
· graphics (quote cards, story snapshot, did you know?)
· presentations and reports

	Research into bite-sized formats: Dense reports and evaluations can be broken into easy-to-digest products.

	Research, like Barometer, can become
· Blog series
· Informational social posts and graphics
· Fact sheets for media, policymakers, partners
· Explainer videos or top finding social media carousel

	Campaign content: Major launches and events can generate multiple outputs, mostly based on the same content.
	Campaign information can be packaged into
· Web content/ news story
· Informational social posts and graphics
· Press release and media fact sheet
· WhatsApp shareables for networks
· Advocacy brief for policymakers..

	Events as content hubs: Webinars, workshops or trainings provide multiple content opportunities.
	A virtual event can generate 
· blog recapping insights and recommendations.
· Multiple social media posts: highlights, insights, quotes. 
· Report insert

	Visual and format variations: Different elements of one story can be extracted and repackaged.
	An interview can become
· a video clip or a photo story
· blog posts 
· pull-quotes for social media

	Evergreen content bank: Not all, but i,e stories and long-life research can be re-cycled for moments.
	Potential recycling moments
· International Days: Women’s Day
· Significant events: CSW, SADC Summits
· Relevant story shared when launching campaign, publication.

	Collections
Evergreen stories and blogs can be recycled as collections. 
	Attacks on #SRHR are at the centre of global rights backlash. Ahead of #SafeAbortion days, essential reads by changemakers defending  our right to choose.
· Story 1
· Story 2
· Story 3



AI for multi-purposing 
AI tools save time, increase creativity, and stretch resources by turning one core piece of content into many different, fit-for-purpose outputs across channels and audiences. Instead of producing everything from scratch, AI enables smarter reuse and adaptation.
Here’s your list reformatted with each point as a titled heading followed by a short narrative:

Transform formats for different platforms
AI can quickly reshape one piece of content into multiple formats. For example, a long report can be distilled into short blogs, infographics, or carousel posts. Webinar transcripts can become social media threads, highlight reels, or podcast snippets. Content can also be reformatted into templates such as Canva designs, PowerPoint decks, or policy briefs.

Tailor content for audiences
AI enables content to be adapted for different audiences by shifting tone and style—such as turning technical research into an accessible explainer for policymakers, a visual story for youth, or a donor-focused impact brief. It can also translate and localise content into multiple languages to expand reach, and simplify complex information into plain-language explainers.

Enhance storytelling with visuals and audio
AI tools support multimedia storytelling by auto-generating graphics, charts, or video snippets from data and transcripts. They can create subtitled clips, audiograms, or narrated explainers for accessibility and wider use. AI can also suggest imagery, icons, and layouts that align with GL’s brand style, making content more engaging and consistent.

Automate routine outputs
Repetitive tasks can be streamlined with AI. It can draft social media caption variations including quotes, calls-to-action, and hashtags. It can generate newsletter summaries from reports or blogs, and pull out headline stats, quotes, and stories for easy reuse across channels.

Tips for AI prompts


	In practice: Content repurposing workflow

Step 1: Core content created
Example: Research report, campaign launch, workshop or case study.

Step 2: Break into key points and messages
· Extract 3–5 strongest insights, stories, or data points.
· Identify quotes, visuals, or soundbites.

Step 3: Adapt for Formats
· Policy Brief / Advocacy Pack: concise for decision-makers.
· Visual factsheet / infographic: quick data highlights.
· Blog / web article: narrative form for audiences.
· Social Media Series: quote cards, informational, carousels, reels.
· Presentation slides: for events, donor updates.
· Short video clip: for web and social media.

Step 4: Tailor content for audiences
· Communities & Partners: Useable and shareable tools.
· Publica: social media, blogs
· Donors & Policymakers: briefs, reports, presentations.
· Media:  press releases, media fact sheet, quotables.

Step 5: Store & Reuse
· Evergreen content bank: add outputs to story/ content bank
· Refresh and reshare: During key moments (IWD, CSW, W20, 16 Days of Activism).









	Getting started

	Actionable steps - TBC team


	GL usable tools






[bookmark: _Toc208998592]CHANNELS & PLATFORMS SNAPSHOT

[bookmark: _Toc208998593]Website: Our central digital platform

The Gender Links website (www.genderlinks.org.za) is our central digital platform, serving as a vibrant hub for GL’s work championing gender equality and justice across Southern Africa. Currently undergoing rebuild, a new visually compelling, exceptionally organised, fit for purpose GL website will launch in November 2025. 

The website serves multiple, interconnected purposes:
· Visibility and positioning: Strengthening GL’s brand and positioning as a leading gender justice organisation, ensuring our work is visible, recognisable, and influential across the region and beyond.
· Information hub: A go-to source about GL, telling our story through static content, dynamic blogs, news, and multimedia updates.
· Knowledge and resources: Hosting reports, toolkits, research papers, and multimedia resources to support awareness, advocacy, and mobilisation.
· Showcasing impact: Sharing results, case studies, stories of change, and lessons learned to demonstrate progress and accountability.
· Activist voices: Platform for activist voices, lived experiences, and community stories that humanise issues, highlight resilience and strengthen feminist narratives across the region.
· Gateway to engagement: Connecting partners, activists, and institution to GL’s programmes, research, campaigns and partnerships
· Strengthen credibility: Enhancing trust by showcasing transparency, expertise, and evidence-based impact.

I think largely FLOW informed? Checking?

Web Content types 
Content types include static, evergreen and regular updates, such as, but not limited to:

Static & evergreen (don’t change often)
· Informational pages: i.e About, mission, vision, strategy and ways of working etc)
· Programme (what/how) pages: overview, highlights, related resources and updates
· “Activity” pages: Falling under programmes  with overview, highlights, related resources and updates.
· Knowledge and Resources: reports, toolkits 

News & updates: 
Continuous new items, such as announcements, blogs, programme updates. 

News and updates are part of the “communications package” or workflows, which make them especially important for strategic communications. 

