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1. Summary

This communication plan aims to provide a framework for communications for the African Working Group (AWG) of the European Union Water Initiative (EUWI), with the following specific objectives:

· To inform stakeholders about EUWI-AWG aims, objectives, achievements and benefits

· To influence existing attitudes and perceptions of relevant stakeholders regarding the EUWI-AWG

· To build commitment among relevant stakeholders to support the EUWI-AWG and to participate actively in AWG meetings and activities

The primary stakeholders (audiences)
 are:

1. EUWI Working Group members: a) Africa Working Group members and b) other Working Group members
2. African policy and decision makers: water ministers, directors and advisors, government workers in the water sector
3. Policy and decision makers of the EU Member States: a) Water directors and their advisors; b) Representatives of ministries of foreign affairs and aid agencies and c) other ministers, such as PM, Finance, Planning
4. Parliamentarians and MPs in Europe and Africa

5. Scientific community (applied research) 

The overall desired perceptions are that target audiences be aware of:

· the importance of improved and sustainable WASH and IWRM for social and economic development in Africa; 

· the existence, purposes and added value of the EU-Africa partnership and EUWI-AWG to address these issues and assist African countries.

In alignment with these perceptions we can distinguish two types of messages: 

1. The more ‘promotional’ (general) messages that explain, amongst others, EUWI-AWG aims, activities and results. 

2. The content-focused or advocacy messages that, for instance, concern the importance of sanitation. These messages result from the thematic discussions under the work plan and may vary from year to year. 

We suggest that the AWG develops a basic set of communication products that may be expanded as the need arises:

2008

1. Leaflet, describing WASH and IWRM challenges, EUWI-AWG aims and activities to address these challenges.

2. Frequently Asked Questions (FAQ), including questions and answers on what the EUWI-AWG can do for different audiences
3. Quarterly e-mailings to AWG and other working group members, describing current and upcoming activities of the AWG. (recurring)

4. Bi-annual AWG newsletters (recurring)

2009

1. Powerpoint presentation (audio-visual), which can be used when presenting the EUWI-AWG in meetings and can be adapted to suit the needs of the users.

2. CD-ROM containing all important EUWI-AWG communication products.

3. Quarterly e-mailings to AWG and other working group members, describing current and upcoming activities of the AWG. (recurring)

4. Bi-annual AWG newsletters (recurring)

5. Policy brief for key African decision makers (if the need arises)

Cost implications

We estimate that the development of the above mentioned communication products will require a total of approximately 33.000 euros per year, consisting of 12.000 – 15.000 euros for products and 18.000 euros for (an) external communication consultant(s). In addition we expect that the AWG Support Group and members will have to spend around 30-35 days a year.

Recommendations

Please refer to Section 12 of this plan for the complete list of general recommendations, recommendations specifically related to the communication products, and operational recommendations. Below is a brief summary:
· Ensure proper attention and resources, communication activities should be an integral part of the (multi-)annual work plans and budgets (role of the Chair and Co-Chair). Evaluate annually the need for updates or additional products. When possible, alignment with the overall EUWI communication strategy (under development) is important (role of the AWG Support Group).

· Focus mainly on the primary target audiences, leaving especially the general public and the media for the overall EUWI communications strategy to deal with. 
· Opt for relatively easy-to-develop communication products that could be used for multiple target audiences. Start as soon as possible with the development of some basic materials in both English and French, on paper and in electronic format (PDF). 
· Make the AWG Support Group responsible for the overall coordination of the development of the communication products. Make use of a writer/editor/communications consultant to develop the materials.

· Develop a clear plan of action (work plan) for each separate communication product, including deadlines and people involved, and communicate this to all AWG members so that they know when they are required to provide inputs.
· Encourage the EUWI to take urgent action with a view to improving the accessibility and user-friendliness of the EUWI web-site.
· Arrange a dialogue between AWG and AMCOW to explore ways in which the AWG can support AMCOW communication work.

2. Background
The EU Water Initiative (EUWI) was launched at the 2002 Johannesburg World Summit for Sustainable Development (WSSD) in response to the recognition that parts of the world were not on track to achieve the MDG target for water and most developing countries were off track to achieve the sanitation target. 
The EUWI is a political rather than a financial initiative that aims to improve coordination in the sector to deliver more effective development assistance in the water sector. The EUWI has five objectives:

· Reinforce political commitment to action

· Make water governance effective

· Improved water management through multi-stakeholder dialogue and coordination

· Support regional co-operation

· Identify additional financial resources and mechanisms 
The EUWI is a concerted effort of the European Commission, the EU Member States, partner countries and other stakeholders including civil society, the private sector and local government organizations to work together to contribute to achieving the water-related MDGs and targets agreed at WSSD. The value of the EUWI is that it is attempting to facilitate coordinated assistance to partner countries in order to develop and implement policies, strategies and priorities for the water sector and for delivery of services to the poor.

Following the Johannesburg Summit, the EUWI established two working groups on water and sanitation in Africa (WS&S and IWRM) to implement the EU-Africa Strategic Partnership on Water Affairs and Sanitation. In 2006 these working groups were merged into the Africa Working Group (AWG). This group, consisting of representatives from the African Ministers’ Council on Water – Technical Advisory Committee (AMCOW-TAC), EU Member States (EU MS), European Committee (EU COM), civil society and private sector, focuses together to work out the objectives and targets of the Africa-EU Strategic Partnership. 
3. Why a communications plan for the AWG?

The report of the review of the EUWI (7 March 2007) mentions that “Ways of communicating the objectives of the EUWI and the impact that it is having will be an important part of the process. No communications strategy currently exists and it is considered a priority that one is finalized and implemented without further delay”. A ToR has been developed for an overall communication strategy for the EUWI and the EU Energy Initiative. The AWG, however, feels the urgent need to improve its own communications with its stakeholders and wishes to take immediate steps. The AWG communications plan will, as much as possible, link to the overall EUWI-EUEI communications plan.
The AWG work plan for 2008 mentions the development and implementation of a communications plan as one of its activities. The reasons for developing such a plan are:

· Lack of awareness by stakeholders of EUWI-AWG aims, activities and accomplishments.
· Discrepancy between perceptions of stakeholders on what EUWI-AWG can offer. 

· Limited participation of stakeholders in AWG activities and meetings.
4. Approach to this plan

In March 2008 the AWG Support Group requested IRC to produce a communication plan for the AWG, in line with and in consultation with the EUWI communication work. The following steps were taken:

· Based on discussions with the AWG Support Group, the consultants produced a first outline in powerpoint that was presented at the AWG meeting in Tunis in March 2008. They incorporated the feedback from that meeting.

· IRC held interviews with selected stakeholders (for names, refer to Annex 2)

· Based on the interviews, IRC developed a first draft of the matrix (Annex 1), segmenting audiences, perceptions, messages, communication products and channels.
· This matrix was sent to selected stakeholders for feedback that was as much as possible incorporated. 
· A first draft of the plan will be shared with the Troika members in the beginning of August. The plan will be adjusted based on their feedback and presented at the Stockholm Water Week in August 2008 for further feedback. The final version of the plan will be ready early September 2008. 
Throughout this process IRC conducted discussions with the AWG Support Group and kept in touch with the consultant writing the overall EUWI communication plan. Both the matrix and the draft plan were shared with her. For writing this plan, IRC made use of the EUWI documents given by the AWG Support Group (see reference list) and the EUWI website.
5. Current communication situation

The current AWG communication situation as well as the overall EUWI communication strategy work that is being undertaken by a consultant form the basis for future work. 

