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INTRODUCTION TO YWCA KENYA.

Young Women’s Christian Association (YWCA) Kenya is a women 

and youth membership based, non-governmental development 

organization founded in 1912. It is affiliated to the World YWCA 

and its main purpose is to develop the collective power of girls 

and women in Kenya to achieve social, economic, political and 

cultural “emancipation”. YWCA is built on a strong Christian

foundation, whose emphasis is integrated in all its programming. 

YWCA’s Vision is to have an inclusive society in Kenya where girls 

and women actualize their potential and live fulfilled lives in all its 

constituents.

YWCA uses the power of safe space to dismantle deep rooted 
discrimination and inequality through the following programs: 

a) Young women’s leadership development. 

b) Education spaces for girls. 

c) Girls and women health with a specific focus for Sexual

    Health Reproductive Rights 

d) Social and economic empowerment of women and girls. 

e) Peace building and conflict resolution. 

f) Gender -Climate change Justice. 

g) Advocacy for women’s and girl’s rights. 

h) Physical safe space for girls and women Empowerment 

i) Social protection. 
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BACKGROUND TO DEVELOPMENT OF THE GUIDELINES – THE 
SOAWC PROJECT

YWCA Kenya implemented a 3 year advocacy, communication 
and awareness raising campaign project on the state of African 
Women Campaign funded by European Union aimed at increas-
ing civil society contributions on policy and social norm change in 
the effort to end VAWG, harmful practices and enhance access to 
youth friendly SRHR as enshrined in the  implementation of 
Maputo Plan of Action (MPoA) by putting public pressure on 
duty-bearers and holding decision-makers accountable for their 
policy commitments on women’s and girls’ rights. 

Through the coordination of 14  Member Associations at Pan 
Africa level on advocacy to influence the SRHR and ant-GBV
policies and social norms, YWCA Kenya increased the Member 
Associations’ contribution to implementation of the African
commitments on women and girls’ rights in sexual and reproductive 
health and rights (SRHR) at four (continental, regional, national 
and subnational) decision-making levels across Africa in the four 
Rights  areas.

During the implementation process, the Pan-Africa YWCA 
member associations achieved greatly through RightByHer
Campaign awareness raising on SRHR framework at the AU level 
which led to AU gender strategy. YWCA developed the Advocacy 

capacity of numerous women and youth champions across 15 
countries in Africa. Youth Friendly Policy advocacy Manual and 
other variety of campaign materials were developed on ending 
harmful practices supported the MAs and champions work on a 
great deal. Provision of tailored trainings, technical assistance 
and coaching to CSOs and Member Associations saw champion’s 
present policy statements in relevant forums (GIMAC, ICASA, 
Anti-FGM Summit, ICPD, CSW, and Beijing Platform) and to this 
end more than 10 policy reviews have made some gains across 
Africa. The advocacy manual, some campaign materials and best 
practices can be replicated to other projects.

a) YWCA Organizational Capacity Performance Assessment 
(OAPA)
In the Middle of the implementation, OAPA was carried out for 
the members associations which revealed some gaps hindering 
the organizational performance.It was evident that YWCA MAs’ 
advocacy lagged behind due to:
• lacked of proper documentation on the good grass root work
  done over years
• Poor communication and visibility strategies
• Poor  resource allocation including limited resources towards
  advocacy work
• Poor organizational vitality
It is from the gaps identified above that necessitated the
development of these guidelines.

Benin, Burkina Faso,  Ethiopia, The Gambia, Ghana, Kenya, Lesotho, Liberia, Madagascar, Malawi, Mozambique, Nigeria,
Tanzania, Uganda,  Zimbabwe Gender-based violence against women (GVAW), Harmful practices (in particular child
marriage and female genital mutilation, FGM), Reproductive rights and sexual and reproductive health (SRH), HIV and
AIDS
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b) Overall Communication and Institutional Strengthening
Objectives
Building and maintaining the institutional capacity of YWCA 
organizations is essential to sustainable development. It is the 
process through which individuals, organizations and societies 
obtain, strengthen and maintain the capabilities to set and 
achieve their own development objectives. The purpose of these 
guidelines is to ignite institutional reforms especially for women 
rights organizations like YWCA that forms part of the corporate 
capacity developmentto ensure that organizations communicate 
in a consistent and unified voice in support of our overall vision 
and mission. 

Specific Objectives 
Objective 1: Update YWCA’s documentation to increase acceptance, 
ownership and interest in actively supporting and promoting the 
YWCA’s mission and vision thus increasing visibility.

Objective 2: Position YWCA as an organisation bringing together 
girls and women in efforts to respond to social economic and 
political issues affecting them through direct programming and 
advocacy.