	Category
	Description

	Virtual Events 
	Announcement, information and follow-up on online events such as webinars, townhalls, and panel discussions.

	In-Person Event Announcements and Launches
	Information and follow-ups on summits or conferences, spotlighting advocacy messages and results.

	Calls for Submissions / Opportunities
	Open calls for funding, fellowships, competitions

Calls for or content submissions.

Vacancies and EOI

	Blogs: Activist Voices
Opinion Pieces or narratives from  partners, activists, or networks.
	Personal reflections, lived experiences, and thought leadership from GL staff, partners and activists.

In-depth narratives unpacking an issue or theme in a storytelling style, often with visuals.


	Blogs: Programme and Activity Updates
	Highlights of recent workshops, trainings, and dialogues, capturing outcomes, participant voices, and next steps.

	Blogs: Campaign News and Advocacy Actions
	Updates linked to advocacy moments (e.g. 16 Days, IWD), including campaign activities and calls to action.

	Blogs: Knowledge and resource Highlights
	Introducing and linking to new research, reports, or learning tools in accessible formats.

	Press Releases 
	Official announcements of new reports, campaigns, advocacy positions, or responses to current issues.

	Stories of Change
Case Studies
	Narrative-driven pieces highlighting impact at individual, community, or institutional levels.

	
	



News items are part of communications ongoing and busiest workflows. Putting in place systems, tools and templates to streamline communications would enhance reach and ease comms pressure.
· Content flows: Mapping, identifying and addressing pain points and opportunities, to streamline production. 

	In practice: Activist voice blog

Website: News item, Feature under What’s New,  Cross-post to relevant programme when relevant

Social Media Mix: 
Announce new story: Text + direct link, no image
· GL FB & X, country FB & WOSSO where relevant (Always)
· LinkedIn: Post should have substance, volume sometimes excessive (case by case)
· Instagram: Highly visual i.e quote cards (case by case):

GL General: GL General requires some deeper dive thinking.

Direct email to writer: Informing and call to amplify

Amplifying/repromotion: Reshare within short period: informational, key insighys, quote cards. 

Recycling

Alternative is grouping 

Grouping, or select “best” ones




	Calls for Submissions / Opportunities
	Opportunities/ Calls

	Press Releases and Media Statements
	Press Release

	Programme and Activity Updates
	Updates

	Virtual Events and Discussions
	Virtual Dialogue/ Webinar

	In-Person Events and Launches
	Events 

	Blogs (Opinion Pieces)
	Blogs

	Stories of Change and Case Studies
	Stories of Change

	Campaign News and Advocacy Actions
	Update

	Solidarity and Partner Voices
	Voices 

	Feature Stories / Human Interest
	Features

	Knowledge and Resource Highlights
	Resources



	Type of post
	Slug
	Priority
	Where
	Notes

	Press release
	Country or theme
	1
	Home page unless only of country importance
	Time sensitive – expire after due date

	Blog
	Country or theme; NB all Push Forward – pls use that slug
	1
	Home page
	Pls ensure these change regularly

	Vacancy
	Post: Apply by
	1
	Home page
	Time sensitive – expire after due date

	Event
	Country or theme
	2
	Home page unless only of country/ rogramme  importance
	Time sensitive – expire after due date




[bookmark: _Toc208998594]Social media: driving digital activism

Social media is a powerful tool for Gender Links and partners, a central pillar to raise visibility, engage diverse audiences, and mobilise action for gender justice. To maximise social media impact, we aim to 
· Grow visibility and reach: Consistently expand the number of followers, views, and impressions across all platforms.
· Deepen engagement: Shift from passive followers to active participants through comments, shares, and dialogue.
· Strengthen advocacy impact: Align social content with campaigns, policy debates, and key advocacy moments.
· Support resource mobilisation: Leverage platforms for fundraising drives, donations, and supporter sign-ups.
· Build community and networks: Create shared digital spaces for GL programmes, affiliates, fellows, and partners.

GL social media ecosystem
It is important to note that the GL social media ecosystem spans GL managed and non-managed channels: GL regional, countries, programmes, close affiliates (grantees, fellows), as well as partners and gender justice organisations. This ecosystem offers expansive, largely under-utilised potential for driving visibility and engagement. 

Possibly add

Effective social media
We maximise social media by understanding how audiences consume social media and what works. Effective social media goes beyond simply posting updates. It requires:
· Consistently producing great, compelling content that audiences engage with.
· Prioritising time for engagement - liking, sharing, commenting on posts and partner platforms. 
· Expanding knowledge and understanding – across the whole organisation – of what works on social media, and consistently applying best approaches. 
· Building connections across the GL social media ecosystem. 
· Setting targets, tracking and adjusting strategy informed by evidence. 

Social media reality – maybe repeats toolkit, leave off
· 3 seconds (or less), to grab attention. “Stopping the scroll” is a continuum - 1 to 3 seconds to capture attention; 8 to 30 seconds to spark interest; 3 minutes to connect 
· Dropping dramatically and consistently, especially among youth
· Click-through rates are incredibly low: Average global CTR is 0.5% to 1.6% i.e Average Facebook user spends 1.7 seconds on a mobile post/ 2.5 seconds on desktop	
· Most people scan, not read; visuals and at a glance text are everything. 
· Algorithms determine reach: Sorting and prioritising content in user feeds, they favour posts that are relevant to user interests, spark engagement and appear regularly. Each platform has its own priorities, so content should always be tailored wherever possible. 

Social media – what works?
· Follow the 80/20 rule: 80% content should educate, inspire, or engage; 20% can promote initiatives—framed to add value.
· Hook attention fast: Use strong opening lines, bold visuals, and short, punchy text to capture interest within 3 seconds.
· Prioritise people and stories: Share authentic stories, quotes, and visuals that humanise issues and highlight impact.
· Use hashtags and tagging wisely: Research and join relevant conversations; only create unique hashtags for campaigns or tracking.
· Be interactive and social: Treat social media as dialogue—use polls, questions, and responses to build engagement and community.
· Optimise for platforms: Tailor tone, visuals, and format for each channel; use mobile-friendly design and clear calls to action.
· Repackage content: Turn reports and data into bite-sized graphics, carousels, or quote cards, linking back to the website.
· Use analytics to guide strategy: Monitor engagement and reach, learn from insights, and plan coordinated content around key moments.