Since 2003 limited (ad hoc) communication methods have been used:

· AWG meetings were held on average three times a year and were the main channel for communication. These meetings were used to inform members, discuss specific subjects and decide on actions and recommendations by the AWG. Around these AWG meetings, information was shared using primarily the EUWI/AWG web-site and email communications. 
· Workshops and other special meetings, related to agreed AWG activities have been another means of communication. Workshops often related to specific thematic subjects (like financing or sanitation) while special meetings often occurred during international conferences (Africasan, CSD etc)
· The EUWI web site was launched in 2004 with a secure area called the EUWI Communication and Information System (CIS-net) for members of the AWG. The number of visitors to the public portal increased from 3,800 in December 2004 to 5,200 in December 2005 and 11,200 in December 2006. The number of internal visitors increased from September 2005 and averaged 277 per month until the contract of the Austrian technical support expired after August 2006 and then fell to 97 per month, as the site deteriorated.

· Since 2007 two issues of the African Working Group Newsletter were produced, reaching 145 subscribers. Through this newsletter to the Troika informed the members on the progress of activities in between the AWG meetings.
· The various meetings and three-week e-conference on the AWG first priority topic “sanitation” (and financing) in 2007 can be considered a success. The e-conference drew more than 100 registered participants (including two thirds from Africa), more than 49 contributions from 33 different contributors, and had a good level of exchange and circulation of new ideas. It also fed into the joint Africa /EU political statement on sanitation. This work on sanitation was part of the policy dialogue component of the AWG workplan 2007. 
Helping factors for AWG communication include: 

· Availability of examples that help explain the aims and achievements of the EUWI-AWG, such as European Aid mapping in the WSS and IWRM sectors in Africa; the 3-week e-conference on sanitation; Ethiopia as a success story; etc. More successes from AWG outputs as identified during the stakeholder interviews can be found in Annex 3.

· Availability of financial resources to develop communication materials.
· Presence of a group of dedicated AWG members who are willing to take communication forward.
The March 2007 review of EUWI identified a number of factors that hinder effective communication for the work of the African Working Group. They are included in Annex 3. The most important hindering factors for the AWG are the lack of an overall EUWI communications strategy, the lack of frequent and detailed progress reporting and monitoring, and the disappointment of African partners when it became obvious that the EUWI was no ready source of money.   
The full overview of the communication situation, with helping and hindering factors can be found in Annex 3.
6. Objectives of the communication plan

This communication plan aims to provide a framework for communications for the AWG of the EUWI, with the following specific objectives:
· To inform stakeholders about EUWI-AWG aims, objectives, achievements and benefits
· To influence existing attitudes and perceptions of relevant stakeholders regarding the EUWI-AWG

· To build commitment among relevant stakeholders to support the EUWI-AWG and to participate actively in AWG meetings and activities
This plan aims to identify straightforward and quick-win ways to improve communications with the AWG stakeholders. 
7. Audiences, perceptions and messages
With the overall communication objectives in mind we developed a matrix segmenting priority audiences, current and desired perceptions, attitudes and behaviours, possible (implicit and explicit) messages; and communication products and channels (Annex 1).
This Section concerns the audiences, perceptions and messages; the next Section will explore different options regarding communication products and channels.  

Target audiences
The primary target audiences have been defined as:

1. EUWI Working Group members

a.  Africa Working Group members

b. Other Working Group members


2. African policy and decision makers: water ministers, directors and advisors, government workers in the water sector


3. Policy and decision makers of the EU Member States

a. Water directors and their advisors
b. Representatives of ministries of foreign affairs and aid agencies
c. Other ministers, such as PM, Finance, Planning

4. Parliamentarians and MPs in Europe and Africa

5. Scientific community (applied research) 


6. EU aid field missions in Africa

The secondary target audiences have been defined as:


7. Other stakeholders involved in water and sanitation in Africa

a. NGOs

b. Private Sector

8. Media 
9. General public

Current and desired perceptions

The current perceptions of the EUWI-AWG among and between these stakeholder groups differ. The perceptions can be categorized as follows
:

· Unawareness: stakeholders are not aware of the EUWI-AWG and what it does to address the WSS problems in Africa. 
· Skepticism: stakeholders doubt the relevance of the EUWI-AWG and its work in addressing the WSS problems in Africa.
· 'Talk shop': stakeholders feel that the EUWI-AWG has not taken enough action to address the problems.
· Disappointment that the EUWI-AWG does not bring more ODA for the WSS sector.
The desired perceptions are that target audiences be aware of:

· the importance of improved and sustainable WASH and IWRM for social and economic development in Africa; 
· the existence, purposes and added value of the EU-Africa partnership and EUWI-AWG to address these issues and assist African countries.
Core messages

All messages should make the target audiences aware of: 

1. the importance of improved and sustainable WASH and IWRM for  social and economic development in Africa; 
2. the existence, purposes and added value of the EU-Africa partnership EUWI-AWG to address these issues and assist African countries.
In alignment with these we can distinguish two types of messages: 
3. The more ‘promotional’ (general) messages that explain, amongst others, EUWI-AWG aims, activities and results. 

4. The content-focused or advocacy messages that concern the importance of sanitation and IWRM. These messages result from the thematic discussions under the work plan and may vary from year to year. 
The (implicit) promotional messages about EUWI-AWG vary per target audience (refer to the matrix in Annex 1) but the main messages are:
· AWG has added value for its stakeholders, is active and delivers concrete products.

· The EUWI is a political initiative, not a financing one and the AWG is not a financing organization.
· The AWG through Country Dialogues and high-level policy dialogue, can assist in the development and implementation of policies, strategies and prioritization for the water and sanitation sector.

· Commitment is needed for providing harmonized support for the delivery of WATSAN services in Africa to reach the MDGs. The EUWI-AWG can help EU donor harmonization in the WSS sector in Africa.

· EUWI and AWG support others to contribute to the achievement of the MDGs on sanitation.

· Once a good national planning process is underway and more donor coordination occurs, EU donors may be inclined to provide more funds for the water sector in the country.

· To be able to add more value to the sector (i.e. enabling others to contribute to the MDGs on sanitation) the AWG needs support (backing and funding).
· The AWG is a useful one stop shop for targeted advocacy to engage with recipient and donor governments.
· The EUWI-AWG work is supporting AMCOW.

AWG’s workplan for 2007-2008 identified sanitation (including financing) the priority area for 2008 in which the AWG can make a difference. The sanitation advocacy messages that emerged from the 2008 Africa-EU statement include messages such as:

· Sanitation not only benefits poverty reduction and economic development, but also saves lives and contributes to the dignity of women.

· Africa is lagging behind in reaching the sanitation MDG; we need to (and are able to) find ways to increase the efforts for reaching the sanitation MDG.

· More needs to be done to achieve the sanitation MDG in Africa.

