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	In brief 

	Programme outcome: Influencing policies through effective communication and advocacy (Strategy 2020 – Enabling action 3)

Programme(s) summary: 

· The programme was implemented in 2010 and first quarter of 2011 to meet its priority goals, even though it didn’t require active fundraising as most activities were funded through other and separate programmes and budget.

· Four major and strategic outcomes are to be considered for the period 2010-2011:  

· Outcome 1: Engage in thematic advocacy initiatives to strengthen the leadership of the Red Cross Red Crescent when managing disasters and to enhance its positioning and credibility in the field of development by giving a voice to the most vulnerable.

· Outcome 2: Deliver capacity building and training tools in communication and advocacy, and bridge the digital divide in order to effectively strengthen National Societies’ strategic plans, capacities and outreach, especially in the field of emergencies.

· Outcome 3: Develop a Red Cross Red Crescent branding initiative to promote our corporate identity and organizational culture as part of national and global strategies.

· Outcome 4: Enhance accountability and measure impact by implementing a Federation-wide media tracking and monitoring system

The coverage of this programme mainly consisted of incorporating staff on loan in order to make effective our delivery model with regards to the expected outcomes.

Financial situation: The total (2010) budget is 2,178,945 Swiss francs of which 424,348 Swiss francs (19 per cent) was covered during the reporting period (including opening balance). Overall expenditure during the reporting period was 401,237 Swiss francs (18 per cent of the budget). 

It should be noted that a number of activities originally planned under this programme were finally funded through other programmes whose objectives were aligned with or influenced by the communication and advocacy programme.

Click here to go directly to the financial report
Our partners: Swedish Red Cross, Finnish Red Cross, Irish Red Cross



	


Context 

The original plan presented for 2010 and 2011 comprised of four inter-related and ambitious outcomes and related outputs as listed below:

· Outcome 1: Engage in thematic campaigns and advocacy initiatives to strengthen the Red Cross Red Crescent’s position as the leader in managing disasters, and to enhance its position and credibility in the developmental field by giving a voice to the most vulnerable.

1.1 Emphasize Red Cross Red Crescent community-based contributions to the Millennium Development Goals (MDGs) that are focused on mother-and-child issues and the empowerment of women

1.2 Focus on emergencies, community resilience and urbanization to highlight the leading role that the Red Cross Red Crescent plays in disaster management and its contributions to climate change adaptation

1.3 Focus on youth and volunteers as effective driving forces in addressing today’s most pressing challenges, especially climate change, violence and discrimination

1.4 Develop advocacy packs on other priority or emerging issues

1.5 Promote the “Believe in Africa” and “Believe in humanity” initiatives

· Outcome 2: Develop capacity-building and training tools in communication and advocacy, and bridge the digital divide to effectively strengthen National Societies’ strategic plans, capacities and outreach 

2.1 Design a strategic framework for effective communication development that is consistent with National Societies’ strategies, plans and potential 

2.2 Deliver toolkits, training tools and skill-sharing platforms in key communication-related areas, especially emergency communication

2.3 Mainstream new technologies and social media, and bridge the Red Cross Red Crescent digital divide

2.4 Organize a global communications forum in 2010

· Outcome 3: Develop a Red Cross Red Crescent branding initiative to raise our corporate identity and organizational culture as part of a national and global strategy

3.1 Promote and use Strategy 2020 as leverage to enhance an IFRC-wide organizational culture based on common values, priorities, achievements and impact

3.2 Survey and create platforms to outline the Movement’s branding and positioning

Outcome 4: Develop a Federation-wide tracking and monitoring system for media and internal communications to measure accountability and impact 

4.1    Offer a service to the whole membership that combines offline and online media to measure the impact and influence of Red Cross Red Crescent communication and advocacy outreach and messages

Rationale of the programme

As part of the newly created Humanitarian Diplomacy Division, the communication team designed this programme as a way to outline a comprehensive global communication and advocacy strategic plan for 2010-2011 linking existing core resources and identifying funding gaps to meet the four key goals listed in this plan. This holistic approach has proved to be unhelpful to engage external and targeted support but drew internal traction, buy-in and support from IFRC leaderships and targeted programme managers.

Influencing factors and subsequent adaptations

From the onset, the implementation process was hampered by two important factors that have led to opt for a different approach as to the way this plan had to be scoped, funded and implemented.