Know and optimise for platforms (wherever possible)
· Facebook: Versatile, community-focused, engaging. Ideal for long-form posts, videos, and interacting on Groups. 
· Instagram: Visual-first, creative, aspirational. Works best with high-quality photos, Reels, Stories, and aesthetic content.
· LinkedIn: Professional, educational, industry focused. Great for thought leadership, insights and networking.
· X: Concise, conversational, real-time. Perfect for short updates and threads.
· TikTok: Short-form, authentic, trend-driven. Best for fun, engaging, creative videos.
· YouTube: Long-form, informative, entertaining. Good for tutorials, series, and polished videos.
· WhatsApp: Private, direct, personalised. Best for group updates and partners




Social media mix
What we will share
· Mix of informational, inspirational, interactive and promotional. 
· Powerful messages linked to thematic calendar, moments and events
· Compelling stories through quotes, story graphics, photos - linking to full stories wherever possible.
· Digestible, relevant information and facts.

The following is a broad snapshot to support expanding the social media mix. There are many other kinds of social media being consistently shared.
Note: Graphics shown can also be text posts. May be better as a downloadable resource

	For what & how
	
	
	

	Stories snippets
· Excerpts from stories of change or other content, with link to full story. 
· Stand-alone 
· Part of carousel 
	
	[image: ]
	[image: ]

	Striking quotes
· Standalone amplifying voices . 
· As part of carousel
· Linking to campaign page or other content 

	“[Short impactful quote or insight from the blog]”

Read how [Who] is [doing what]  [to achieve what] in [location]
 [link]


	[image: A person smiling for a picture

AI-generated content may be incorrect.]
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	Profiles
	
	

	[image: A person with afro hair smiling

AI-generated content may be incorrect.]

	Powerful statements, text graphics.
· Stand alone sharing key message. 
· As part of carousel
· Linking to campaign page or other content 

	
	[image: ]
	[image: A group of women holding a banner

AI-generated content may be incorrect.]

	Informational (Build Knowledge) 
Features facts and information 
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	Data and Impact numbers
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	Explainers
	
	[image: ]
	

	
	
	
	






	Getting started

	Actionable steps 
· 

	GL usable tools
· Template: Virtual dialogue web forms
· Template: Web content at a glance
· GL Social Media Quick Guide
· Social Media Caption Templates
· Canva templates (GL account)

	




[bookmark: _Toc208998595]Media Engagement
Media is a powerful force in shaping narratives, influencing public opinion, and driving policy change. For Gender Links, engaging effectively with media is essential to broaden our reach beyond existing networks, amplify our advocacy, and position the organisation as a leading voice for gender justice in Southern Africa. 
We aim to build media presence and visibility through a mix of thought leadership, relationship building, and proactive storytelling—ensuring that the work of GL and our partners is visible, credible, and impactful across mainstream and alternative media. 
· Regularly provide newsworthy, topical content to media and journalists – both as creator and source.
· Build relationships, to position GL as a go-to and reliable source. 
· Develop tools to support media engagement and news visibility. 

Make the media: proactive content creation
Shape public discourse through original content and thought leadership:
· Op-eds and articles: Publish opinion pieces and features in mainstream media that offer expert perspectives on SRHR, GBV, political participation, economic justice, and media reform.
· Thought leadership: Provide consistent expert analysis and commentary—especially during advocacy windows and regional developments.
· Guest blogging: Contribute to partner and media platforms with behind-the-scenes insights, reflection pieces, and storytelling aligned to campaigns.
· PSAs and multimedia content: Produce compelling public service announcements and audio-visual content to raise awareness and prompt action on key issues.
· Letters to the editor & radio call-ins: React to relevant news stories and participate in public discussions to inject feminist perspectives into the debate.

Build media relationships
Sustained engagement is key to building trust and influence:
· Develop a media database: Create and maintain a database of journalists, editors, and media outlets across the region that focus on gender, development, human rights, and policy.
· Cultivate trusted connections: Build long-term relationships by offering access to stories, data, spokespeople, and timely insights that support media agendas while advancing ours.
· Pitch human stories: Go beyond the press release—offer journalists well-packaged story angles, human interest leads, and data-rich context, especially ahead of key moments (e.g. 16 Days, International Women’s Day, elections, etc.).
· Media training for spokespeople: Equip GL leaders, programme staff, and partners to engage confidently and clearly with media.

Create online press centre/media toolkit
To support ongoing engagement and storytelling, GL will develop key resources:
· Press releases & statements: Announce newsworthy events, reports, campaigns, or milestones in a timely and accessible format.
· Fact sheets & issue briefs: Translate research, data, and advocacy into concise, media-friendly formats with strong visuals and quotes.
· Media kits: Offer downloadable media assets (logos, bios, key facts, visuals) via an online media hub for easy journalist access.

Host media-focused events
GL will engage journalists directly to deepen understanding and foster partnership:
· Webinars, roundtables & briefings: Organise sessions for journalists to explore specific issues, access research, or meet campaign voices.
· Media presence at GL events: Invite and accredit journalists to attend summits, launches, and advocacy events with dedicated press zones and briefings.
· Content collaborations: Partner with media outlets on co-produced stories, videos, or podcasts on key gender equality issues.