· More needs to be done on aid harmonization and alignment.

· The monitoring reporting on sanitation programmes by international donors needs to be expanded and improved. 

· The European donor community is increasing its aid volumes for Africa; a response is needed by AU and AMCOW to define priorities and programmes for Africa.

An overview of audience segmentation, desired target behaviours, messages and tools in a matrix is provided in Annex 1. 

These are just a few examples of messages. It is important that they are reformulated into easy-to-understand texts with clear examples and attractive photographs.

8. Communication products and channels
This section briefly summarises the current and the desired communication situation and proposes communication products that will help reach the desired situation. It also gives a global estimate of the required resources. 
The desired and current situation

The current situation:

· Lack of awareness by stakeholders of EUWI-AWG aims, activities and accomplishments; skepticism about the relevance of the EUWI-AWG; disappointment that the EUWI-AWG does not bring more ODA for the WSS sector; the perception that EUWI-AWG is just a ‘talk shop’.

· Discrepancy between perceptions of stakeholders on what EUWI-AWG can offer them.

· Limited participation of stakeholders in AWG activities and meetings.
· Limited and ad hoc use of communication methods.
The desired situation:

· Stakeholders are aware of the importance of improved and sustainable WASH and IWRM for social and economic development in Africa; 
· Stakeholders are aware of the existence, purposes and added value of the EU-Africa partnership EUWI (i.e. the AWG) and how it addresses these issues and assists African countries.

· Stakeholders are aware of what the AWG can do to support them and they are aware that the EUWI-AWG is not a financing institution.
· Alignment with the overall EUWI communication strategy.

In order to get to the desired situation, the AWG needs to improve its communication and information and maintain regular contact with its primary stakeholders by making use of different communication products and channels.

Selection of communication products
As mentioned before, this plan aims to identify straightforward ways how the AWG could improve communication with its stakeholders. (For a more in-depth strategy, we refer to the work of the consultant who is designing the overall communication strategy for the EUWI). There are many communication tools and products that we can choose from, ranging from complicated multi-media presentations to posters and press releases. Our advice, however, is to start small and be practical. 
We suggest to start in 2008 with the development of the following communication products
: 

· Leaflet, describing WASH and IWRM challenges, EUWI-AWG aims and activities to address these challenges.
· Frequently Asked Questions (FAQ), including questions and answers on what the EUWI-AWG can do for different audiences.
 
· Quarterly e-mailings to AWG and other working group members, describing current and upcoming activities of the AWG (recurring)

· Bi-annual AWG newsletters (recurring)

Once the leaflet and the FAQ have been developed and used the AWG should assess the need for a one-page policy brief for key African decision makers. 
Once the above communication products have been finalized, in 2009 the following products can be developed:

· Powerpoint presentation (audio-visual), which can be used when presenting the EUWI-AWG in meetings and can be adapted to suit the needs of the users.

· CD-ROM containing all important EUWI-AWG communication products.

· Quarterly e-mailings to AWG and other working group members, describing current and upcoming activities of the AWG (recurring)

· Bi-annual AWG newsletters (recurring)

· Policy brief for key African decision makers if deemed necessary.

(For a more detailed description per product including target audiences, aim, content, format and responsible, refer to Annex 4; for a work plan including timeframe, refer to the next Section)
Section 12, Recommendations, contains, among others, recommendations to be taken into account when developing these products.

Selection of communication channels 

We suggest using both electronic and non-electronic channels for the dissemination of the communication products. We also suggest focusing on the channels that are easiest to use and give the best access to the most important target audiences. The following channels were identified:
· Face-to-face meetings, events, workshops: during the Stockholm Water Week and other events leaflets and FAQ sheets can be disseminated; the powerpoint presentation can also be used here. (Annex 6 contains a list with events that could be used to disseminate EUWI-AWG information products).
· Mail: we can use regular mail to send the leaflet, FAQ sheet and the bi-annual newsletters to African policy and decision makers for example. The CD-ROM can also be disseminated by mail to key contacts.

· E-mail: e-mail list of the AWG working group members and that of the other working group members can be used to disseminate the quarterly e-mailings (plain text); PDF files of the leaflet, FAQ sheet, and bi-annual news letters.
· EUWI website: the communication products should be included on the AWG pages of the EUWI website. 

· Networks and Yahoo or Google groups: information about the EUWI-AWG communication products can, for instance, be communicated through the EUWI-NGO Yahoo group. Also, the African ANEW network can be used to disseminate the EUWI-AWG communication products. 
Estimate of required resources
We estimate that the development of the above mentioned communication products will require a total of approximately 28.000 - 30.000 euros per year, consisting of 10.000 – 12.000 euros for printing and lay-out of products and 18.000 euros for (an) external communication consultant(s). In addition we expect that the AWG Support Group and members will have to spend around 30-35 days a year. These are ballpark figures. For each separate communication product a more detailed budget will have to be made.
	
	Out-of-pocket costs in euros
	Days AWG Support Group and members

	2008
	10.000 (lay-out and printing)
18.000 (consultant fees)
	30

	2009
	12.000 (lay-out and printing)
18.000 (consultant fees)


	35


For a more detailed estimate of required resources per communication product, refer to Annex 5)
The out-of-pocket costs involve costs for writing, editing, formatting and printing materials, and consultant fees; days concern days spent by the AWG Support Group (and AWG members) on coordination, gathering information, collecting feedback, sending out communication products etc. 
Once the basic communication products are developed in 2008 and 2009, they need to be updated periodically, preferably every year.
9. Work plan for communications activities (2008 – 2009)
	Planned activities
	Activities
	Action by
	Timeframe
	Estimated resources

	1. Leaflet
	Developing outline 

Gathering information and photographs

Developing 1st  and 2nd  etc. drafts

Formatting, printing and PDF

Final leaflet

Distributing leaflets
	AWG Support Group to coordinate
	First draft of outline: August 2008 for feedback during Stockholm Water Week

Final leaflet: January 2009
	2008:

2500 euros + consultant fee + 4 AWG days

2009: 

2500 euros + consultant fee + 2 AWG days

	
	
	
	
	

	2. Quarterly e-mailings
	Gathering information

Writing the text

Sending e-mail out
	AWG Support Group to coordinate
	November 2008 and January, April, August, November 2009
	2008 
500 euros, 8 days

2009:

500 euros, 8 days



	
	
	
	
	

	3. FAQ
	Developing questions (= outline)

Gathering information and photographs

Developing 1st  and 2nd  etc. drafts

Formatting, printing and PDF

Final FAQ

Distributing FAQ
	AWG Support Group to coordinate
	First draft of questions: August 2008 for feedback during Stockholm Water Week

Final FAQ: January 2009

Comment: include more detailed information on AWG website 


	2008:

2500 euros + consultant fee + 4 AWG days

2009: 

2500 euros + consultant fee + 2 AWG days

	
	
	
	
	

	4. Bi-annual newsletters
	Gathering information

Developing outline

Developing first draft

Formatting, printing and PDF

Final newsletter

Distributing final newsletter
	AWG Support Group to coordinate
	Final newsletters:  October 2008 and April & October 2009
	2008
3000 euros + consultant fee + 4 days AWG
2009