Objective 3: Seek publicity through effective communication and 
marketing to increase membership base in form beneficiaries 
about its work, attract donors and network effectively with other 
networks.
Objective 4: Engage stakeholders better for more visibility and 
for public communications / awareness.  
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b) Overall Communication and Institutional Strengthening
Objectives

c) Our Approach
The approach being taken is one of continuous and multifaceted 
communications: where activities are mutually supportive and 
coordinated and are pursued simultaneously on all various fronts 
within the YWCA team. That way, activities and messages
complement and reinforce one another to allow YWCA achieve 
its overall vision. 
YWCA is bold, and it takes a different approach when it comes to 
gender empowerment matters, we believe that we can come 
together and put an end to all forms of gender inequality espe-
cially in Africa through resourceful thinking and workmanship.  
We have taken risks before in pursuing our g oal. We have 
learned from them- and we are now at a position to better our 
methods as we aim to become a leading non- government organi-
sation through the following methodologies

i. Group Discussions (Round-table Discussions)
The approach is transparent, with open discussion of all state-
ments, so senior managers and board members need to feel 
more confident in the results. There can be open discussion of 
issues not previously discussed. We understand that we do not 
know and understand everything, listening is at times better than 
talking; we are willing to learn. 

ii. Workshop
May save time by gathering everyone together for a set period. 
May bring together those who do not interact frequently (board 
and staff, program and finance, etc.) and provide a platform to 
evaluate and scrutinize the position of the organization

iii. Individual Interview
Is relatively objective and neutral, YWCA will bring participants 
together to reflect on the categories, components, and observable 
issues free from the influence or opinions of others. This may be 
useful for triangulation of data.
Given that YWCA works in a very dynamic environment, these 
approaches is susceptible to review and adjustments depending 
on the organizational standing. 

d) Target Audiences
This part of the communications and strengthening strategy 
involves segmenting and prioritizing audiences. A target audience 
is the specific group of people we are trying to reach and for 
whom we are developing messages and communication materials.
YWCA audiences are categorised into 2 groups based on charac-
teristics: 
I. Internal Audience
 • YWCA Staff  
 • Executive Committee 
 • National Board 

II. External Audiences 
These audiences can help YWCA influence attitudes, perception, 
behaviours and opinions. They are our target when it comes to 
external communication and strengthening efforts. 
 • Governments (local and national)
 • Donors (bilateral, individual, institutional, trust foundations, and
   governments)
 • Humanitarian and development organizations (INGOS and UN
  agencies)
 • Policy makers 
 • The media 
 • Partners and allies 
 • General public 
 • Research organizations 
 • Students  
e) Call to Action
� By supporting /involving yourself in YWCA, you can directly and 
positively change the lives of young women, who need your sup-
port. 
� You will aid in creating a refuge centre, help in creating sustaina-
ble livelihood for them, educate and strengthen the female 
gender from the grass root level and help ease the burden they 
face. 
� Being part of YWCA means you can make your contribution 
towards the adoption of pro-women policies.
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f) Operational Principles
•  YWCA shares a vision for addressing women’s and girls’
   immediate needs and the underlying causes of suffering and
   injustice.
•  YWCA strives for mutuality, recognizing that each partner
   brings skills, resources, knowledge, and capacities in a spirit of
   autonomy.
YWCA fosters equitable partnerships by mutually defining rights 
and responsibilities. Regardless of where we are, we are committed 
and are able to keep our approach the same: we help women in 
vulnerable communities find refuge and empowerment through 
Christian based partnerships. 
YWCA identifies, understand, and strengthen community capacities, 
which are the primary source of solutions to local problems. Our 
strong bonds within the Communities (counties/districts) mean 
we are able to enable change at the grass root level moving up. 
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FOCUS AREAS INSTITUTIONAL STRENGTHENING
These guidelines stipulates that YWCA Member associations 
should strengthen their profile by all means, restructure their 
governance structures, Rejuvenate and strengthen the existing 
constituents, review and strengthen organizational policies and 
procedures, develop and implement a comprehensive strategic 
plan implementation monitoring plan, develop a project manage-
ment plan and a resource mobilization plan, develop women/girls 
safeguarding policy and a complaint mechanism, recruit key staff, 
convene the quarterly meetings and annual review and planning 
and finally implement the Communication strategy.

The below listed are key areas of focus developed from the gaps 
of the OAPA.

1. ADVOCACY
Advocacy is the strategic and deliberate process to bring about 
change in policies and practice. The advocacy efforts goes 
beyond aiming simply to change policies, but to challenge and 
change how people perceive their ability to influence decision-making 
processes but to directly and indirectly influence decision-makers 
and other stakeholders to support and implement actions that 
contribute to the fulfilment of YWCA’s strategic plan. 
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The following advocacy strengthening will enable YWCA MAs
to implement an advocacy strategy

1. Advocacy Strengthening Issues
a. MAs to Put resources (time, funds and skills) to their most effective use with

minimised risks and maximised opportunities in pushing YWCA agendas.
b. Align advocacy with other areas of work and YWCA objectives, both long term and

short term.
c. To continuously communicate adequate and useful information regarding policy

issues to the members and decision makers.
d. To enhance evidence based advocacy to inform policy and information on service

provision.
e. To facilitate members to statically use media to inform public and other

stakeholders on current relevant polices and legislative issues.
f. Engaging in actions to put pressure on decision-makers and monitoring what

governments are doing.
g. Providing expert input and solutions directly to decision-makers through advisory

roles or expert discussion groups.
h. Providing a communications and engagement link between the public and

decision-makers
i. Strengthening local and national campaigns by establishing networks and

partnerships that are linked to the global level, providing examples of how to
make the agenda relevant and grounded in local action.

j. Training relevant stakeholders and decision-makers in implementation and
enforcement practices.

k. Working together to strengthen all of our efforts by building credibility and sharing
expertise and lessons learned.
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2. COMMUNICATION AND MARKETING STRATEGY
This communication strategy is based on the following operational
principles, which will also guide any subsequent sub-plans
(or work plans):

2.

a. Ensure all communication is on brand, consistent with the branding guidelines, in
regards to the usage of the logo, typefaces, and colors, as stipulated in the YWCA
branding manual. All messages should be in line with the mission and vision of the
organization.

b. In all YWCA owned buildings, the naming rights to any facility entrance shall
remain to be YWCA - "Name of Country".