	In practice: Making social change stories newsworthy
A challenge for social justice organisations is to engage with or provide content to media which achieves organisational objectives and amplifies issues, with understanding how media works. It’s our job to fit our message to media interests.  
· Be timely: What’s happening today is a big newsworthiness factor – last week already lost news value. You can plan ahead to be topical by linking stories to International Days or important national or global happenings. 
· Highlight the significance: Numbers of people affected and level of impact is part of newsworthiness. This doesn’t mean you can’t tell compelling personal stories, but show the relevance to the bigger picture.  
· Consider proximity: This also guides what media you pitch to and angling the story. Ask yourself – who is the audience, and why should they care about this, now?
· Controversy and Conflict: Disagreements and controversial opinions make good media. These can be used positively for social justice.  For example, have government and leaders fulfilled promises made? Calling attention and holding leaders accountable is a solutions-focused form of conflict.
· Find the unusual: The extraordinary, unique, rare, and odd are newsworthy. Media audiences like to be surprised, to find out about something unusual. What are some of the most unique stories to tell – new use of technology, facts people are unlikely to know, an out-of-the ordinary approach, a quirky personality acting for change. 
· Human Interest: Human interest stories are a bit of a special case. They often don’t follow usual rules of newsworthiness. They appeal to emotion – they inspire, make us laugh, enrage us. This is where organisations and activists can really shine – what are the really fascinating human stories you have to tell? 




Newsletter – Big lift

Build on programmatic work
Media Parity
Marange

	Getting started

	Actionable steps - TBC team


	GL usable tools



[bookmark: _Toc208998596]KEY MOMENT COMMUNICATIONS

[bookmark: _Toc208998597]Event communications
Events are not one-off moments—they are powerful opportunities to amplify advocacy, build visibility, and deepen engagement with broader audiences. Whether virtual, in-person, or hybrid, every event offers a continuum of communications possibilities to share knowledge, elevate voices, and spark action beyond the room. To maximise reach, GL integrates a strategic mix of pre-event, live, and post-event communications across platforms—ensuring that those who cannot attend in person can still connect, contribute, and benefit.

Not all events will include all of the following, but provides potential actions bore before, during and after an event. 

	Channel
	Leading up to
Build anticipation
	During event
Real-time engagement
	Follow-up
Continuing conversation

	Website
	· Save-the-Date & event details (theme, purpose, speakers, expected outcomes)
· Teaser blogs or speaker spotlights
· List open events on calendars
	· Host livestream or embed social media feeds 
· Post daily updates or key highlights for multi-day events
	· Publish event recap article, photo story, or highlight reel 
· Upload recordings, reports, or resource toolkits

	Social Media
	· Save-the-Date & announcements 
· Teasers: visuals, videos, quotes 
· Interactive posts, polls, questions 
· Share tagging lists, hashtags, graphics with partners
	· Live coverage: stories, insights, quotes 
· Tag speakers, participants, partners
· Encourage participant live-posting with relevant hashtag. 
· Run live polls, Q&As, or Twitter chats
	· Share highlight clips, infographics, quote cards 
· Repurpose recordings 
· Post takeaways to keep momentum

	Partner Engagement
	· Share comms toolkit with partners & speakers for co-promotion
· Encourage partners to add to newsletters, websites 
· Create pre-event dialogue spaces (WhatsApp, forums, threads)
	· Encourage partners to live-share & amplify event coverage 
· Tag & engage with partner accounts during livestreams
	· Share reports, toolkits, and post-event summaries with partners 
· Encourage partners to republish highlights or outcomes 
· Coordinate joint op-eds or press

	Media Relations
	· Pitch story ideas to journalists in advance 
Invite selected media to cover event or do pre-interviews
	· Facilitate media access to speakers 
· Share press kits, soundbites, and visuals in real-time
	· Send post-event press release 
· Place op-eds linked to event outcomes 
· Offer follow-up interviews with spokespeople

	Content Production
	· Prepare graphics, slide decks, and branded templates 
· Develop bios and tagging lists 
· Research relevant hashtags
	· Capture high-quality photos, video clips, interviews 
· Collect soundbites for future use
	· Repurpose content into blogs, podcasts, briefs
· Create highlight reels and photo essays
· Archive content for institutional memory
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To add
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To add
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Monitoring and evaluation is central to all GL’s work—and so too is communicating results, impact, and knowledge. Most preceding sections apply to guiding communicating results, in fact are a critical part of it. This section zeroes in on strengthening MEL/ communications connections and boosting clear, compelling and people-centred results communications. It aligns with the feminist MEL 2026–2030 Strategy, which centres lived experiences, democratising knowledge and evidence as a tool for empowerment and transformation – focusing not on outputs, but real change and transformation in power, attitudes and agency.

Strengthening results communications across the organisation unlocks powerful potential to showcase impact, amplify stories of change and share knowledge in ways that matter. For social justice organisations, demonstrating impact is not optional—it builds trust and credibility, deepens relationships with communities, partners, and donors, and reinforces sustainability and positioning. Results communicated in ways that connect with people, do more than inform; they drive change by highlighting solutions, inspiring action, and expanding the reach of gender justice. 

Our approach to communicating results, impact & change focuses on
· Strengthening MEL/comms connections, planning, systems and tools to maximise resources and efforts to effectively communicate evidence, insights, change and impacts
· Consistently producing engaging content, in diverse formats, to reach GL audiences across channels and platforms - building on MEL strengths in data and story collection. 
· Prioritising communications to disseminate and amplify Stories of Change
· Contributing to donor communications and resource mobilisation by building in approaches that include their unique comms needs.  . 

[bookmark: _Toc208998601]MEL and communications connections
Strengthening connections between MEL and communications is a shared responsibility. While the two teams leading these workstreams provide central coordination and guidance, communicating results is a whole organisation collaboration: integrating in planning collecting stories, sharing insights and amplifying impact. 

Practical systems and tools
Easy to use, practical systems and tools can support communicating results/ impact as an organisation-wide practice – part of daily work rather than an ad-hoc activity, ensuring results are consistently visible across programmes, countries, and networks.

Content flows: Establish clear communications and content pathways for data, evidence and stories outlining - what to communicate, content and tactics. This includes systematically sharing Stories of Change and MEL insights through communications outputs such as newsletters, blogs, donor updates, and campaigns. 