3000 euros + consultant fee + 4 days AWG


	
	
	
	
	

	5. (Audio-visual) powerpoint presentation
	Developing ‘outline’ 

Gathering information and photographs, quotes etc. (from leaflets, FAQ, newsletters etc)

Making the powerpoint presentation


	AWG Support Group to coordinate
	Final ppt presentation: March 2009
	2009
2000 euros + consultant fee+ 5 days AWG

	
	
	
	
	

	6. CD-ROM
	Identify all items to be included on the CD-ROM

Developing (designing) front page of CD, label and jacket

Making a master CD and checking

Duplication and printing

Distribution


	AWG Support Group to coordinate
	Final CD-ROM: August 2009 (launch at the Stockholm Water Week)
	2009
3000 euros + consultant fee + 5 days AWG

	
	
	
	
	

	7. AWG webpages
	Identify what should be available on the website and for whom

Update webpages periodically (once a month) with new items
	AWG Support Group to coordinate
	Ongoing
	2008: 10 days AWG
2009: 10 days AWG


	
	
	
	
	

	8. Policy brief
	Based on needs
	
	
	2009


Please note that the estimated costs do not include translation into French yet. 

10. Roles and responsibilities
In terms of roles and responsibilities, we suggest the following: 

· Chair / Co-chair: the Chair / Co-Chair has overall responsibility for AWG communication, and has a leadership and motivational role. He/she should ensure that the communications plan forms part of the (multi-)annual work plans so that the necessary resources are earmarked. Final approval of the communication products rest with the Chair / Co-Chair or the Troika (?)
· AWG Support Group: We suggest that the AWG Support Group will be made responsible for the implementation of the communication plan, i.e. for the overall coordination of the development and distribution of the communication products. For specific communication products and activities the Support Group can contract (a) communication consultant(s). The AWG Support Group should also ensure coordination and coherence with the overall EUWI communication activities.
· AWG members: the AWG members are needed for input in and feedback on the drafts of different communication products. They are also needed for further dissemination of communication products during meetings for example. They could also assist in monitoring (see next Section).
11. Targets, indicators and monitoring
Monitoring and evaluation involves the documentation and analysis of various levels. First there are the inputs you have made (time, resources, staff). Second, there are the outputs of the activities which you have under taken (newsletters disseminated, workshops held, visits made, etc). Third are the outcomes, the results of your outputs (press coverage of the issue; debates in parliament on the topic, changes in policy or practice etc). Finally, and most difficult to evaluate, is the ultimate impact of your work (for example, the effect of the policy change on the lives of poor communities). 

Monitoring steps include: 

· monitor volume of materials production; 

· monitor distribution in media and through personal communication; 

· monitor the work plan; 

· monitor and strengthen relationships with other agencies; 

· make necessary revisions. 

Assessment steps include: 

· measure and track audience awareness, comprehension, recall and practice using affordable research techniques to obtain rapid feedback;
· analyse results in terms of specific objectives; 

· make necessary revisions in project design. 

Monitoring and assessment should be seen as essential ingredients for improving effectiveness, not as tests of staff performance. 

Behavioural outcomes for political will
One could imagine a number of specific, ultimate behavioural outcomes that one could track, which would indicate increasing, static or decreasing political will for instance for sanitation within a country. To name a few: 

· appointment of high-calibre sanitation programme leadership; 

· relative salaries of sanitation programme staff compared to other staff; 

· size and administrative positioning of sanitation within the MOH/Min of Water; 

· specific changes in sanitation policy, legislation or regulations; 

· implementation of sanitation policies, legislation or regulations; 

· changes in levels of sanitation funding; 

· actual allocation of sanitation funding. 

Changes in attitudes

In attempting to achieve these outcomes, one could measure intermediary attitudinal indicators, which could suggest whether or not one's advocacy strategies are on target for achieving the desired behavioural outcomes. This would involve pre- and post- tests (using opinion polls, focus groups, etc.) among decision makers regarding changes in their awareness, knowledge, attitudes and values toward sanitation. 

Level of advocacy/communication work

In influencing positive changes in awareness, knowledge, attitudes, values - and ultimately influencing the political behaviour of decision-makers toward WSS - one could monitor the level of advocacy activities. Successful advocacy strategies are often a prerequisite for positive behavioural outcomes by decision makers. Some basic measurements of advocacy activities include: 

· amount and quality of media coverage; 

· frequency and scope of advocacy activities by partners and coalitions; 

· amount of discussion in legislatures and political for a number of useful and highly visible political statements by celebrities and decision makers. 

Capacity indicators

Effective advocacy and communication is usually predicated by the capacity of organisations or networks to conduct effective advocacy activities. Since this is the foundation of the entire process of creating political will, these are the most basic and rudimentary indicators that can be measured in monitoring the process toward achieving greater political will for water and sanitation services. Some examples include: 

· number of advocacy/communication staff; 

· experience of advocacy/communication staff; 

· existence of a strategic plan for advocacy/communication; 

· size of advocacy/communication budget; 

· size, diversity and influence of advocacy/communication coalition; 

· frequency of communication with political leaders. 

Specific suggestions for AWG communication work
Systematic and useful (i.e. using the obtained information to adapt the communication products to the needs of the audiences in order to achieve certain objectives) monitoring requires resources. The AWG will have to determine what it really wants and what is realistic and feasible in terms of monitoring. We suggest starting small and advance to a more sophisticated monitoring system if and when the need arises. Suggestions for monitoring AWG communication work include:

· Ask selected readers of AWG newsletters who visit AWG meetings what AWG information and messages they remember and have been able to use in their work.

· Do the same with a control group of selected AMCOW members at AMCOW meetings: what AWG information and communication do they remember and have been useful for them.

· Compare, analyze and learn lessons from the two results. 

· Organize after one year in one African country a focus group discussion with selected stakeholders to find out what AWG information and communication activities have been doing for them and what improvements they suggest. 
· Monitor the implementation of the work plan, including resources spent.
· Monitor volume of information products developed and their distribution. 
12. Recommendations

This section gives general recommendations, recommendations specific for the communication products and operational recommendations. 
General recommendations

1. The Chair should ensure that in every annual AWG work plan communications activities are planned and resourced.

2. The AWG should agree on a communications plan as part of the multi-annual work plan to ensure proper attention and resources. This plan should specify the different activities, products and target audiences.
3. AWG Support Group should ensure implementation of the plan and alignment with the overall EUWI communication plan (currently under development); this will provide important coherence and synergies.
4. The EUWI will need to take urgent action in view of improving the accessibility and user-friendliness of the EUWI web-site.
5. A dialogue should take place between the AWG and AMCOW to explore how the AWG can support AMCOW with regard to communication.

Recommendations related to the communication products

· Opt for relatively easy-to-develop communication products that could be used for multiple target audiences (or that can be easily adapted). Start as soon as possible with the development of some basic materials, such as a FAQ sheet and a general leaflet, then adapt them or create additional products for special events. 
· Focus mainly on the primary target audiences, leaving especially the general public and the media for the overall EUWI communications strategy to deal with.

· Make proper use of meetings where EUWI-AWG members gather (such as the Water Week in Stockholm) to obtain inputs and to create awareness about the communication products in progress, so that working group members will start to use and distribute them when they are available.