· The Haiti earthquake on January 12th had a disruptive effect on the IFRC communication team. The magnitude of this disaster and the importance of Red Cross Red Crescent response strongly influenced the way the IFRC secretariat focused its efforts and allocated its limited resources. Our communication response to Haiti absorbed most of our capacities over the first three months while offering opportunities to modernize our emergency communication process and to explore new strategic communication-related activities around what is now called beneficiary communications. 

· Internal change in the leadership of the Humanitarian Diplomacy Division also generated subsequent adaptations and revisions.

· The inclusion of the communication manager with the IFRC delegation in New York city was welcomed as both an asset and a great opportunity to further IFRC humanitarian diplomacy outreach in New York but was not originally envisioned in the communication and advocacy programme. In practice, despite regular and productive interactions between Geneva and New York, this position mostly focused on supporting the implementation the humanitarian diplomacy action plan towards the United Nations and external partners in New York, although effective synergies were found to advance the implementation of the communication and advocacy programme.

Progress towards outcomes 

	Outcome 1: Engage in thematic campaigns and advocacy initiatives to strengthen the Red Cross Red Crescent’s position as the leader in managing disasters, and to enhance its position and credibility in the developmental field by giving a voice to the most vulnerable.




Overall assessment on the achievements

The overall achievements have been proportional to the funding made available to scale up advocacy initiatives. Three major disasters (Haiti, Pakistan, Japan) absorbed a significant part of communication-related resources which shrunk the capacities to engage in a sustained campaign effort supported by adequate funding. As a result, in 2010 communication and advocacy activities mostly concentrated on targeted and limited initiatives matching available funding and consistent with IFRC strategic aims.

Output 1.1 Emphasize Red Cross Red Crescent community-based contributions to the Millennium Development Goals (MDGs) which are focused on mother-and-child issues and the empowerment of women

Our initial project was to develop a study mapping and highlighting our Red Cross Red Crescent contribution to the MDGs with a focus on health issues. It has finally been decided that the expected outcomes of such an initiative should actually be covered and captured by the newly established Federation-Wide Reporting System that will provide a consolidated picture as to the whole IFRC structures, programming and outreach. This process is still ongoing.

As a result, this output has been revised and limited to supporting an advocacy report on immunization called ‘Immunization: the Unfinished Business”, published jointly by the IFRC and GAVI Alliance. The report underlined that new vaccines against the pneumococcal bacteria and rotavirus could save more than 1 million children’s lives each year, but a 4 billion US dollars gap (4 billion Swiss francs or 3.1 billion euro) in funding threatens these and other immunization programmes.

In the meantime a report was published called ‘Beyond prevention: Home management of malaria in Kenya’ promoting successful malarial prevention programme, carried out by the Kenya Red Cross and the Kenyan Ministry of Health with support from the Canadian Red Cross, ensuring that remote communities have access to prompt and effective malaria treatment.

Both reports were the two flagship publications, supported by a comprehensive media pack, for IFRC active participation in the Summit on Millennium Development Goals organized by the UN in December 2010. Led by the IFRC New York Delegation and its communication manager, the IFRC co-organized two side-events respectively on global polio eradication and on saving mothers and children through malaria control (see http://www.ifrc.org/en/news-and-media/meetings-and-events/millennium-development-goals-2010/)

This initiative mostly aimed at promoting a community perspective and to better position IFRC added-value and contribution to the MDGs through concrete examples and case studies. It also generated media coverage, especially a live interview of IFRC Secretary General with Al-Jazeera. Based on this action, the policy dialogue has been continued with the UN.

Funding: Core resources, health programmers (malaria and polio) and communication manager (New York delegation) seconded by the Swedish Red Cross.

Output 1.2: Focus on emergencies, community resilience and urbanization to highlight the leading role the Red Cross Red Crescent plays in disaster management and its contribution to climate change adaptation

Emergencies

A tremendous amount of effort was dedicated to the response to the two major emergencies that occurred in 2010, namely the earthquake in Haiti in January and the floods in Pakistan in August. During the first quarter of 2011, the triple disaster in Japan (earthquake, tsunami, nuclear accident in Fukushima) triggered another major communication response. 