Tools & Templates:  Shared tools and templates make results communication part of routine practice. Develop standardised formats that combine data, visuals, and narrative for different audiences. Define and put in place best fit core templates, based on content workflows and  widest multi-purpose use. Tools and templates are designed to 

From MEL Strategy
· Reporting Frequency: Specify how often reports will be generated.
· Target Audiences: Identify who the reports will be shared with.
· Report and Content: Outline the structure and content of reports.
· Feedback Mechanisms: Describe how feedback will be collected and incorporated.
· IATI Reporting of Projects: Explain how projects will be reported according to the International Aid Transparency Initiative.


[bookmark: _Toc208998602]Maximising Digital Ommunications

Digital platforms are central to how Gender Links shares results, amplifies impact, and engages diverse audiences. Communicating results digitally ensures that evidence is not locked in reports but transformed into accessible, shareable, and people-centred content.

Consistent, accessible and compelling
Communicating consistently, in engaging format builds visibility, accountability, and confidence.
· Communicate consistently: Increase the frequency of sharing results and impact through ongoing updates, using blogs, newsletters, and social media to create continuous impact sharing.
· Enhance accessibility: Package findings into bite-sized, visual, and diverse formats. Infographics, dashboards, carousels, and WhatsApp explainers ensure results are understood by communities, policymakers, and donors alike.
· Tailor for audiences: Adapt complexity and detail for different audience, from quick snapshots for busy audiences to deep dives for technical users.
· Everyday relevance: Frame results in terms of livelihoods, safety, or participation, showing why gender justice matters to all.
· Visual and engaging: Results should be presented in ways that capture attention quickly and encourage sharing.

Data visualisation and storytelling
Evidence is one of Gender Links’ strongest assets, from the Barometer to gender audits and M&E indicators. But data only creates change when it is made meaningful. Numbers must be translated into compelling stories that inform, inspire, and mobilise. Through data-driven visual storytelling, GL will combine statistics with human narratives to make complex findings accessible and actionable for diverse audiences. This includes:
· Infographics and charts: Distil complex data into clear, visually striking insights.
· Maps, dashboards, and timelines: Show progress and comparisons across countries, issues, and time.
· Embedded visuals: Integrate data graphics into toolkits, advocacy packs, and reports to strengthen uptake and impact.
· Evidence stories: Pair data with lived experience, using quotes, photos, and examples to add depth and nuance.
· Explainers: Simplify findings into digestible, shareable formats that reach beyond technical audiences.

Combine data and storytelling 
Stories make results come alive., while data connects to the bigger picture. Pairing statistics with lived experiences creates compelling narratives that connect with audiences.
· Humanise evidence: Combine numbers with personal stories of beneficiaries, champions, and changemakers to show impact at both micro and macro levels.
· Collections and themes: Group stories around priority issues (e.g., SRHR, media parity, climate justice) to illustrate patterns and lessons across programmes.
· 
Repackage and repurpose
Like earlier guidance around repurposing and repackaging, insights, data and change can be adapted across multiple platforms. 
· Repackage smartly: Use the same content in different forms—e.g. a case study becomes a video reel, a quote card, and a blog.
· Time strategically: Align posts with advocacy moments (International Days, launches, campaigns) for greater visibility.

Snapshot of communication platforms and formats

	Platform
	Best for Sharing
	Formats & Tools
	Audience Fit

	Website
	Central hub for all results and knowledge products
	Blogs, feature stories, dashboards, reports, story bank, resource library
	Broad audiences: donors, policymakers, media, partners, public

	Email / Newsletters
	Regular curated updates, key highlights, donor accountability
	Infographics, impact briefs, short updates with links to full stories
	Donors, partners, networks, subscribers

	Facebook
	Community engagement and storytelling
	Quote cards, carousels, photo albums, videos, live event coverage
	Partners, communities, grassroots audiences

	Instagram
	Visual storytelling and youth engagement
	Reels, carousels, story highlights, infographics, behind-the-scenes visuals
	Youth, activists, wider public

	LinkedIn
	Professional visibility, thought leadership, donor and partner engagement
	Impact briefs, data visuals, op-eds, success reels, leadership messages
	Donors, policymakers, professionals, partners

	X (Twitter)
	Real-time updates and advocacy
	Threads, quote graphics, short clips, live-tweeting events
	Journalists, policymakers, activists, partners

	TikTok
	Youth-focused, creative storytelling
	30–90 sec reels, campaign challenges, storytelling snippets, animations
	Youth, activists, general public

	YouTube
	Longer-form storytelling and training
	Impact reels, thematic playlists, panel recordings, training videos
	Partners, practitioners, wider audiences

	WhatsApp / Telegram
	Direct, accessible updates and grassroots outreach
	Infographics, story snapshots, short audios, shareable posters
	Communities, partners, grassroots leaders



[bookmark: _Toc208998603]Amplifying stories of change
Stories of Change are one of GL’s most powerful assets for showing impact. GL stories of change capture powerful, diverse stories across GL programmes and partners. The collected story bank is extensive, many unpublished due to capacity constraints. GL’s new website will enhance collection and searchable access to stories, opening up new potential to amplify. Develop system, tools and templates for sharing.

Planning and timing
Stories of change are largely timeless, easily reshared and recycled
· Spaced sharing: Schedule stories as part of the editorial calendar to maintain a steady flow rather than one-off bursts.
· Topical moments: Reshare relevant stories on international days (e.g., IWD, 16 Days, Safe Abortion Day), policy launches, or advocacy campaigns.
· Collections: Group stories around countries, themes, or approaches and publish as mini-series or blog collections to highlight learning and trends.

Repackage “collections” as knowledge content.
· Blogs sharing country, approach, issue knowledge and learning. 

