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Effective communication is central to Gender Links’ mission to advance gender equality and women’s rights across Southern Africa. Over the past two decades, GL has built a strong reputation as both an advocacy organisation and a knowledge hub, using research, campaigns, and storytelling to influence public debate, shift social norms, and strengthen accountability for gender justice.

GL amplifies its work through mainstream media, digital platforms, websites, newsletters, and social media. Communication is integrated across all programmes, ensuring that research findings, lived experiences, and advocacy messages reach policymakers, partners, and the public.

Goal
To position Gender Links as a trusted regional voice, knowledge hub, and catalyst for gender justice by using strategic communications to influence attitudes, shift social norms, and strengthen accountability for gender equality across Southern Africa.

Specific Objectives
1. Strengthen Gender Links’ brand visibility and credibility as a leading voice on gender equality and women’s rights in Southern Africa.
2. Expand digital platforms and multimedia storytelling to reach wider and more diverse audiences.
3. Amplify lived experiences and success stories that demonstrate the impact of gender equality initiatives.
4. Translate research and evidence into accessible communication products that influence public debate and policymaking.
5. Strengthen partnerships with media organisations, digital creators, and advocacy networks to expand the reach of GL messaging.
6. Build the communication capacity of staff, partners, and programme participants to contribute to storytelling and advocacy.

What We Have Achieved
Over the past strategic period, Gender Links has strengthened its communications systems and expanded its digital reach across the region.

Key achievements include:
· Significant growth in digital engagement, with nearly 460,000 website visits between April 2024 and March 2025 across GL, WOSSO, and WVL platforms, an increase of more than 100,000 visits from the previous year.


· Expansion of GL’s online footprint through social media platforms, newsletters, and digital content sharing.
· Consistent dissemination of blogs, stories, newsletters, and articles through the What’s New pages on GL websites and across social media and email distribution lists.
· Increased visibility of GL campaigns and advocacy initiatives, particularly during regional advocacy moments such as the 16 Days of Activism against Gender-Based Violence.
· Development of powerful storytelling approaches, including I Stories, entrepreneurship testimonials, and governance case studies, which humanise data and highlight the lived experiences of change.
· Production of evidence-based communication materials using data from research, such as gender attitudes surveys and governance scorecards.
· Growing investment in interactive research dissemination, including multimedia reports and data visualisation.

These efforts have strengthened Gender Links’ reputation as both an advocacy organisation and a credible source of gender equality knowledge in Southern Africa.

What We Have Learned
Experience over the past strategic period has generated several important lessons that will shape the next phase of the communications strategy:
· Digital platforms are essential for influence. Social media, online campaigns, and multimedia storytelling are increasingly central to reaching diverse audiences and shaping public discourse.
· Audiences respond to solutions and progress. Content that highlights resilience, innovation, and practical change resonates more strongly than messages focused solely on challenges.
· Data and storytelling must work together. Evidence gains traction when paired with human stories, and personal narratives become more powerful when supported by credible research.
· Internal coordination is critical. Strong communication requires close collaboration between programme teams, monitoring and evaluation systems, and communication specialists to ensure consistent messaging and timely content.
· Digital engagement must remain inclusive. While online platforms are powerful tools, communication strategies must also reach communities with limited digital access.

What We Will Do (2026–2030)
During the 2026–2030 strategic period, Gender Links will implement an integrated, digital, and people-centred communication strategy that strengthens influence, expands reach, and supports advocacy outcomes.

Strengthening the GL Brand and Voice
· Refresh and standardise the Gender Links brand across all country offices.
· Position GL as a regional authority on gender-responsive governance, media reform, and economic justice.
· Develop unified messaging frameworks to ensure consistency across programmes and countries.

Accelerating Digital Transformation
· Expand multimedia communication through videos, podcasts, infographics, and interactive dashboards.
· Strengthen GL’s presence on emerging digital platforms, particularly those used by youth and grassroots communities.
· Launch a new user-friendly and innovative website to enhance accessibility and engagement.

Community-Centred Storytelling
· Scale up storytelling initiatives such as I Stories and entrepreneurship success stories.
· Build a storytelling network of alumni, fellows, champions, and programme beneficiaries who can share their experiences.

Evidence for Influence
· Translate research findings into accessible formats such as policy briefs, fact sheets, animations, and data visualisations.
· Ensure research outputs support advocacy campaigns and policy engagement at national and regional levels.

Strengthening Media Partnerships
· Develop content partnerships with media houses, journalists, and digital creators.
· Increase media engagement to ensure GL research and campaigns inform public discourse and policy debates.

Strengthening Internal Communication and Capacity
· Develop a comprehensive communication toolkit for staff, partners, and grantees.
· Provide training on media engagement, digital storytelling, and brand consistency.
· Establish clear internal workflows that integrate communication planning into programme implementation.

Communicating Results
As part of the Results for Change framework, Gender Links will ensure that research findings and programme outcomes are widely shared through accessible platforms. Communication channels will include:
· Interactive research reports and data visualisation platforms.
· Social media campaigns and digital storytelling initiatives.
· Website publications and newsletters.

Clear reporting and communication plans will define reporting frequency, target audiences, content formats, and mechanisms for stakeholder feedback.

How We Will Measure Change
Progress will be measured through a set of communication indicators across several dimensions:

Visibility and Reach
· Growth in website traffic and audience engagement.
· Increased social media followers and interaction rates (shares, comments, and likes).
· Growth in newsletter subscriptions and digital platform engagement.
· Increase in regional and national media mentions of Gender Links.

	Indicator
	2020
	2025
	Projected 2030

	Website hits
	369,194
	456,724
	589,741

	Facebook followers
	7,004
	40,043
	52,012

	Twitter followers
	7,667
	10,353
	13,459

	Instagram followers
	426
	2,442
	3,175



Influence and Advocacy Outcomes
· Evidence of GL messaging appearing in policy debates, news coverage, and partner advocacy initiatives.
· Increased public awareness and engagement on gender equality issues.

Storytelling and Content Production
· Number of high-quality stories, blogs, and case studies produced annually across countries.
· Increased diversity of content formats, including videos, podcasts, and data visualisations.
· Volume of content generated by programme participants and partners.

Digital Strength
· Growth in multimedia content views, downloads, and engagement metrics.
· Increased user interaction with interactive research platforms and dashboards.

Partnerships and Engagement
· Number of collaborations with media houses, influencers, and digital partners.
· Increased joint campaigns and shared advocacy initiatives.

Internal Efficiency and Brand Consistency
· Adoption of GL communication templates, messaging frameworks, and branding guidelines across programmes and country offices.
· Regular internal communication planning cycles and improved staff capacity in digital storytelling and media engagement.

GL Websites Page Visits 


2020	2021	2022	2023	2024/25	396090	350931	298135	347015	456724	
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