In Haiti, we deployed for the first time an integrated communication team (four staff) in charge of media relations/reputation management, content generation (especially audiovisual), beneficiary communications and the coordination with National Society communicators. To foster a Federation-wide approach, this team was supported and guided by a Haiti communication working group comprising six National Societies (including Haitian Red Cross) and the IFRC secretariat in charge of coordinating communication activities and incorporating the Federation-wide planning and cooperation mechanisms. This joint effort allowed effective reputation management as well as a series of communication products, especially an advocacy report on sanitation (produced with the British Red Cross for the six-month anniversary), a web-based audiovisual resource centre, a series of advocacy pieces (on land issues, disaster preparedness, health) as well as a compelling one-year communication pack driven by the first ever Federation-wide one-year report on Haiti operations. 

Results: It remains a challenge to evaluate the overall communication outreach related to these communications activities in Haiti. The media scan through Google Advance Web Search returned more 20 millions hits for “Haiti Earthquake and Red Cross” in 2011 while Google blog search returned 300,000 hits.

It is to be noticed that the wide engagement of the communication team in Haiti also resulted in the inclusion of, for the first time, a beneficiary communication programme as a specific area of focus with Haiti plan of action and progress report (see output 2.3).

Funding: While absorbing substantive core resources from the communication team, all activities generated by the Haiti communication response were funded by the IFRC appeal and programmes. 

In Pakistan, the IFRC, along with the Pakistan Red Crescent, has provided a leading voice to cover this slow onset disaster that affected more than 20 million people, and has advocated on behalf of the survivors. Communication efforts have been sustained over many months with a focus on basic needs, displacements, health and recovery issues.

Results: IFRC media monitoring reports 50,000 hits comprising major media outlets such as Al-Jazeera, Associated Press, CNN, Reuters, AFP, BBC World…

Funding: Communication response led by Asia Pacific team and funded through the IFRC appeal.

In Japan, the IFRC has been engaged in supporting the Japanese Red Cross for coping with worldwide pressure and attention on what has proved to be the largest recorded earthquake and tsunami whose catastrophic impact was aggravated by the nuclear accident in Fukushima. This major disaster has triggered a wave of spontaneous generosity which was welcome by the Japanese Red Cross event though no international appeal had been launched. At this occasion, the IFRC communication team expanded its outreach though a wide range of partners including Skype, MTV and Google (to name a few). 

Results: The role of the Red Cross – especially the Japanese Red Cross – has been featured as the main and almost exclusive humanitarian responder to the disaster. Any media report from the IFRC would only provide a fraction of full media picture which is certainly unprecedented, especially it were to encompassing social media.

Funding: Led by AP communication team, the communication and media activities were funded through a service agreement with the Japanese Red Cross.

Other emergencies the communication team responded to:

· Civil unrest in Middle East and North Africa: Intense communication activities have been carried out to support the role of the Red Crescent National Societies as primary humanitarian responders and to give a voice to the people affected by the crisis, especially on the borders of Libya crossed by tens of thousands of refugees. More than 200 articles reported for Red Crescent and IFRC, covering major media outlets. 

· Food security in Zimbabwe: 100,000 hits and more than 100 stories (Al-Jazeera, AP, CNN, AFP, Voice of America, Sky News, Washington post, New York Times, France 24, Business Week, Forbes…)

· Cold waves in Mongolia (March 2010): 9,000 hits and more than 100 stories.

Resilience and urbanization: 2010 World Disaster Report on urban risks

The 2010 World Disaster Report (WDR) on urban risks was launched on September 2010 in Nairobi, China and Geneva, supported by a robust media pack (see www.ifrc.org/en/publications-and-reports/world-disasters-report/report-online/). For the first time an epub version was developed that could be read on any ebook reader.An electronic version of WDR 2010 was also available for Amazon and the Apple iBookstore. In addition, and ahead of the WDR launch, a media pack on urban risks was produced on the occasion of the World Red Cross Red Crescent Day in May.

Results: More than 100 National Societies have promoted the report through parallel events or media activities. No consolidated media monitoring report is available.

Climate change

In the lead up to the climate change conference (COP 16) in Mexico, a comprehensive advocacy toolkit was produced – comprising background documents, position paper, key messages, facts and figures, call to action and template letter to be addressed to governments – and distributed to National Societies ahead of the conference with a multimedia pack to support media relations and communication during the conference.

Results: Beyond informal positive feedback, there has been no evaluation as to how National Societies utilized the advocacy toolkit. No media monitoring report available.

Funding: Community preparedness and risk reduction programme.