Communication and Marketing Capacity Strengthening Components
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iii) Audio Visual and Visual Production: The following principles 
should guide the collection of audio-visual materials for the 
YWCAs. 
• All videos and photos should be collected without causing harm 
or offense to anyone. Dignity, respect and accuracy should be 
guiding principles while collecting photographs and videos. Any 
photograph collected or published by YWCA should not promote 
any stereotypes, violate privacy or be culturally insensitivity.  
• Written permission by way of release forms must be provided 
before any photos are collected or published. 
• To ensure correct attribution, the following information must be 
collected alongside the material: name of the person with the cor-
rect spelling, date of birth, age, professional name of the person 
if any, details of the place where the material was collected such 
as name of the place, name of event, date, and any other context 
that might help understand the relevance of the photo. 
• If the photograph has a group of people, the names should start 
from left to right. 
• Action shots whose composition tells a story are encouraged 
over posed photos unless needed in specific instances. Photos 
and footage should not be or appear staged. 
• Photos and footage should be saved in the following format: 
person name, event, date, number.

a) Key Messages in Communication
For effective communications and advocacy, our messages will
need to be clear, effective and relevant. To stay relevant, these
messages will also need to be updated as often as possible.
Although messages will be further detailed for each of our
audiences, and depending on the context and timing, YWCA’s
core messages at this point and time include, but are not limited
to answering these key questions: 

a. Who are we as an organisation? 
b. How did YWCA come to be?
c. Why is there a need for YWCA communication and
    advocacy strategy?
d. What kind of impact does YWCA believe in?  
e. How does YWCA plan to achieve these objectives/impact 
through effective communication?

• Footage and photos should be of HD quality. For still photos, the 
image should be at least 2000 pixels along the longest edge with 
a file size of around 1-5 MB. 
• Captions should be in present tense. If the caption is more than 
one sentence, the past tense can be used but the first sentence 
ought to be in present tense. However, keep the caption short. 
Make sure to spell the names of people and places correctly. 
Avoid assumptions or speculations in captions that is, using 
words such as happy, sad, lucky, horrific, and unfortunate, while 
describing people or events in a photo. Let the photo speak for 
itself in this regard.

iv) Newsletter:   YWCAs will send one newsletter at the beginning 
of each month to all stakeholder. The purpose of this newsletter 
is to showcase the ongoing work. The newsletters, which will be 
send out through Mail chimp.
 
v) Emails and Mass SMS: since not everyone can access email 
simultaneously urgent messages of meetings will be shared 
through digital SMS application. 

vi) Website: The YWCAs will utilize the website not only to inform 
the stakeholders with updates, but as an informational sharing 
and training portal on research. The news/articles section of the 
website will be updated twice a week. The communications 
department will ensure that the look and feel of the website is 
user friendly, and that we increase daily visits to the website, as 
well as ensure that we have strong Search Engine Optimization 
(SEO) so YWCAs features in top web searches. The communica-

tion team will also ensure that members utilize this portal to 
exchange information, learn from each other and push forward 
the vision and mission of YWCA. 

vii) Policy briefs: provide and analysis of various current policies 
and issues. They are widely shared on websites and all social 
media platforms 

Viii) Promotional Materials: YWCAs will invest in producing print 
materials that include short key messages, information about the 
YWCAs, its mission and vision. These will include: t-shirts, caps, 
flash-disks, pens, mugs, photo exhibits, banners, posters,
stickers, and more. 

ix) Broadcast media: We are aware that a good number of our 
partners/clients might not access the internet, or might have slow 
connection. For this reason, we   will explore the option of radio 
and TV interviews in specific areas as well as written articles. 

x) Social Media: So far, YWCAs has managed to reach over 
(please put number) followers on Twitter and how many likes on 
Facebook, Workplace and others. A strategy focusing on how to 
grow our presence on social media should currently be
developed and will be incorporated into this overall communica-
tion strategy.
 
xi) Public Speaking: An advocacy strategy should be developed 
to ensure that YWCAs participates fully in global conversations 
around the issue of research and policy.  