Repurpose and recycle
· Social media: Share stories in engaging formats such as quotes, visuals, carousels, reels, or short clips. Use multiple, spaced posts to highlight different angles—introduction, insight, quote, or call to action.
· Web & blogs: Organise stories into thematic blog series and link them to reports, campaigns, or partner initiatives for added depth.
· Videos & podcasts: Produce 60–90 second clips for TikTok, Instagram, or YouTube. Compile highlight reels for events and create podcasts or audio shorts for more in-depth storytelling, especially for grassroots audiences.
· Knowledge briefs: Package 3–5 stories into two-page thematic briefs (e.g., SRHR, media parity, climate justice). Combine data with stories to humanise evidence and provide actionable insights for policymakers and donors.
· Reports & decks: Integrate Stories of Change into annual reports, donor updates, and presentations. Use quotes, images, or short videos to balance evidence with human experience.


[bookmark: _Toc208998604]Ways of working 

Communications is a cross-organization effort. It runs through everything we do: from project design and advocacy campaigns to events, publications, and conversations with partners - and is everyone is responsible for making it happen. By working together and building simple tools and processes, GL can reduce duplication, strengthen consistency, and make communications more effective across programmes and partnerships.

[bookmark: _Toc208998605]Strengthening cross-organisation efforts

Plan smart and prioritise what matters 
Communications is built into strategic thinking programme design and planning, continuing through implementation, monitoring, evaluation, and learning. By planning smart and focusing on high-impact communications that advance strategic priorities, GL will maximise resources and efforts. 
· Integrate communications into all planning by making it part of every project, programme, and organisational strategy, with objectives, deliverables, budgets, and tracking included alongside programme and MEL outputs.
· Focus efforts on high-value opportunities that are timely, relevant, and aligned to strategic goals. Build on current planning processes – like MEL/comms meeting – for deep-dive planning with significant strategic value.

Collaboration in practice
Effective communications is never the responsibility of one team alone. It relies on the collective inputs of programme leads, MEL staff, country offices, and partners who are closest to the issues and communities. For Gender Links, this means communications and programmes must work in genuine partnership, ensuring all outputs are context-rich, authentic, and co-owned.
Collaboration will be strengthened by:
· Proactive planning: Programme leads build communications into activities from the outset, identifying opportunities to amplify their work and the issues at stake.
· Shared systems: Programmes and communications teams co-develop systems and templates that make it easier to share the data, stories, visuals, and insights needed for impactful outputs.
· Facilitated inputs: Communications guides programmes on what is needed (e.g., quotes, photos, case studies), and programmes ensure these inputs are delivered in time.
· Cross-programme exchange: Programmes share resources, toolkits, and ideas with each other to strengthen storytelling and plan around mutually relevant advocacy moments.

Capacity and learning
Communications is a skill that improves with continuous investment and practice. By building capacity and creating opportunities for shared learning, communications can become sharper, more strategic, and better aligned across teams and partners.
· Training and mentoring: Strengthen skills in areas such as digital advocacy, storytelling, media engagement, and social media management through regular training, mentoring, and practical workshops.
· Insight sharing: Use analytics, campaign reviews, and audience data to inform adaptation, highlight what works, and build a culture of evidence-driven communications.
· Peer learning: Facilitate exchanges such as comms webinars, brown-bag sessions, or cross-country learning forums where staff and partners share tools, tips, and innovations.
· Reflection: Capture lessons after campaigns and advocacy moments through short debriefs, documenting what worked, what didn’t, and how future practice can be improved.
· On-demand resources: Provide accessible toolkits, how-to guides, and quick reference materials so teams can build their skills independently and apply them directly in their work.

[bookmark: _Toc208998606]Essential systems and tools
Strong systems make communications more professional and efficient. Practical tools and processes reduce duplication and ensure consistency across the region. Enhancing current GL Communications Sharepoint hub by updating guidance and presenting in a more user friendly way would improve user accessibility, 

Systems
Systems create the structures and processes that make communications consistent, reliable, and efficient across the organisation.
· Shared calendars: Align programme, MEL, and communications teams through joint editorial and advocacy calendars that track events, deadlines, and key advocacy moments.
· Content request systems: Use simple online forms or workflow processes for programmes to submit communications needs (stories, graphics, media support) in a structured way.
· Version control processes: Work in cloud-based platforms (e.g., Google Drive, SharePoint, Trello) with clear versioning to manage drafts and approvals.
· Approval pathways: Define sign-off roles and turnaround times that safeguard quality while avoiding bottlenecks.
· Analytics dashboards: Set up shared dashboards that pull performance data from social media, websites, and mailing tools so insights are visible across teams.
· Feedback loops: Use debrief templates or surveys after campaigns to capture lessons and strengthen future practice.

Tools
Practical resources and reference materials help teams produce high-quality, consistent, and brand-aligned communications.
· Standardised tools: Use checklists, templates, and briefs to streamline content production.
· Format and workflow guidance: Provide guidance notes, content mapping tools, and workflows to support efficient collaboration.
· Content banks: Maintain accessible repositories of stories, visuals, and templates for all teams to draw from.
· Knowledge hubs: Centralise resources such as guides, campaign materials, and brand assets in a single accessible platform for staff and partners.

Style and editorial guides 
Updated style and editorial guides are essential for building a strong brand and ensuring communications are consistent, professional and high quality. Standardising branding across campaigns, programmes, countries, and partners creates coherence, while practical, usable tools equip teams to represent not only their own work, but the organisation as a whole. Developing and putting place the following can help achieve this:
· Brand and message toolkit: A core resource with standardised visuals, updated GL brochures, key programme information, and approved organisational texts (mission, vision, programme descriptions) for use across all teams and partners.
· Editorial style guide: Clear guidance on tone, inclusive and gender-sensitive language, spelling and grammar preferences, citation formats, and multilingual considerations (English, French, Portuguese).
· Messaging templates: Ready-to-use blurbs for recurring needs (organisational overview, programme introductions, project summaries, donor acknowledgements) that ensure consistency across channels.
· Visibility guidelines: Practical instructions on logo placement, co-branding with partners, use of colours and fonts, photo credits, and attribution across organisational, country, and partner outputs.
· Practical checklists: Quick reference sheets for staff and partners to ensure materials meet editorial and visibility requirements before publication.
.
Evidence and analytics to guide action
Data and feedback ensure communications stay strategic, credible, and responsive. By combining MEL evidence with insights from digital platforms and wider trend analysis, communications can be adapted in real time and anchored in both lived realities and audience behaviours.
· Track results: Monitor platform performance (social media, website, newsletters) and share results across teams to identify patterns and improve reach.
· Social listening: Analyse audience feedback, online conversations, and emerging trends to measure resonance and anticipate shifts in public discourse.
· MEL integration: Draw on programme monitoring, evaluations, and case studies to connect evidence with human stories and advocacy messages.
· Adaptive practice: Regularly review tactics and adjust approaches based on both programme data and external evidence of what works.