Legislative advocacy

Led by the Asia Pacific zone, the communication team succeeded in producing a report on Disaster Law released at the occasion of the Asia-Pacific regional conference in October 2010 (see www.ifrc.org/PageFiles/93894/Disasters%20in%20Asia_EN%202010.pdf). This report aimed at encouraging governments in Asia Pacific and Middle East to collaborate deeper with National Societies on shelter solutions, community-based risk reduction, and legal preparedness and frameworks in terms of disaster response.

Results: Reference publication and resource for legislative advocacy towards governments in Asia-Pacific and Middle-East.

Funding: IDRL programme in Asia-Pacific.
Output 1.3: Focus on youth and volunteers as effective driving forces in addressing today’s most pressing challenges, especially climate change, violence, and discrimination

While most of the effort in 2010 and 2011 has been focused on a comprehensive and unprecedented initiative at the occasion of the International Year of volunteering in 2011, the initial ambition of equally enhancing the generation of communication material to support youth engagement was substantially reduced due to funding gaps.

Youth engagement

Originally, the communication and advocacy programme had envisioned the generation of campaign material for youth-led initiatives on climate change and urban risks. This project has been revised or repurposed to match available funding and human resources. 

Urban risks: A standard communication kit on urban risks was created for the World Red Cross Red Crescent Day as well as a media kit in support to the WDR launch (see section on WDR). However, this material was not leveraged to support youth-led initiatives or campaign as it would have required a more robust planning and investment, especially in terms of National Society engagement, which proved to be overly ambitious.

Results: Not evaluated.

Funding: Core resources.

Climate change: An initiative was launched in April 2010 to produce a climate change training manual training that presents concrete action for youth groups to raise awareness on climate change and to participate in environment-friendly projects such as tree planting initiatives. Launched in July, the manual also served as a first millstone for a contest intended to identify the best climate-change related projects led by youth groups with a view of selecting ten young “champions”. These 10 young leaders were offered the opportunity to attend the climate change conference in Mexico in December 2010, and to act spokespersons for the IFRC, reporting back on Red Cross Red Crescent actions and raising awareness on climate change issues, especially through blogging and social media.

Results: Not evaluated.

Funding: Community preparedness and risk reduction programme/core budget.
International Year of Volunteers

Throughout the first half of 2010, the communication department designed a comprehensive initiative in close cooperation with IFRC Youth and Volunteer Department In September 2010. The plan was proposed to, and approved by, both the IFRC Finance Commission and Governing Board. In September 2010, the IFRC Secretary General announced the initiative to National Society members in support of IFRC International Year of Volunteers and Volunteering. This included a survey on the economic and social value of volunteers, campaign materials, a contribution to legal advocacy on volunteers, a summit on volunteers and an international resolution linking our 31st International  Conference and the UN General Assembly. This initiative was meant to make a global push in 2011 and reinvigorate the IFRC’s commitment to further protect, recognize and promote Red Cross and Red Crescent volunteers everywhere.

A global campaign on volunteering was designed to promote the unmatched value of Red Cross Red Crescent volunteers everywhere in the world. “Find the volunteer inside you” was the slogan of the campaign marketing kit that was made available in four languages and distributed to all National Societies in December 2010, as well as a guide on the International Year of Volunteers, to support their initiatives in promoting the spirit of volunteerism but also to recruit, retain, motivate and further engage Red Cross Red Crescent volunteers. 

The communication team also drove the production of the first ever report on the economic and social value of volunteers. Some key highlights of that report indicate that our 13.1 million active volunteers contributed services worth 6 billion US dollars in 2010 alone. The report was launched by IFRC President Tadateru Konoé and IFRC Goodwill Ambassador Jet Li in January 2011 in Singapore.

Results: More than 100 stories on the “Value of volunteers” report launch. An impact survey is ongoing (launch in March 2012) to evaluate how many National Societies engaged in this initiative and leveraged the marketing and campaign material.

Funding: Youth and Volunteer Department – this includes the survey, the campaign and media material, a series of additional tools in 2011 and the salary of the IFRC campaign manager.

Output 1.4 Advocacy packs on other priority or emerging issues

The 2010-2011 plan had envisioned the production of advocacy reports focused on three issues:

· Migration in relation to the IFRC new policy and priority objectives. Due to funding gaps and internal change in the migration unit, this project was turned into a toolkit of key messages on migration-related issues.