· If possible, make use of EUWI materials and other materials that are already available.

· Make the basic materials available in both English and French, in easy-to-understand language with photographs and a professional-looking lay-out. Keep the text short and to the point and where relevant, use the AWG web pages to give additional information. Where possible, produce materials both in paper and electronic (PDF) form for easy distribution.
· For now, use a similar style for the different products so that they are recognizable as coming from the EUWI-AWG. In the longer-term tackle the issue of the AWG identity, logo, and house style in consultation with the consultant who is developing the overall EUWI communication strategy.
· Review materials every year to check whether updates are necessary. Assess at the end of 2009 the need for new types of communication products and reassess the required resources.
· EUWI website and CIS-net: will be addressed in the overall EUWI communication strategy (which is under development). The website needs to be easily accessible and user-friendly and it needs to be maintained and updated regularly with all the important information. It should enable some kind of ‘alert system’ so that interested people are automatically notified when new information is posted (for example, it should enable RSS feeds). For other recommendations on the EUWI web site and CIS-net, we refer to the Review of the European Water Initiative (EUWI), Volume II: Annexes, Final, 7 March 2007.
In operational terms we like to make the following recommendations:

· Define clear lines of responsibility for the overall coordination of the development of the communication products and for the production of separate communication products.
· Develop a clear plan of action (work plan) for each separate communication product, including deadlines and people involved, and communicate this to all AWG members so that they know up front when they are required to provide inputs.
· Make use of a writer/editor/communications consultant to develop the materials so that they are available quicker and are of good quality.
· Make proper use of meetings and events for feedback, monitoring, brainstorm and launch purposes.

· Keep systematic (where possible in standardized format) and regular track of activities, meetings and progress in clear, attractive language, so that this can be communicated easily to stakeholders.  
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Annex 1. Matrix audience segmentation, desired target behaviours, messages and tools
	Primary Target Audiences
	Current perceptions / attitudes / behaviours
	Desired perceptions / attitudes / behaviours


	Messages 

(implicit or explicit)
	Communication tools (products)

(in English and French)
	(Distribution) Channels

	1.  EUWI working group members 

· AWG members (100 persons)

· Other working group members (200 persons)


	ii) skepticism

iii) ‘talk shop’


	Attract their attention and participation in AWG activities:

· Working group members are aware of past, current and near-future activities and outputs of the AWG.

· AWG members participate more actively in AWG activities

Aware of: i) issues relating to WSS in Africa, ii) the existence and purposes of the EUWI to address these issues


	AWG has added value, is active and delivers concrete products.

CONTENT MESSAGES

For example:

Sanitation not only benefits poverty reduction and economic development, but also saves lives and contributes to dignity of women. 

Do more on sanitation to achieve the sanitation MDG target in Africa. 
	Quarterly internal e-mailings for AWG members:

· AWG activities and results

· Current and upcoming activities
· Inviting members to participate, specifying the benefits for them
Website, section AWG

Leaflet AWG

AWG Newsletter

CD-ROM (including ppt presentation, leaftlets, etc)


	· e-mail lists EUWI working groups

· Meetings of the EUWI working groups

· Website EUWI, AWG section



	2. African policy and decision makers: water ministers, directors and advisors, government workers in the water sector


	i) unaware,

ii) skepticism, 

iii) 'talk shop', 

iv) disappointment that it does not bring more ODA for the WSS sector


	Attract their attention and backing:

· They are aware of i) issues relating to WSS in Africa, ii) the existence and purposes of the EUWI to address these issues and, iii) the ‘achievements’ of the AWG

· Expectations are in line with what the AWG (and EUWI) can offer
	EUWI is a political initiative not a financing initiative and the AWG is not a financing organisation, but…

the AWG, through Country and high level policy Dialogues, can assist you in the development and implementation of policies, strategies and priorities for the water and sanitation sector (to contribute to the achievement of the MDGs on sanitation)  with which donors could align and support.

CONTENT MESSAGES

For example:

Sanitation not only benefits poverty reduction and economic development, but also saves lives and contributes to dignity of women. 

Do more on sanitation to achieve the sanitation MDG target in Africa. 

Content messages on: Drought, desertification (CSD-16 discpaper)


	Leaflet

Frequently Asked Questions (FAQ)
Powerpoint presentation
Policy Brief?
	Key meetings and events 

Mailing (by post and/or by e-mail) to selected people?

Face-to-face / indigenous communication channels

	3. Policy and decision makers of the EU member states: 

· water directors and their advisors

· representatives of ministries of foreign affairs and aid agencies

· other ministers, such as PM, Finance, Planning 


	i) unaware,

ii) skepticism 

iii) 'talk shop' 


	Attract their attention and backing:

· They are aware of i) issues relating to WSS in Africa, ii) the existence, purposes and achievements of the EUWI to address these issues 

· They see the (potential) benefits of backing the AWG

· They back the AWG by…(doing/saying what)?


	AWG has added value, is active and delivers concrete products. 

The AWG can help EU donor harmonisation in the water and sanitation sector in Africa.

Your commitment is needed for providing harmonised support for the delivery of watsan services in Africa (to reach the MDGs)

CONTENT MESSAGES
For example:

Sanitation not only benefits poverty reduction and economic development, but also saves lives and contributes to dignity of women. 

Do more on sanitation to achieve the sanitation MDG target in Africa. 


	Leaflet AWG

AWG Power Point presentation

Audio visual, attractive, brief and to the point.

Frequently Asked Questions (FAQ)
	Key meetings and events

CSD

Stockholm Water Week

By e-mail (PDF version)

EUWI web site

	4. Parliamentarians and MPs in Europe and Africa

	i) unaware,

ii) skepticism, 

iii) 'talk shop', 


	Attract their attention and funding:

· Aware of: i) issues relating to WSS in Africa, ii) the existence and purposes of the EUWI to address these issues

· They support the AWG (financially).


	AWG supports others to contribute to the achievement of the MDG on Sanitation.

To be able to add more value to the sector (i.e. helping others to contribute to the MDG on sanitation), the AWG needs additional funding.
CONTENT MESSAGES

For example:

Sanitation not only benefits poverty reduction and economic development, but also saves lives and contributes to dignity of women. 

Do more on sanitation to achieve the sanitation MDG target in Africa.

	Leaflet

Frequently Asked Questions (FAQ)


	Key meetings and events



	5. EU aid field missions in Africa,  including those of the EU MS and the EC 


	ii) skepticism 

iii) 'talk shop' 


	Aware of: i) issues relating to WSS in Africa, ii) the existence and purposes of the EUWI-AWG to address these issues


	Example: Support by the Italian aid field mission back by the DfID field mission made the difference in Ethiopia.


	Leaflet

FAQ


	

	6. Scientific community
	i) unaware,

ii) skepticism

iii) ‘talk shop’
	Aware of: i) key research issues relating to WSS in Africa and gaps


	AWG can help to get issues on the EU agenda.