Xii) Performance Surveys: A survey will be conducted after every 
four months to ensure that the YWCA caters to the needs of its 
stakeholders and those in need.

xiii) YWCA working groups: a group will communicate with
relevant partners to support and influence national level policies 
on local government level. The group will monitor issues to do 
with accountability, governance and transparency. 

c) Crisis Communication
It is important to make provisions for crisis communication in inci-
dents involving YWCAs staff, or being publicly dragged into 
discussion or suffering public accusations. Failure to proper 
response could lead to more damages to YWCA image than 
would otherwise be the case in terms of perception by external 
audiences and stakeholders. This plan keeps into consideration 
that lack of information leads to confusion, frustration and anger 
by the public. 
To be prepared, YWCAs will have a crisis communications team 
composed of the National General Secretaryand the relevant 
departmental head or constituent manager 
The 1st step for the team is to release holding statements which 
are used immediately after crisis breaks. They will be posted on 
website, social media platforms, and sent to journalists in 
response to enquiries.  From here the team will assess the
situation and develop appropriate messages. 

d) Management of Communication
The YWCAs are proposed to have an IT and Communications
personnel that takes the lead in leveraging on digital technology, 
design and implementation of the communication strategy and 
acts as the focal point for shaping internal communication any 
external communication.  The Communications office is to work 
closely with the NGS’s and Head of departments for any
communication-related matters. 

Any communication (formal and informal such as promotional ma-
terials) being prepared for external audiences should be reviewed 
by the IT and Communications Office.

Key tasks for the IT and Communications Officer include: 
• Monitor and implement YWCA communication strategy. 
• Engage in digital advocacy 
• Develop and produce external communication materials. 
• Develop key massages 
• Monitor and evaluate dissemination of program communication
  materials. 
• Review external publication and materials before dissemination 
• Identify and work with free-lance media professionals to capture
  project activities. 
• Maintain and update the YWCA website. 
• Press and media relations, including development of media
  advisories, press releases and briefing. 
• Lead YWCA social media presence. 
• Develop taking points of media and advocacy messages. 
• Event management. 

b) Communication Channels
In order to ensure that the objectives of this strategy is achieved,  
YWCAs will use various media channels to disseminate informa-
tion about the organization, reiterate its key messages and lead 
the global conversation on the channels that the YWCAs  will 
focus on include: 

i) Press Statements and Features: At the beginning of each event 
or new project, the communications team will send out a press 
statement to the various media in the YWCA’s database. The 
communications team will further put into consideration the 
following editorial qualities and guidelines in the production of its 
press releases. 

14



iii) Audio Visual and Visual Production: The following principles 
should guide the collection of audio-visual materials for the 
YWCAs. 
• All videos and photos should be collected without causing harm 
or offense to anyone. Dignity, respect and accuracy should be 
guiding principles while collecting photographs and videos. Any 
photograph collected or published by YWCA should not promote 
any stereotypes, violate privacy or be culturally insensitivity.  
• Written permission by way of release forms must be provided 
before any photos are collected or published. 
• To ensure correct attribution, the following information must be 
collected alongside the material: name of the person with the cor-
rect spelling, date of birth, age, professional name of the person 
if any, details of the place where the material was collected such 
as name of the place, name of event, date, and any other context 
that might help understand the relevance of the photo. 
• If the photograph has a group of people, the names should start 
from left to right. 
• Action shots whose composition tells a story are encouraged 
over posed photos unless needed in specific instances. Photos 
and footage should not be or appear staged. 
• Photos and footage should be saved in the following format: 
person name, event, date, number.

a) Key Messages in Communication
For effective communications and advocacy, our messages will
need to be clear, effective and relevant. To stay relevant, these
messages will also need to be updated as often as possible.
Although messages will be further detailed for each of our
audiences, and depending on the context and timing, YWCA’s
core messages at this point and time include, but are not limited
to answering these key questions: 

a. Who are we as an organisation? 
b. How did YWCA come to be?
c. Why is there a need for YWCA communication and
    advocacy strategy?
d. What kind of impact does YWCA believe in?  
e. How does YWCA plan to achieve these objectives/impact 
through effective communication?

• Jargon and acronyms should generally be avoided but if it has to be
  included, it ought to be put in such a way that the average person can
  understand. 
• Use clear and concise language and stick to short paragraghs
• Stick to the facts. Not everything is news. The contact person should be the
  IT and Communications Officer 
• The press release should be written from the third person perspective. First
  person references such as “we” or “me” should not be used. 
• The news of the press release must be clearly captured in the headline. 
• The first two paragraphs of the release are the most important and should
  give all the important information about the press release. These two
  paragraphs should also answer the questions of Who, What, When, Where,
  Why and How. 
• Include several quotes. The quotes will vary from press release to another,
  but the communication team will prioritize the views of local communities
  and YWCA members as much as possible. 
• Do not send press releases over the weekend. 
• The length of the press release should not exceed one page. The

• Footage and photos should be of HD quality. For still photos, the 
image should be at least 2000 pixels along the longest edge with 
a file size of around 1-5 MB. 
• Captions should be in present tense. If the caption is more than 
one sentence, the past tense can be used but the first sentence 
ought to be in present tense. However, keep the caption short. 
Make sure to spell the names of people and places correctly. 
Avoid assumptions or speculations in captions that is, using 
words such as happy, sad, lucky, horrific, and unfortunate, while 
describing people or events in a photo. Let the photo speak for 
itself in this regard.

iv) Newsletter:   YWCAs will send one newsletter at the beginning 
of each month to all stakeholder. The purpose of this newsletter 
is to showcase the ongoing work. The newsletters, which will be 
send out through Mail chimp.
 