· First aid: The advocacy report published in September 2009 on first aid in Europe was updated and utilized as a reference tool to influence European legislation on first aid, in coordination with the Red Cross Red Crescent Reference Centre on First Aid based in Paris 

(see “First Aid for a Safer Future”, updated global edition, 2010   - http://www.ifrc.org/PageFiles/92392/First%20aid%20for%20a%20safer%20future%20Updated%20global%20edition%20%20Advocacy%20report%202010%20(2).pdf
· Food security: Originally planned for the end of 2010, the advocacy report on food security in the Horn of Africa was finally published in September 2011 (see “Drought in the Horn of Africa: Preventing the next disaster” - http://www.ifrc.org/PageFiles/90680/1203800-Drought%20in%20the%20Horn%20of%20Africa-Preventing%20the%20next%20disaster-EN-LR.pdf
However, a collection of multimedia material was generated at the end of 2010 and early 2011 to support IFRC advocacy on food insecurity in Niger

Although not planned, an advocacy report and a toolkit on harm reduction entitled ‘Out of Harms Way’ was launched for World Aids Day on 1 December (see: www.ifrc.org/Global/Publications/Health/Harm-reduction-report-EN.pdf). The report depicts the stark reality of what it means to be an injecting drug user and living with HIV. It examines the prevention, treatment, care and support needs of this most at-risk population and the IFRC response to their plight. It has been the millstone for a continued advocacy effort throughout 2011 and beyond on this specific issue.

Results: More than 100 stories (Washington Post, AFP, Associated Press, etc.), reference tool for Red Cross Red Crescent National Societies on harm reduction and anti-stigma advocacy.

Funding: IFRC Health and Care Department

Output 1.5: Advocacy and policy dialogue from IFRC New York delegation

In November 2009 the IFRC had launched a survey to better assess how policy makers of G20 governments were prioritizing today’s humanitarian challenges and what means were being utilized to address them effectively. This survey had been used as a policy dialogue tool with a view of exploring in 2010 the possibilities to survey governments policies of the G77 group represented in New York UN system. This project has not secured the financial support to be carried out.

Advocacy and communication support to the policy dialogue was developed through the leadership of the IFRC New York delegation and enabled five key achievements:

· Enhanced IFRC-NY’s participation and visibility on humanitarian and development priority issues. Advanced policy goals of the IFRC on priority issues in accordance with Strategy 2020. 

· Provided analysis and highlighted opportunities for IFRC engagement in UN fora and processes. 

· Raised awareness about the IFRC’s work as the largest humanitarian organization in the world through effective collaboration with local, national and international media. 

· Contributed to effective internal communications with the secretariat (Geneva and zones) and National Societies. 

Results: See 2010 Annual Report from the IFRC delegation to the UN in New York.

Funding: Swedish Red Cross.
	Outcome 2: Develop capacity-building and training in communication and advocacy, and bridge the digital divide to effectively strengthen National Societies’ strategic plans, capacities and outreach 




Overall assessment on the achievements

Although a senior officer for capacity building in communication and advocacy was recruited to help further develop the area as a core activity, most of the efforts concentrated on supporting the building of global, integrated tools such as the Organizational Capacity and Assessment Certification (OCAC) or IFRC databanks in order to establish common standards in terms of self-assessment as part of a common and holistic approach for National Society organizational development. However, despite the absence of earmarked resources, some progress was made in 2010 and 2011 to further IFRC support to National Society development in communication.

The communication team also supported the Digital Divide global programme through targeted initiatives. More remarkably, it generated the first ever programme on beneficiary communications in Haiti which has become a model and reference point for mainstreaming beneficiary communication in the way the IFRC operates in terms of disaster and programme management. 

Output 2.1: Design a strategic framework for effective communication development that is consistent with National Societies’ strategies, plans and potential

The communication team designed and developed a new global capacity building approach, with a pilot engagement in the Middle East in partnership with the Palestinian Red Crescent Society. It is based on a self-assessment tool of National Society communication needs (in terms of strategic communication, operating model, skills, equipment) and was made consistent with the IFRC overall Organizational Capacity and Assessment Certification tool.

Results: Self-assessment tool in communication and advocacy for National Societies / effective support to the Palestinian Red Crescent Society.
Funding: Core resources (capacity building senior officer).

Another achievement is the contribution to the Federation-Wide databank and National Society indicators.

Nevertheless, additional resources are required to allow the new global capacity building approach to be mainstreamed, rolled out and properly evaluated.

Output 2.2: Deliver toolkits, training tools and skill-sharing platforms on key communication-related areas, especially emergency communication

2010 was mainly devoted to the development of one foundational training tool -  Communicating for Impact – which was created, piloted, revised and delivered in four languages across the IFRC and became a reference learning tool hosted on the IFRC's learning platform.