[bookmark: _Toc208998607]Strengthening partner communications 
As a regional organisation, Gender Links (GL) plays a unique role in amplifying partner voices, strengthening collaboration across borders, and building collective visibility for gender justice. Strengthening partner communications means moving beyond information sharing to co-creation, capacity building, and positioning partners as visible and influential actors in regional and global advocacy. The following approaches outline how GL will achieve this:

Identify and apply priority actions
GL will draw on its overall communications strategy to identify and apply first-priority, high-impact actions to enhance partner communications. This ensures that communications efforts are realistic, focused, and deliver both quick wins and longer-term results. Acting as a regional amplifier, GL uses its platforms and convening power to spotlight partner stories, evidence and advocacy messages.
· Prioritise actions that deliver immediate value while contributing to sustained visibility.
· Use GL’s digital platforms to showcase partner achievements and extend their reach.
· Design regional campaigns where partners are visible co-owners, ensuring shared credit and impact.

Share strategy knowledge
Sharing the strategic communications knowledge in this strategy can to help partners strengthen their own communications. Many partners do not have dedicated strategies or access to advisory support, so they can draw on GL’s approaches, tools, and templates—adapting them to fit their context and priorities.
· Roll out toolkits and guidelines that simplify planning and delivery.
· Share caption banks, messaging guides, and visual templates for easy adaptation.
· Provide checklists and explainer guides on good practice in digital communications.
· Encourage partners to localise and customise tools for their audiences.


Build direct communications connections 
Building direct, sustained links with partner communications staff and focal points can  improve alignment, speed up responses, and enable shared learning.
· Consistent, direct contact with partner communications staff and focal points is critical for alignment and collaboration. GL will nurture these connections to improve coordination, build trust, and create space for shared learning.
· Build and maintain a regional partner communications contact list, including comms leads, social media managers etc, where they exist.
· Establish working groups or networks of partner communications staff for coordination and peer support.
· Host comms specific events, forum and learning exchanges. 

Strengthen Collaboration 
Communications are most effective when coordinated and partner-led. Rather than only aligning around GL activities, partners will work together to amplify each other’s initiatives, share resources, and build joint visibility across the region. By co-creating content, tools, and calendars, GL and its partners can achieve greater reach, influence, and impact.
· Co-develop joint content calendars around key advocacy moments (CSW, 16 Days, W20, AU Summits) as well as partner-led events and milestones.
· Co-create thematic communications toolkits that serve GL and partner priorities, boosting each other’s campaigns and organisational visibility.
· Encourage cross-posting and amplification across platforms—starting with a call to follow each other’s channels and a commitment to share and uplift each other’s activities.

Build Capacity 
Partners vary in communications capacity, with some having dedicated teams and others relying on general staff. GL can add value by providing training, mentoring, and visibility support that strengthens the ecosystem as a whole.
· Offer training and mentoring for communications teams and focal points (social media skills, digital security, storytelling, MEL-comms integration).
· Share analytics and insights with partners to guide their visibility strategies (e.g., audience trends, engagement benchmarks).

Country communications – some notes
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Add steps to implementation

Communications and engagement template
The GL Communications Strategy provides the overall framework for the organisation. This simple template and guideline can support for developing sub-strategies for planning across programmes, campaigns, publications, and events. It’s intended as a flexible template, to select most relevant considerations. 
1. Snapshot: The basics of what’s happening – who, what, when, and where.
2. Project/publication/event objective: The intended outcome – what we aim to change, influence, or achieve.
3. Communications objectives: How communications will contribute to achieving the overall objective, whether by informing, influencing, mobilising, or connecting.
4. Target audiences: Who needs to be reached, informed, or influenced – including policymakers, media, partners, communities, and donors.
5. Key moments: Two to three advocacy or visibility moments to focus on that will maximise reach and impact.
6. Key messages: Three to five tailored messages that bring clarity, consistency, and resonance across channels.
7. Cross-linkages: How the activity connects to other GL programmes, campaigns, or advocacy hooks, ensuring coherence and alignment.
8. Strategic engagement questions: How the communications will inform, prompt dialogue, and foster connections with and among audiences.
9. Communications activities: The mix of channels and formats to achieve the objectives – e.g., website, social media, media outreach, newsletters, events.
10. Tools and outputs: Specific content pieces, toolkits, visuals, or resources required.
11. The plan: Clear allocation of roles and responsibilities – who is doing what, and when.
12. The checklist: A final quick-reference to ensure alignment with GL’s brand, pillars, and principles of gender-aware, inclusive communications.



Tracking progress framework

	Objective
	Strategic approach/ How we will do this
	Indicator to track progress
	Method of verification

	Strategic Focus 1: Amplify visibility and strengthen brand identity

	Strengthen brand identity, consistency and visibility, ensure all communications reflect the “golden thread.”

	Standardise branding across campaigns, programmes, countries, partners, with usable, practical tools to equip programmes, countries, partners with tools about organisation, countries, programmes, etc, beyond their own. Develop:
· Brand & message toolkit: visuals, updated GL brochures standardised texts, programmatic info. 
· Visibility guidelines to implement across organisation, country and partners. 
	