CONTENT MESSAGES

For example:

Water and sanitation are important for sustainable development
	
	


	Secundary Target Audiences
	Current perceptions / attitudes / behaviours
	Desired perceptions / attitudes / behaviours
	Messages

(implicit or explicit)
	Communication tools (products)

(in English and French)
	Channels

	Other stakeholders involved in water and sanitation in Africa

· NGOs

· Private sector


	i) unaware,

ii) skepticism, 

iii) 'talk shop', 

iv) disappointment that it does not bring more ODA for the WSS sector


	Aware of: i) issues relating to WSS in Africa, ii) the existence and purposes of the EUWI to address these issues


	AWG has added value, is active and delivers concrete products. 

The AWG is a useful one stop shop for targeted advocacy to engage with recipient and donor governments.

CONTENT MESSAGES

For example:

Sanitation not only benefits poverty reduction and economic development, but also saves lives and contributes to dignity of women

Do more on sanitation to achieve the sanitation MDG target in Africa.
	Leaflet

FAQ
	EU NGO network

ANEW network

	Media (in EU and Africa?)

	i) unaware


	Aware of: i) issues relating to WSS in Africa, ii) the existence and purposes of the EUWI to address these issues


	CONTENT MESSAGES

For example:

Sanitation not only benefits poverty reduction and economic development, but also saves lives and contributes to dignity of women

Do more on sanitation to achieve the sanitation MDG target in Africa. 


	Press releases

Leaflet
	Radio 

TV



	General public (in EU and Africa?)
	i) unaware


	Aware of: i) issues relating to WSS in Africa, ii) the existence and purposes of the EUWI to address these issues


	CONTENT MESSAGES

For example:

Sanitation not only benefits poverty reduction and economic development, but also saves lives and contributes to dignity of women

Do more on sanitation to achieve the sanitation MDG target in Africa. 


	Website
	Radio 

TV

Field workers


Annex 2. Interviewees and persons giving feedback 

	
	Organisation
	Function

	Mr Holmberg
	
	

	Mr Brian Baxendale 
	
	

	Mr Oliver Cumming
	
	

	Mr  Reginald Tekateka
	
	

	Mr Antony Robbins
	
	

	Mr Paul van Koppen
	
	

	Ms Coline van de Ven 
	
	

	
	
	


Annex 3. Current communication situation

Current AWG communication tools 

Current communication tools used by EUWI-AWG include:

· the African Working Group Newsletter

· Sharing information with EUWI site and CIS-net
· Electronic conferencing
· Workshops
The African Working Group Newsletter

· aims at regularly informing the145 registered AWG members (Dec. 2007), as well as AWG partners, on the Africa Component activities;

· is produced twice per year since 2007 in May/June and December;
· is prepared by Bruno Valfrey-Visser (valfrey@hydroconseil.com), on behalf of the French Ministry of Foreign and European Affairs;

· is inviting any information or opinion through AWG secretary Coline van der Ven at IRC. Until 22 May 2008 she had not received any news item.  

Sharing information with EUWI site and CIS-net

The EUWI has a dedicated web-site to share information with interested stakeholders (www.euwi.net).  On this site, a secure area called the EUWI Communication and Information System CIS-net is available for members of the AWG.  All documents related to the work of the AWG can be viewed and downloaded, including agenda and minutes of meetings of the Troika and of the AWG.  
An indicator of the interest in the EUWI is the number of visitors to the website. The number of visitors to the public portal increased from 3,800 in December 2004 to 5,200 in December 2005 and 11 200 in December 2006. The number of internal visitors increased from September 2005 and averaged 277 per month until the contract of the Austrian technical support expired after August 2006 and then fell to 97 per month, as the site deteriorated.

Issues for improvement 

Efforts should be made to update the CIS and provide it with all relevant material on the EUWI. For example, as a result of looking for material for this review it became apparent that within DG/Environment data on the MSFs in 2002 and 2003 had been removed from the electronic archives. This material has now been recovered and should be added to the website. Much material on the work of the research WG is not on the website either. Keeping the CIS current calls for a central leadership within the EUWI that has not been sufficiently in evidence.

Attention should be given to making use of the CIS in the implementation of the monitoring system as well as a communication strategy for the EUWI.

It is important that the CIS be a one stop shop for EUWI related information. Currently, the MED component has its own websites as does the research component and the Italian embassy in Addis Ababa for the Ethiopia country dialogue process. These should all be better linked to the EUWI website.

Electronic conferencing

A 3-week e-conference on sanitation took place in November 2007 and can be considered as a great success: more than 100 registered participants (including two thirds from Africa), more than 49 contributions from 33 different contributors, and an excellent level of exchange and circulation of new ideas.

Working group meetings
Before merging the African WSS working group had until 2006 held six Working Group meetings, the African IWRM working group seven. Since May 2007 three [Paul to check] were held of the merged AWG.  Since 2002 the EUWI has held 15 [Paul to check] Multi-stakeholder meetings, where AWG work may have featured as well.

Hindering factors for communication

The 2007 review of EUWI also identified a number of factors that hinder effective communication for the work of the African Working Group:
1. The EUWI Steering Group is meant to guide the initiative and ensure that Member States and the European Commission advise on the various activities that are required to make the EUWI effective. However the large number of members of the Steering Group tends to militate against timely decision making as does the lack of strong leadership of the Group. 

2. The EUWI lacks clear mechanisms to link its progress to political processes. Reporting of the EUWI including the activities it undertakes is not assessed at a high level and the lines of responsibility from the Steering Group to the Commission are weak. Progress on the EUWI needs to be more frequent and detailed.
3. Effective mechanisms for ensuring in-country implementation of the EUWI where it is intended to operate are also lacking. Progress of many of the activities of the Working Groups and in-country activities, such as the Country Dialogues of the African Working Group, relies almost exclusively on the willingness of individual Member States to volunteer to take up and fund these activities. When progress is slow there is limited pressure to make things happen. 

4. Accountability for the success or failure of the activities of the Working Groups is also weak. Monitoring of the EUWI is set to commence following the finalization of the proposal form the Monitoring Working Group. The Monitoring Working Group has been developing clear and measurable indicators for success of the various working groups and in-country programmes to increase the accountability of the EUWI.

5. Ways of communicating the objectives of the EUWI and the impact that it is having will be an important part of the process. No communications strategy currently exists and it is considered a priority that one is finalized and implemented without further delay.

6. Links between the EUWI and the various funding mechanisms for water including bilateral programmes of the EU Member States, the Infrastructure Partnership and the EU Water Facility3, could be strengthened while it might also prove useful to learn lessons from the implementation of the EU Energy Initiative and consider how certain aspects might assist with developing a more effective EUWI.

7. Expectations had been raised in the minds of partners, both African governments and NGOs, fuelled by the repeated but unfortunate reference to the EU providing €1,5 billion per year for the WSS sector, creating the impression that this initiative launched at the highest political level with much publicity at the WSSD would soon generate new funding for projects and programmes.6 Since MSF meetings continued to be held, driven by DG/Environment, with high frequency during 2002 and 2003, frustration eventually set in when it became obvious to all that the EUWI was no ready source of money and when the organisational issues continued to prove intractable.