The guidelines for emergency communication were revised and a visual representation of an “emergency communication check list” was created.

The Asia Pacific zone organized a continental workshop to facilitate skill-sharing and to bring National Society communicators from the zone together. 

Finally, the IFRC produced targeted resources to foster common understanding and practices in beneficiary communications (lessons learned in Haiti) and branding, to improve web communication and to develop and distribute guidelines and training tools for social media.

Funding: Core resources.

Output 2.3: Mainstream new technologies and social media, and bridge the digital divide

Web development support

Whilst at least 60 National Societies had no website and more are confronted with connectivity issues, the communication team support the Digital Divide programme led by the IFRC Information System Department by leading a web development projects in East Africa in partnership with Vodaphone, and by creating a new website for the Haitian Red Cross.

Funding: Vodaphone (seconded web specialist), IFRC appeal for Haiti.

Beneficiary communications

2010 was the starting point for the development and the mainstreaming of beneficiary communications within the IFRC.

In the emergency stages of the Haiti operation, IFRC partnered with a local telecommunication provider and radio stations to disseminate information to beneficiaries. The response demonstrated that SMS technology could support more involvement with communities as part of the humanitarian effort.  For the first Red Cross Red Crescent trialled large-scale SMS-based communication to beneficiaries by partnering with a local telecommunications provider in Haiti, Voila. During the initial months of the response, with Voila, the IFRC sent SMS to more than 16 million people on vaccination and sanitation information. Under the direction of the IFRC, a cutting edge SMS system called Trilogy Emergency Relief Application (TERA) was developed and implemented. TERA is an automated text information service that allows aid agencies and mobile phone users in disaster areas to interact and listen to one another in real time.
At the end of 2010, the IFRC signed a partnership with Trilogy International to roll out TERA. Unlike traditional SMS services, TERA enables the IFRC to specify the area – a particular region or even a neighborhood – and to send text messages directly to mobile phone users. 

Results 

In Haiti, at the end of 2011, TERA had broadcast 56 million SMSs covering everything from cholera prevention to first aid tips:

· IFRC reached 360,000 people on the issue of gender-based violence, with more than 10 per cent of recipients responding directly to the Red Cross Red Crescent’s offer of support and help.

· The Red Cross hotline - operated by volunteers from the Haitian Red Cross - received an impressive 710,000 calls during the hurricane. 

· An evaluation on beneficiary communication programme in 2011 showed that 74 per cent of the people interviewed received Red Cross Red Crescent information, and 83 per cent of the people that received RC information reported taking action based on the information. 

Funding: IFRC appeal for Haiti, Irish Red Cross.

Output 2.4: Organize a Global Communication and Advocacy Forum 

Due to resource gaps, the Global Communication Forum was postponed to September 2011. Jointly organised with the ICRC – for the first time - this forum focused on four key objectives: 

· Profile and promote communication as a strategic leverage to further advance the cause of the most vulnerable, nationally and globally.

· Share branding best practice, experience and learning to help better position the Red Cross Red Crescent as a leading humanitarian actor in a competitive environment.

· Build a truly connected global team and develop long-term mutually beneficial relationships that facilitate peer-to-peer support and exchange of skills and best practice.

· Explore National Society needs in terms of capacity strengthening and required support from Movement partners.

· Enhance National Society engagement in communications before and during the upcoming Statutory Meetings (International Conference in November).

With “Speaking with one voice” as an overall slogan, the forum attracted 130 participants, coming from 80 National Societies – an increase on the 60 National Societies represented at the previous Forum in 2008 - and allowed interactive participations, peer support experiences and substantive focus on youth/volunteer engagement, communication in a digital world, branding, emergency communication etc. It resulted in a joint plan of action developed with four priority areas:

· Influencing policy makers and opinion leaders through effective advocacy

· Better understanding and leveraging the power of the Red Cross Red Crescent brand(s) 

· Harnessing the power of social media to develop youth engagement

· Mainstreaming capacity building and knowledge sharing in communication.

Results: A joint IFRC/ICRC evaluation report showed high ratings from the participants and facilitated synergies and productive synergies to be built upon in 2012.

Funding: Core resources/sponsorship from eight National Societies to support participants from other National Societies.