v) Emails and Mass SMS: since not everyone can access email 
simultaneously urgent messages of meetings will be shared 
through digital SMS application. 

vi) Website: The YWCAs will utilize the website not only to inform 
the stakeholders with updates, but as an informational sharing 
and training portal on research. The news/articles section of the 
website will be updated twice a week. The communications 
department will ensure that the look and feel of the website is 
user friendly, and that we increase daily visits to the website, as 
well as ensure that we have strong Search Engine Optimization 
(SEO) so YWCAs features in top web searches. The communica-

tion team will also ensure that members utilize this portal to 
exchange information, learn from each other and push forward 
the vision and mission of YWCA. 

vii) Policy briefs: provide and analysis of various current policies 
and issues. They are widely shared on websites and all social 
media platforms 

Viii) Promotional Materials: YWCAs will invest in producing print 
materials that include short key messages, information about the 
YWCAs, its mission and vision. These will include: t-shirts, caps, 
flash-disks, pens, mugs, photo exhibits, banners, posters,
stickers, and more. 

ix) Broadcast media: We are aware that a good number of our 
partners/clients might not access the internet, or might have slow 
connection. For this reason, we   will explore the option of radio 
and TV interviews in specific areas as well as written articles. 

x) Social Media: So far, YWCAs has managed to reach over 
(please put number) followers on Twitter and how many likes on 
Facebook, Workplace and others. A strategy focusing on how to 
grow our presence on social media should currently be
developed and will be incorporated into this overall communica-
tion strategy.
 
xi) Public Speaking: An advocacy strategy should be developed 
to ensure that YWCAs participates fully in global conversations 
around the issue of research and policy.  

Xii) Performance Surveys: A survey will be conducted after every 
four months to ensure that the YWCA caters to the needs of its 
stakeholders and those in need.

xiii) YWCA working groups: a group will communicate with
relevant partners to support and influence national level policies 
on local government level. The group will monitor issues to do 
with accountability, governance and transparency. 

c) Crisis Communication
It is important to make provisions for crisis communication in inci-
dents involving YWCAs staff, or being publicly dragged into 
discussion or suffering public accusations. Failure to proper 
response could lead to more damages to YWCA image than 
would otherwise be the case in terms of perception by external 
audiences and stakeholders. This plan keeps into consideration 
that lack of information leads to confusion, frustration and anger 
by the public. 
To be prepared, YWCAs will have a crisis communications team 
composed of the National General Secretaryand the relevant 
departmental head or constituent manager 
The 1st step for the team is to release holding statements which 
are used immediately after crisis breaks. They will be posted on 
website, social media platforms, and sent to journalists in 
response to enquiries.  From here the team will assess the
situation and develop appropriate messages. 

d) Management of Communication
The YWCAs are proposed to have an IT and Communications
personnel that takes the lead in leveraging on digital technology, 
design and implementation of the communication strategy and 
acts as the focal point for shaping internal communication any 
external communication.  The Communications office is to work 
closely with the NGS’s and Head of departments for any
communication-related matters. 

Any communication (formal and informal such as promotional ma-
terials) being prepared for external audiences should be reviewed 
by the IT and Communications Office.

Key tasks for the IT and Communications Officer include: 
• Monitor and implement YWCA communication strategy. 
• Engage in digital advocacy 
• Develop and produce external communication materials. 
• Develop key massages 
• Monitor and evaluate dissemination of program communication
  materials. 
• Review external publication and materials before dissemination 
• Identify and work with free-lance media professionals to capture
  project activities. 
• Maintain and update the YWCA website. 
• Press and media relations, including development of media
  advisories, press releases and briefing. 
• Lead YWCA social media presence. 
• Develop taking points of media and advocacy messages. 
• Event management. 

b) Communication Channels
In order to ensure that the objectives of this strategy is achieved,  
YWCAs will use various media channels to disseminate informa-
tion about the organization, reiterate its key messages and lead 
the global conversation on the channels that the YWCAs  will 
focus on include: 

i) Press Statements and Features: At the beginning of each event 
or new project, the communications team will send out a press 
statement to the various media in the YWCA’s database. The 
communications team will further put into consideration the 
following editorial qualities and guidelines in the production of its 
press releases. 
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iii) Audio Visual and Visual Production: The following principles 
should guide the collection of audio-visual materials for the 
YWCAs. 
• All videos and photos should be collected without causing harm 
or offense to anyone. Dignity, respect and accuracy should be 
guiding principles while collecting photographs and videos. Any 
photograph collected or published by YWCA should not promote 
any stereotypes, violate privacy or be culturally insensitivity.  
• Written permission by way of release forms must be provided 
before any photos are collected or published. 
• To ensure correct attribution, the following information must be 
collected alongside the material: name of the person with the cor-
rect spelling, date of birth, age, professional name of the person 
if any, details of the place where the material was collected such 
as name of the place, name of event, date, and any other context 
that might help understand the relevance of the photo. 
• If the photograph has a group of people, the names should start 
from left to right. 
• Action shots whose composition tells a story are encouraged 
over posed photos unless needed in specific instances. Photos 
and footage should not be or appear staged. 
• Photos and footage should be saved in the following format: 
person name, event, date, number.