8. More attention should have been given at an early time, during 2003, to communicate the objectives and working method of the EUWI to a wide audience, i.e. carrying out the communication strategy that was mentioned as one of the priorities in a paper from December 2002 resulting from a high level meeting between the Commission and the EU MS. This strategy should have drawn on Annex IV to the Water for Life ‘working document’ which is quite clear on what the EUWI could and could not do. Had this been done many of the confused discussions that occurred later could have been avoided.

9. The reason it was not done can probably be found in the excessive reliance on the Multi-stakeholder Forum to develop the EUWI. The multitude of meetings held of the MSF in 2002 and 2003 did not take matters forward. A variety of NGOs were given space to hold forth endlessly, and the requisite leadership was not exercised by the Commission. In the din of those meetings it seems that many of the priorities established in December 2002 were lost; what was certainly lost sight of was the need to communicate widely and clearly the intents and purposes of the EUWI.
Through stakeholder interviews and from reports we identified main successes and failures of the EUWI-AWG. The successes could be used as examples for the message that the AWG adds value, how it is active and how it delivers concrete products. 

Successes and failures

Successes / outputs / benefits
· Mapping European Aid in the WSS and IWRM sectors in Africa. It delivered to the needs of the EU and all the other stakeholders: better monitoring of the aid flow into WASH and IWRM in Africa. The clear incentives coming out drew in participation of all the AWG groups.
· The country dialogue (or national planning) process in Ethiopia is a success story, especially the recent making of the financing strategy. Support by the Italian aid field mission back by the DfID field mission made the difference in Ethiopia.

· 500 million Euro in 2004 for the ACP-EU Water Facility for development of water and sanitation in Sub-Saharan Africa has been a major achievement of the EUWI. 
· The Africa Working Group has piloted Country Dialogues in a number of countries where individual Member States have taken the lead to assist the governments and donors to coordinate their activities around an agreed plan and to develop MDG Roadmaps. The level of success of these efforts vary.The most successful of these dialogues are those developed in Ethiopia. In Egypt and Lesotho WSS financing strategies are now under way. 
· A 3-week e-conference on sanitation took place in November 2007 and can be considered as a great success: more than 100 registered participants (including two thirds from Africa), more than 49 contributions from 33 different contributors, and an excellent level of exchange and circulation of new ideas

· AWG mapping work resulted in alignment and coordination with OECD-DAC and UN-Water’s global report (GLAAS). Output 2008: proposal to OECD-DAC.

· AWG helped development and recognition of the African ANEW NGO network as the civil society representation in EUWI/AWG, which contributed to a wider recognition of ANEW.

· It is an effective forum of dialogue between African governments and civil society with EU governments and civil society. As such it is a unique entity in the WASH sector, but also in the broader development sector.

· It lends momentum and credibility to other existing dialogues such as AMCOW-TAC, providing follow-up discussions on financing and resources sharing.

· It leads to more coordination of sector support between the EU donors for Africa.

· More constructive engagement in policy debates a.o. through the changing troika. A good example is that the AWG/ NGOs have helped form a water experts group for the G8 WASH debate.

· AWG is one of the few fora in the world where the Anglophone governments in Africa speak to the Francophone government. 

· For civil society/NGOs the AWG is a useful one stop shop for targeted advocacy to engage with recipient and donor governments.

· A hidden success is the EUWI research component and the dramatic increase of funds allocated to research through EUWI: 100 million EURO in FP6 Global Change and Ecosystem and 32 million under FP6 International Cooperation Programme.
· Moved sanitation higher on the agenda of policy and decision makers. 
Main failures 

· Limited communication to date and pretty internal and not always very good.

· Failure of the Commission to communicate EUWI and AWG objectives etc. properly.

· The continuous confusion between the nature and purpose of the European Water Facility and the EUWI.

· To have a good dialogue with African countries is problematic, because of badly organized water departments, lack of capacity.

· Collaboration with AMCOW has been ineffective.

· Getting EU field missions to work in the spirit of EUWI is a bottleneck (the Mozambique experience was quoted where the Dutch embassy did not appreciate the country dialogue, and did not want to have anything to do with this initiative from Brussels, and that EUWI did not have a unique role in addressing the WSS challenges in Mozambique).

· We are not selling EUWI or the AWG well. Most of the people at the SADC Water Dialogue last week who ought to have been aware did not know about the EUWI or AWG. 

· There needs to be a more visible in Africa than the AWG actually has. 

· “My bottleneck is that I don’t have the capacity to give the AWG enough attention because of the pressures from my other daily work. I don’t have the time to make it more of an African process. It should have to fit into the work of the AWG because of what they do in the field”  

Annex 4. Description of communication products

Communication products should be developed both in English and French to cater to the needs of the various stakeholders. They will need to be updated periodically and time and the EUWI-AWG will have to make time and funds available for this. 
Leaflet

· Key target audiences: 
(1) policy and decision makers of the EU member states (water directors and their advisors and Representatives of ministries of foreign affairs and aid agencies)
(2) African policy and decision makers (water ministers, directors and advisors); 
(3) Working Group Members
· Aim: to inform stakeholders
· Content: EUWI/AWG objectives, accomplishments, benefits etc.
· Form: paper and PDF, published on the website and CD-ROM, full colour, pictures, boxes, easy to read.

· Responsible: AWG Support Group + consultant
Quarterly e-mailings

· Key target audience: AWG members

· Aim: to inform AWG members on AWG activities and to invite them to participate.

· Content: brief overview of current and upcoming activities of the AWG, emphasizing possible links with other Working Groups and inviting readers to participate where possible.

· Form: e-mail, posting on the AWG website, relatively informal
· Responsible: AWG Support Group + consultant
Frequently Asked Questions (FAQ)

· Key target audiences: 
(1) policy and decision makers of the EU member states (water directors and their advisors and representatives of ministries of foreign affairs and aid agencies);  
(2) African policy and decision makers (water ministers, directors and advisors); 
(3) Parliamentarians and MPs in Europe and Africa; 
(4) EU aid field missions in Africa; 
(5) NGOs, private sector, research institutes.

· Aim: to provide stakeholders with short answers to the most important questions about the EUWI-AWG.

· Content: What is the EUWI? What is the AWG and what is its main objective? What has the AWG done so far? How does the AWG work? What is the added value of the AWG exactly/How does it contribute to the MDGs? What role does the AWG play in the water and sanitation sector in Africa? What can the AWG do for NGOs, policy makers? Etc.?

· Form: paper and PDF, published on the website and CD-ROM

· Responsible: AWG Support Group + consultant
Newsletter

· Key target audiences: (1) Working Group members

· Aim: to keep Working Group members up-to-date on current and recent AWG activities.

· Content: AWG and EUWI news.

· Form: paper and PDF, sent out by (e-)mail and published on the AWG webpages and CD-ROM

· Responsible: AWG Support Group + consultant
(Audio-visual) Powerpoint presentation

· Key target audiences: (1) Policy and decision makers of the EU member states; (2) African policy and decision makers; participants in meetings. 

· Aim: to inform stakeholders about the EUWI-IAWG during important meetings.
· Content: what are the roles of the EUWI and AWG? What can the EUWI and AWG do for different stakeholders? Etc.

· Form: attractive, brief and to the point powerpoint presentation including pictures and where possible video/audio. Published on CD-ROM and on the AWG webpages.