	Outcome 3: Develop a Red Cross Red Crescent branding initiative and raise our corporate identity and organizational culture as part of national and global strategies 




Overall assessment on the achievements

In 2010, the communication team undertook a robust and comprehensive initiative to streamline the IFRC corporate identity and started delivering a new communication pack reflecting Strategy 2020 as a natural corporate framework. In parallel, the IFRC engaged in the Global Branding Initiative initiated by the ICRC, the British Red Cross and the Kenya Red Cross to focus on issues that surround the perceptions and management of Movement-wide brands.

Output 3.1 (for which funding is sought): Promote and use Strategy 2020 as a corporate matrix to enhance Red Cross Red Crescent organizational culture based on common values, vision, missions, achievements and impacts 

Drawing on the Strategy 2020 – slogan “Saving Lives, changing minds”, strategic aims, enabling actions and policy statements -, the communication team engaged in a comprehensive effort to revamp the IFRC corporate identity and tools including:

· Revised visual identity and templates featuring our corporate slogan

· Internal newsletter (FedLife)

· Re-launched website and FedNet (with a view of creating online communities)

· Corporate pack (brochure, presentations, institutional descriptors, video, etc.)
· Redesigned RCRC Magazine
· Revised leadership communication templates and processes.
Funding: Core resources, Finnish Red Cross (seconded staff)

Corporate partnership

In January 2011, the IFRC and The Coca-Cola Company signed a global partnership that targets two key areas - disaster management and, for the first time, public engagement. This opens collaborative opportunities at national and global levels to strengthen communication outreach and youth engagement. The partnership will be developed over a period of three years with a view of connecting from local to global (2011), innovating (2012) and scaling up (2013).

Output 3.2: Survey and create platforms to clarify and empower Movement branding and positioning

International branding initiative

This initiative has been launched and driven by ICRC, British Red Cross and Kenya Red Cross since the IFRC General Assembly in 2009 in Nairobi. In 2010, with the support of the IFRC, a  survey was conducted amongst National Societies which collected data on brand perceptions, issues, management and challenges from close to 45 countries. In December 2010 representatives from 20 National Societies met in London to discuss the results of the survey, share their experiences and address pressing brand challenges. Key themes and challenges were then highlighted:

· a diversity of views on the need for a global brand identity

· need for experimental and flexible approach to engage youth audiences

· global network and grassroots presence identified as potential brand differentiation

· social media seen as a vital new engagement tool, but challenges identified around consistent messaging and multiple Red Cross Red Crescent  brands active in the social media space

· lack of consistency in emblem use amongst National Societies.

Whilst IFRC had been wholly supportive of the initiative it had not played a substantial role until 2011 when we became  progressively more involvedin the process, with a view of better supporting National Societies about the use of the emblems, and to provide leadership and support in brand development. Since the Global Communication Forum, the IFRC has been fully involved in this initiative and committed as a full partner in this strategic process.

A key focus for the Initiative is to develop a common understanding and commitment to trans-national branding and positioning issues. In order to do this we must gain insight into how the general public in each context perceive our collective and distinct brand identities, what the commonalities are across domestic, regional and international or perceived international brand identities, and what effects - positive or negative – may result from attempts to position the brands differently.

Funding: core resources

	Outcome 4: Develop a Federation-wide tracking and monitoring system for media and internal communication




Overall assessment on the achievements

Media monitoring  

The media tracking system was dramatically improved thanks to a new service provider that better captures the IFRC outreach and global footprint. It will allow more systematic media monitoring and reporting, even though it is mostly effective with English-speaking media at this time. The capacity to establish a truly global, multilingual media tracking system will require partnerships with National Societies that can help better envision our outreach at national level (TV, radio, print, social media) and covera wide range of languages. 

Funding: Core resources.

Digital News Room

A digital news room was created to streamline relations with broadcasters and media outlets while enabling the IFRC to track how the audiovisual material is used by both National Societies and media. This setup was purchased in 2010 and 2011, and has provided the IFRC with the following functions and services:

· Broadcast journalists can preview and download MPEG2 footage

· Online media outlets can preview and embed AV material

· National Societies have email links to all content

· User registration is brief and immediate and captures user data

· B-roll video is watermarked, enabling it to be tracked if used.
Funding: Core (non secured) resources

Constraints and challenges

· The three major disasters in 2010 and first quarter of 2011 were key and unpredicted areas of focus for the communication team, preventing it from concentrating all efforts in the implementation of the plan, and from more actively seeking support and partners.