• Footage and photos should be of HD quality. For still photos, the 
image should be at least 2000 pixels along the longest edge with 
a file size of around 1-5 MB. 
• Captions should be in present tense. If the caption is more than 
one sentence, the past tense can be used but the first sentence 
ought to be in present tense. However, keep the caption short. 
Make sure to spell the names of people and places correctly. 
Avoid assumptions or speculations in captions that is, using 
words such as happy, sad, lucky, horrific, and unfortunate, while 
describing people or events in a photo. Let the photo speak for 
itself in this regard.

iv) Newsletter:   YWCAs will send one newsletter at the beginning 
of each month to all stakeholder. The purpose of this newsletter 
is to showcase the ongoing work. The newsletters, which will be 
send out through Mail chimp.
 
v) Emails and Mass SMS: since not everyone can access email 
simultaneously urgent messages of meetings will be shared 
through digital SMS application. 

vi) Website: The YWCAs will utilize the website not only to inform 
the stakeholders with updates, but as an informational sharing 
and training portal on research. The news/articles section of the 
website will be updated twice a week. The communications 
department will ensure that the look and feel of the website is 
user friendly, and that we increase daily visits to the website, as 
well as ensure that we have strong Search Engine Optimization 
(SEO) so YWCAs features in top web searches. The communica-

tion team will also ensure that members utilize this portal to 
exchange information, learn from each other and push forward 
the vision and mission of YWCA. 

vii) Policy briefs: provide and analysis of various current policies 
and issues. They are widely shared on websites and all social 
media platforms 

Viii) Promotional Materials: YWCAs will invest in producing print 
materials that include short key messages, information about the 
YWCAs, its mission and vision. These will include: t-shirts, caps, 
flash-disks, pens, mugs, photo exhibits, banners, posters,
stickers, and more. 

ix) Broadcast media: We are aware that a good number of our 
partners/clients might not access the internet, or might have slow 
connection. For this reason, we   will explore the option of radio 
and TV interviews in specific areas as well as written articles. 

x) Social Media: So far, YWCAs has managed to reach over 
(please put number) followers on Twitter and how many likes on 
Facebook, Workplace and others. A strategy focusing on how to 
grow our presence on social media should currently be
developed and will be incorporated into this overall communica-
tion strategy.
 
xi) Public Speaking: An advocacy strategy should be developed 
to ensure that YWCAs participates fully in global conversations 
around the issue of research and policy.  

Xii) Performance Surveys: A survey will be conducted after every 
four months to ensure that the YWCA caters to the needs of its 
stakeholders and those in need.

xiii) YWCA working groups: a group will communicate with
relevant partners to support and influence national level policies 
on local government level. The group will monitor issues to do 
with accountability, governance and transparency. 

c) Crisis Communication
It is important to make provisions for crisis communication in inci-
dents involving YWCAs staff, or being publicly dragged into 
discussion or suffering public accusations. Failure to proper 
response could lead to more damages to YWCA image than 
would otherwise be the case in terms of perception by external 
audiences and stakeholders. This plan keeps into consideration 
that lack of information leads to confusion, frustration and anger 
by the public. 
To be prepared, YWCAs will have a crisis communications team 
composed of the National General Secretaryand the relevant 
departmental head or constituent manager 
The 1st step for the team is to release holding statements which 
are used immediately after crisis breaks. They will be posted on 
website, social media platforms, and sent to journalists in 
response to enquiries.  From here the team will assess the
situation and develop appropriate messages. 

d) Management of Communication
The YWCAs are proposed to have an IT and Communications
personnel that takes the lead in leveraging on digital technology, 
design and implementation of the communication strategy and 
acts as the focal point for shaping internal communication any 
external communication.  The Communications office is to work 
closely with the NGS’s and Head of departments for any
communication-related matters. 

Any communication (formal and informal such as promotional ma-
terials) being prepared for external audiences should be reviewed 
by the IT and Communications Office.

Key tasks for the IT and Communications Officer include: 
• Monitor and implement YWCA communication strategy. 
• Engage in digital advocacy 
• Develop and produce external communication materials. 
• Develop key massages 
• Monitor and evaluate dissemination of program communication
  materials. 
• Review external publication and materials before dissemination 
• Identify and work with free-lance media professionals to capture
  project activities. 
• Maintain and update the YWCA website. 
• Press and media relations, including development of media
  advisories, press releases and briefing. 
• Lead YWCA social media presence. 
• Develop taking points of media and advocacy messages. 
• Event management. 