· Responsible: AWG Support Group + consultant
CD-ROM

· Key target audiences: (1) AWG members; (2) Other Working Group members

· Aim: to provide AWG members with a tool to promote the AWG better with different audiences. They can use the documents on the CD when doing a presentation and they can give the CDs out to interested parties.

· Content: (adaptable) powerpoint presentation about the EUWI and AWG, EUWI-AWG leaflet, EUWI-AWG FAQ, important EUWI information, website if up-to-date, aid mapping report? Other important AWG documents?

· Form: CD-ROM with jacket

· Responsible: AWG Support Group + consultant
Website – extranet for the AWG
This plan will not go into the AWG webpages in detail as the consultant who is developing the overall communication plan for the EUWI will look more closely at the overall EUWI website. 

· Key target audiences: (1) AWG members; (2) General public; (3) Media

· Aim: to provide visitors with up-to-date and relevant information about the AWG; to provide a platform for AWG members to store important documents, etc.

· Content: 

· Responsible: AWG Support Group + consultant
Other communication products

Policy briefs, press releases, posters: These are not discussed in detail, but they may be worth considering in the longer-term.
Annex 5. Detailed estimate of required resources per communication product

We estimate that the development of the above mentioned communication products will require a total of approximately 30.000 euros per year, consisting of 10.000 – 12.000 euros for printing and lay-out of products and 18.000 euros for (an) external communication consultant(s). In addition we expect that the AWG Support Group and members will have to spend around 30-35 days a year.

Please note that the figures below are estimates. For each product quotations need to be asked from writers, printers, etc. 

The estimated days are considered to be days spent by AWG Support Group or working group members for coordination (of feedback and production process), gathering (e-)mail addresses, sending out materials, etc. The out-of-pocket costs include costs for writing, editing, lay-out and printing of materials.
	Item
	Estimated days annually
	Estimated annual out-of-pocket cost (euros)
	Comments

	1. Leaflet

Full colour, 2-4 pages 17 x 24 cm. Writing content, editing, lay-out, proofreading, printing 1000 copies annually (update annually), conversion to PDF, selecting (e-mail) addresses, postage. 
	2008: 4
2009: 2


	2008: 
2500 (printing & lay-out only)
+ consultant fees

2009: 

2500 (printing and lay-out only)
+ consultant fees
	 

	2. Quarterly e-mailings

Writing 4 mailings per year, converting to PDF, selecting addresses, reacting to replies.
	2008: 8
2009: 8
	2008: 500
2009: 500


	Writing is done internally

	3. Frequently Asked Questions (FAQ)

Full colour, 2-4 pages A4. Writing content, editing, lay-out, proofreading, printing 1000 copies annually, conversion to PDF, selecting (e-mail) addresses, postage
	2008: 4 
2009: 2
	2008: 
2500 (printing & lay-out only)

+ consultant fees
2009: 
2500 (printing & lay-out only)

+ consultant fees
	

	4. Newsletter
Two times per year; gathering news, writing content, editing, lay-out, proofreading, printing full colour 1000 copies, conversion to PDF, selecting (e-mail) addresses, postage
	2008: 4
2009: 4
	2008: 
3000 (printing & lay-out only)

+ consultant fees
2009: 
3000 (printing & lay-out) only

+ consultant fees
	

	5. (Audio-visual) powerpoint presentation

Developing style and text, looking for suitable pictures, audio/movie files, putting the presentation together, sending out for feedback, finalizing, putting on a CD-ROM and the AWG webpage.
	2009: 5
	2009: 2000
+ consultant fees
	


	6. CD-ROM

Developing look of the front page, developing label for CD and jacket, making a master CD with all relevant files, printing, distribution, postage, etc. 1000 copies
	2009: 5
	2009: 3000
+ consultant fees

	

	7. Website

Maintaining AWG pages, keeping them up-to-date.
	2008: 10
2009: 10
	+ consultant fees
	EUWI CIS-NET will be addressed in the overall EUWI comm. plan.

	8. Policy Brief?
	2009 / 2010
	
	Based on need


All communication products are in English and French and will require periodic updates.
Annex 6. List of events and meetings 
The list below concerns key international conferences and events to communicate with stakeholders, both face-to-face and by distributing EUWI-AWG communication products. African working group members are to add additional African conferences and events. 
	Date
	Meeting
	Communication products

	17 – 23 August 2008
	Stockholm Water Week 

AWG meeting 2
	Feedback on this plan?

Draft FAQ for comments?
Final results mapping exercise

	2 – 3 September 2008
	Accra, Ghana, 
Aid effectiveness meeting

High level meeting of AWG with Ministers
	Draft FAQ for comments?
Draft outline leaflet for comments? 
BN on mapping exercise

Sanitation statement?

	21-25 September 2008
	UN MDG Review (High Level Event)
	BN on mapping exercise

Sanitation statement???

	2+3 December 2008
	London, UK

AWG meeting 3
	Final FAQ
Final leaflet

Power Point Presentation draft for comments?

	18 March 2009 (Annually)
	World Water Day
	Press releases / supplements

	March 2009
	WWF5, Istanbul
Possibly AWG-1 in 2009
	

	7 April 2009
	World Health Day
	

	11 July 2009
	World Population Day
	

	August 2009
	Stockholm Water Week, AWG-2 in 2009
	Final CD-ROM

	16 October 2009
	World Food Day
	

	19 November 2009 (annually)
	World Toilet Day
	Press releases / supplements

	5 December 2009
	World Volunteer Day
	


Annex 7. Possible questions for FAQ

Possible questions for a FAQ sheet (to be reformulated):

What are the WSS problems in Africa?

What is the EUWI and how does it address the WSS problems in Africa? 

What is (the role of) the Africa Working Group? How is it organized?
What is the AWG strategy?

On what topics is the AWG focusing?
What activities does the AWG do?

What is the specific added value of the EUWI and the Africa Working Group? / What difference do the EUWI and AWG make? 
What has the AWG done so far to address the WSS problems in Africa?

Is the EUWI/AWG a financing institution?

What kind of support can the EUWI and AWG give to policy and decision makers in Africa and Europe? / What can the EUWI and the AWG do for ….

What kind of support can the EUWI and AWG give to NGOs working in Africa? / What can the EUWI and the AWG do for ….

What kind of support can the EUWI give to the research community? / What can the EUWI and the AWG do for ….

Where can I find more information about the EUWI and the AWG?

How can I contact the AWG?

� The communication matrix in Annex 1 identifies current and desired perceptions/behaviours, communication products and channels for each seperate audience.





� Categorisation adapted from John Holmberg, e-mail communication 14 June 2008


� We realise that we are leaving more indigenous African communication methods to reach African communities out. Although we think that these methods too are important, we feel that it is more in the domain of the AMCOW-TAC to address this. However, we do think that a dialogue should take place between AWG and AMCOW to explore how the AWG can support AMCOW (and possibly other African partners) in their communication activities. 





� Annex 7 contains a list of possible questions for the FAQ sheet.


� Refer to end of this document for examples that support this statement.


� Content messages depend on the focus of the AWG as mentioned in the annual work plans.


� This section is taken from the Review of the European Water Initiative (EUWI), Volume II: Annexes, Final, 7 March 2007