· The choice of presenting a comprehensive and ambitious plan in a programme format has proved to be ineffective to leverage partnerships and financial contributions. Covering too wide of a space, it may have been perceived as too internally-driven and not appropriate for an external-facing document.

· The strategic nature of communication to position the Red Cross Red Crescent (campaigning), leverage IFRC humanitarian diplomacy (influencing), igniting people engagement (marketing, social mobilisation) is not yet widely understood and, subsequently, does not draw enough support to more develop and fulfil its potential in support to Red Cross Red Crescent humanitarian missions. In this respect, the Red Cross Red Crescent remains behind a wide range of global actors in the humanitarian and development arenas which have heavily invested in communication and marketing functions to dramatically increase their market share and capacity to influence and engage. 

· Whilst the IFRC is handling hundred of programmes and cover a wide range of activities in disaster management, health, social services, migration, principles and values, youth and volunteers, etc, the communication function is better utilized when it doesn’t stick to programmes but focuses on issues and partners with people to better advance their needs in emergency, their mechanisms of resilience, their protection or their capacity to be agents of change.

Working in partnership 

· Four National Societies (Swedish Red Cross, Finnish Red Cross, and Irish Red Cross) provided the IFRC communication team with staff-on-loan. 

· Partnership with Vodaphone for web development project in East-Africa

· Partnership with Thomson Reuters Foundation and Trilogy International for beneficiary communication.

· Partnerships with Skype, Google, MTV for emergencies

· Global partnership with The Coca-Cola Company on public engagement.

Contributing to longer-term impact

· Outcome 1: IFRC leading role in communicating emergencies has been maintained and even expanded considering the amount of support received after the three major disasters. A greater focus on small and medium scale disasters – the silent and neglected disasters – will help enhance IFRC's  prominent positioning in disaster or crisis management as a whole. More strategically, a more comprehensive and coherent effort is required to better profile and position the Red Cross Red Crescent as an equally major contributor to local development and resilience through longer-term programming and evidence-based messaging, nationally and globally.

· Outcome 2: Foundations are set to better leverage the IFRC enabling role to support Red Cross Red Crescent development in communication and advocacy. A solid basis has also been established to better harness the power of technologies to partner with the beneficiaries and to further engage youth and volunteers in bringing about creative solutions and change. The Global Communication Forum also laid the foundations for productive collaborations and involved 40 National Society communicators in working on strategic communications and related to areas of development.  

· Outcome 3: The international branding initiative is being developed, nurtured by two additional research projects on brand perceptions (IFRC, ICRC, British Red Cross) and on brand assets and values (American Red Cross). Meanwhile, the IFRC corporate identity is being strengthened through more coherent and consistent visual identity in support of shared vision and priorities.

· Outcomes 4: More efficient tools and processes have been created to better evaluate IFRC outreach (including social media and web communication). These need to be further expanded – in collaboration with National Societies – to improve communication business delivery and to foster greater accountability to donors, decision makers and beneficiaries.

Looking ahead

· These outcomes have been incorporated in a strategic communication long term planning framework in 2011-2015 with key targets and prioritized areas of focus.

	How we work


	All IFRC assistance seeks to adhere to the Code of Conduct for the International Red Cross and Red Crescent Movement and Non-Governmental Organizations (NGO

 HYPERLINK "http://www.ifrc.org/publicat/code.asp"



 HYPERLINK "http://www.ifrc.org/publicat/code.asp"
s) in Disaster Relief and is committed to the Humanitarian Charter and Minimum Standards in Disaster Response (Sphere) in delivering assistance to the most vulnerable.

	The IFRC’s vision is to:

Inspire, encourage, facilitate and promote at all times all forms of humanitarian activities by National Societies, with a view to preventing and alleviating human suffering, and thereby contributing to the maintenance and promotion of human dignity and peace in the world.  
	The IFRC’s work is guided by Strategy 2020 which puts forward three strategic aims:

1. Save lives, protect livelihoods, and strengthen recovery from disaster and crises.

2. Enable healthy and safe living.

3. Promote social inclusion and a culture of non-violence and peace. 



	Contact information 

	For further information specifically related to this report, please contact: 

· IFRC secretariat: Pierre Kremer,  Head of communication; pierre.kremer@ifrc.org ; +4122 730 4914 
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Beneficiary communication programme in Haiti resulted in 2.7 million SMS messages, weekly radio programmes and recorded ads airing on 20 radio stations across the country in Haiti. IFRC
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