	

	Raise GL’s profile as a leading voice on gender justice through coordinated, quality communications reaching beyond the usual  
	Strategically communicate to expand presence, pro-actively identifying opportunities. 
	
	

	
	Investing in boosting media engagement to secure media coverage, build relationships with key media outlets, positioning.
· Leverage GL’s media training networks to build relationships and media networks. 
	
	

	
	Draft programme, country specific plans to regularly share GL’s work through multimedia content on web, social media, and media platforms. 
	
	

	
	Coordinate communications and messaging across programmes, countries, partners.
· Develop annual cross-organisation content/visibility calendar aligned to advocacy and movement moments.
· Increase cross-posting country network stories & content.
	
	

	
	Strengthen and harmonise country-level communications practices while respecting contextual differences.
· Conduct needs assessment and provide comms training for country staff. 
· Develop country comms plans aligned with overall strategy. 
· Encourage country boards to leverage networks for visibility
	
	

	Strategic Focus 2: Enhance communications capacity and systems

	Enhance internal capacity, tools, and systems
	Boost internal communication human resource capacity to strengthen all aspects of comms and content. 
· Recruit dedicated senior level communications, responsible for coordinating communications and content across 
· Conduct capacity/ skills audit and organise practical workshops (storytelling, digital campaigning, analytics).
	
	

	
	Develop & share communications resources to and enhance capacity contribute to collective voice
· Create shared communications toolbox: comms toolkit, template, and editorial guideline
	
	

	Strategic Focus 3: Strengthen strategic and advocacy communications as essential part of GL’s priority goals/ action areas

	Boost storytelling to amplify voices and centre lived experiences  
	Tell powerful stories as a priority. 

	
	

	
	Build narrative knowledge to increased understanding and collective actions for narrative work for gender equality. 
	
	

	Deepen and expand knowledge and understanding of gender equality, gender justice and GL priority issues
	Produce compelling, digestible, audience targeted content to raise awareness and deepen understanding 
· Relate communication and content to resonate with people's everyday interests, contexts and values. Frame messages in ways that resonate with local contexts and cultural values.
	
	

	
	Share information, research and practical tools that increase awareness, understanding and accuracy of information in dialogues/debates. 
· Simplify complex issues with clear, visually engaging content that unpacks gender concepts, promotes gender-transformative approaches, and highlights tangible benefits
	
	

	
	Boost knowledge production and dissemination
· Disseminate results and research findings through multimedia storytelling, infographics, and simplified explainers.
· Repackage knowledge products i.e Baromoter into varied formats (case studies, policy briefs, practical tools) to reach different audiences and levels of engagement. 
· Create new, quicker to produce knowledge products for ongoing dissemination.
	
	

	Build connections and inclusive dialogues. 
	Foster connection among communities, sectors, and movements (especially that otherwise may not connect) to share learning, amplify voices, and strengthen coalitions that drive collective action and lasting reform.
	
	

	
	Facilitate dialogue and participation among communities, youth, and partners. Strengthen solidarity and collective voice across GL networks.
· Facilitate inclusive dialogue, ensuring those centrally affected by an issue[s] voice their perspectives in the debate and dialogue, prioritising two-way communication. 
· Prioritise interactive formats (polls, Instagram Lives, WhatsApp groups).
	
	

	Mobilise collective action for action for gender justice 
	Mobilise action through campaigns and calls to action 
	
	

	Strategic Focus 4: Maximise digital communications, platforms and technologies, especially social media 

	Boost digital presence and engagement
	Strategically communicate to boost presence, collaboration and impact. Increase website traffic, media mentions, and social media reach and engagement (i.e Twitter, Instagram, Facebook) by 
· Enhancing platform/ channel functionality & fit for purpose content 
· Ensuring ideal social media content mix digital mix.
· Increasing & integrating cross-posting country network stories & content. 

	
	

	Enhance platform/ channel functionality & fit for purpose content
	Tailor content for platform best practices, building understanding and acting on what works. 
	
	

	
	Track analytics to inform content creation and platform prioritisation, adapting strategy regularly

	
	

	Expand engagement & community building
	Prioritise interactive content: Use polls, Q&As, lives, and user-generated content; encourage dialogue and feedback
	
	

	
	Strive for audience targeted communications: Segmented messages, calls to action, newsletter. 
	
	

	Strategic Focus 5: Boost communicating results and impact

	Integrate connections between MEL and comms, share results and impact effectively with diverse audiences.
	Develop standardised reporting templates with stories + data to transform MEL insights into engaging visual stories (infographics, success briefs, videos).
· Develop standardised reporting templates with infographics, visuals, and stories. 
· Develop pathways to feed MEL insights into quality communications outputs.
	
	

	
	Build story gathering and impact communications across the network. Share information, not just in reports but ongoing for their general information and for use on their own communications channels.
	
	

	Strengthen Donor Communications & Engagement 

	Build donor relationships and confidence through consistent, evidence-rich, and inspiring communications.
· Produce donor reports with impact stories, disaggregated data, and visuals AND “publishable” donor report versions to showcase impact beyond compliance – include this within donor funded budgets. 
· Draft donor engagement strategy, based on feedback, consultation and mapping. 
	
	

	
	Explore and define communications as part of resource mobilisation. For example, convene a meeting of funding partners for a conversation to inform actions. A deeper investigation could be a specific strategy process, as part of resource mobilisation strategy.
	
	

	Strategic Focus 6: Enhance powerful potential of partnership communications

	Define, build and strengthen alliance/partners eco-system of communications platforms and channels. 

	Map and build strategies for GL’s unique, extensive network and alliance. 
· Encourage collective actions – from the simple act of amplifying each other's actions to planning joint campaigns. 
· Develop (informal or organised) comms networking group & opportunities for communicators to connect with each other.
	
	

	
	Co-create communications and content 
· Support partners with shared content and cross-promotion to build solidarity and shared impact.
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