  recommended number of words is 600 words. 
• If the press release is about an event, include the date time, date, and
  location of the event. 
• Pre-press releases should be send out at least 4 days before the event or
  the start of a project. Post press releases should be send out on the same
  day, and preferably prepared before. You can send out an email a day
  before informing the press of a forthcoming press release. 
• Follow-up phone calls may also be made to the press to ensure that the
  press release was received and to inquire if anyone will be attending if an
  event. 
• Use the headline of the press release as the subject line of the email 
• Provide a contact number (valid phone number and email address) at the
  bottom of the press release in case of interviews. The contact person should
  be the Communications and Marketing Officer. 
• Each press release should be accompanied by at least two photos relevant
  to the news of the press release. The photos should be action shots and
  non-posed. The photo should be at least 300 dpi. The longest side of the
  photo needs to be 9 inches. 
• The NGS should review each press release before its distributed to the
  media. 
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ii)Op-Eds – To ensure that YWCA participates in the global con-
versations on research for policy change, YWCA will invest time 
and resources to producing op-eds placed in various medias. 
These op-eds reiterating YWCA’s messages and position on vari-
ous issues will be produced by staff, advisory board, partners  
and  allies who are experts on certain issues.  Once the topic is 
decided and the writer is selected, the communications team 
should get in touch with editors and pitch the idea. 
Each publication has its own editorial guidelines, and the commu-
nications team should be aware of the target publisher’s guide-
lines to increase chances of publication. However, YWCA’s inter-
nal editorial guidelines requirements are as follows:
• Timeliness, significance, proximity and human interest should be
  the guiding concepts. Before writing the op-ed, these questions
  should be asked: is this issue dominating the news or can it be
  linked to the news? Will the readers care about it? Why should
  they care about it? Does it appeal to the human emotion?
  Is there substance in my argument? 
• Be clear and concise in your language and the general message.
  Arguments need to present a clear line of thinking. 
• Language should be free of jargon and acronyms.
• Your opening and ending need to be powerful in order to
  capture the readers’ attention right away. 
• Provide evidence to support arguments. 
• Do not use subheadings. 
• Unlike press releases, op-ed can be written in the first person
  point of view (the use of me, us, etc.) Op-eds with a strong voice
  of the writer are highly encouraged. 
• The length of the op-ed will depend with the targeted

iii) Audio Visual and Visual Production: The following principles 
should guide the collection of audio-visual materials for the 
YWCAs. 
• All videos and photos should be collected without causing harm 
or offense to anyone. Dignity, respect and accuracy should be 
guiding principles while collecting photographs and videos. Any 
photograph collected or published by YWCA should not promote 
any stereotypes, violate privacy or be culturally insensitivity.  
• Written permission by way of release forms must be provided 
before any photos are collected or published. 
• To ensure correct attribution, the following information must be 
collected alongside the material: name of the person with the cor-
rect spelling, date of birth, age, professional name of the person 
if any, details of the place where the material was collected such 
as name of the place, name of event, date, and any other context 
that might help understand the relevance of the photo. 
• If the photograph has a group of people, the names should start 
from left to right. 
• Action shots whose composition tells a story are encouraged 
over posed photos unless needed in specific instances. Photos 
and footage should not be or appear staged. 
• Photos and footage should be saved in the following format: 
person name, event, date, number.

• Footage and photos should be of HD quality. For still photos, the 
image should be at least 2000 pixels along the longest edge with 
a file size of around 1-5 MB. 
• Captions should be in present tense. If the caption is more than 
one sentence, the past tense can be used but the first sentence 
ought to be in present tense. However, keep the caption short. 
Make sure to spell the names of people and places correctly. 
Avoid assumptions or speculations in captions that is, using 
words such as happy, sad, lucky, horrific, and unfortunate, while 
describing people or events in a photo. Let the photo speak for 
itself in this regard.

iv) Newsletter:   YWCAs will send one newsletter at the beginning 
of each month to all stakeholder. The purpose of this newsletter 
is to showcase the ongoing work. The newsletters, which will be 
send out through Mail chimp.
 
v) Emails and Mass SMS: since not everyone can access email 
simultaneously urgent messages of meetings will be shared 
through digital SMS application. 

vi) Website: The YWCAs will utilize the website not only to inform 
the stakeholders with updates, but as an informational sharing 
and training portal on research. The news/articles section of the 
website will be updated twice a week. The communications 
department will ensure that the look and feel of the website is 
user friendly, and that we increase daily visits to the website, as 
well as ensure that we have strong Search Engine Optimization 
(SEO) so YWCAs features in top web searches. The communica-

tion team will also ensure that members utilize this portal to 
exchange information, learn from each other and push forward 
the vision and mission of YWCA. 

vii) Policy briefs: provide and analysis of various current policies 
and issues. They are widely shared on websites and all social 
media platforms 

Viii) Promotional Materials: YWCAs will invest in producing print 
materials that include short key messages, information about the 
YWCAs, its mission and vision. These will include: t-shirts, caps, 
flash-disks, pens, mugs, photo exhibits, banners, posters,
stickers, and more. 

ix) Broadcast media: We are aware that a good number of our 
partners/clients might not access the internet, or might have slow 
connection. For this reason, we   will explore the option of radio 
and TV interviews in specific areas as well as written articles. 

x) Social Media: So far, YWCAs has managed to reach over 
(please put number) followers on Twitter and how many likes on 
Facebook, Workplace and others. A strategy focusing on how to 
grow our presence on social media should currently be
developed and will be incorporated into this overall communica-
tion strategy.
 
xi) Public Speaking: An advocacy strategy should be developed 
to ensure that YWCAs participates fully in global conversations 
around the issue of research and policy.  

Xii) Performance Surveys: A survey will be conducted after every 
four months to ensure that the YWCA caters to the needs of its 
stakeholders and those in need.

xiii) YWCA working groups: a group will communicate with
relevant partners to support and influence national level policies 
on local government level. The group will monitor issues to do 
with accountability, governance and transparency. 

c) Crisis Communication
It is important to make provisions for crisis communication in inci-
dents involving YWCAs staff, or being publicly dragged into 
discussion or suffering public accusations. Failure to proper 
response could lead to more damages to YWCA image than 
would otherwise be the case in terms of perception by external 
audiences and stakeholders. This plan keeps into consideration 
that lack of information leads to confusion, frustration and anger 
by the public. 
To be prepared, YWCAs will have a crisis communications team 
composed of the National General Secretaryand the relevant 
departmental head or constituent manager 
The 1st step for the team is to release holding statements which 
are used immediately after crisis breaks. They will be posted on 
website, social media platforms, and sent to journalists in 
response to enquiries.  From here the team will assess the
situation and develop appropriate messages. 

d) Management of Communication
The YWCAs are proposed to have an IT and Communications
personnel that takes the lead in leveraging on digital technology, 
design and implementation of the communication strategy and 
acts as the focal point for shaping internal communication any 
external communication.  The Communications office is to work 
closely with the NGS’s and Head of departments for any
communication-related matters. 

Any communication (formal and informal such as promotional ma-
terials) being prepared for external audiences should be reviewed 
by the IT and Communications Office.

Key tasks for the IT and Communications Officer include: 
• Monitor and implement YWCA communication strategy. 
• Engage in digital advocacy 
• Develop and produce external communication materials. 
• Develop key massages 
• Monitor and evaluate dissemination of program communication
  materials. 
• Review external publication and materials before dissemination 
• Identify and work with free-lance media professionals to capture
  project activities. 
• Maintain and update the YWCA website. 
• Press and media relations, including development of media
  advisories, press releases and briefing. 
• Lead YWCA social media presence. 
• Develop taking points of media and advocacy messages. 
• Event management. 
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ii)Op-Eds – To ensure that YWCA participates in the global con-
versations on research for policy change, YWCA will invest time 
and resources to producing op-eds placed in various medias. 
These op-eds reiterating YWCA’s messages and position on vari-
ous issues will be produced by staff, advisory board, partners  
and  allies who are experts on certain issues.  Once the topic is 
decided and the writer is selected, the communications team 
should get in touch with editors and pitch the idea. 
Each publication has its own editorial guidelines, and the commu-
nications team should be aware of the target publisher’s guide-
lines to increase chances of publication. However, YWCA’s inter-
nal editorial guidelines requirements are as follows:
• Timeliness, significance, proximity and human interest should be
  the guiding concepts. Before writing the op-ed, these questions
  should be asked: is this issue dominating the news or can it be
  linked to the news? Will the readers care about it? Why should
  they care about it? Does it appeal to the human emotion?
  Is there substance in my argument? 
• Be clear and concise in your language and the general message.
  Arguments need to present a clear line of thinking. 
• Language should be free of jargon and acronyms.
• Your opening and ending need to be powerful in order to
  capture the readers’ attention right away. 
• Provide evidence to support arguments. 
• Do not use subheadings. 
• Unlike press releases, op-ed can be written in the first person
  point of view (the use of me, us, etc.) Op-eds with a strong voice
  of the writer are highly encouraged. 
• The length of the op-ed will depend with the targeted

iii) Audio Visual and Visual Production: The following principles 
should guide the collection of audio-visual materials for the 
YWCAs. 
• All videos and photos should be collected without causing harm 
or offense to anyone. Dignity, respect and accuracy should be 
guiding principles while collecting photographs and videos. Any 
photograph collected or published by YWCA should not promote 
any stereotypes, violate privacy or be culturally insensitivity.  
• Written permission by way of release forms must be provided 
before any photos are collected or published. 
• To ensure correct attribution, the following information must be 
collected alongside the material: name of the person with the cor-
rect spelling, date of birth, age, professional name of the person 
if any, details of the place where the material was collected such 
as name of the place, name of event, date, and any other context 
that might help understand the relevance of the photo. 
• If the photograph has a group of people, the names should start 
from left to right. 
• Action shots whose composition tells a story are encouraged 
over posed photos unless needed in specific instances. Photos 
and footage should not be or appear staged. 
• Photos and footage should be saved in the following format: 
person name, event, date, number.

  publication but 1000 words is standard. 
• Include a cover note with a brief summary of the article.
• Include contact information. 
• If the op-ed is unsolicited, give each publication a week to
  consider before you pitch it to another publication. 

• Footage and photos should be of HD quality. For still photos, the 
image should be at least 2000 pixels along the longest edge with 
a file size of around 1-5 MB. 
• Captions should be in present tense. If the caption is more than 
one sentence, the past tense can be used but the first sentence 
ought to be in present tense. However, keep the caption short. 
Make sure to spell the names of people and places correctly. 
Avoid assumptions or speculations in captions that is, using 
words such as happy, sad, lucky, horrific, and unfortunate, while 
describing people or events in a photo. Let the photo speak for 
itself in this regard.

iv) Newsletter:   YWCAs will send one newsletter at the beginning 
of each month to all stakeholder. The purpose of this newsletter 
is to showcase the ongoing work. The newsletters, which will be 
send out through Mail chimp.
 
v) Emails and Mass SMS: since not everyone can access email 
simultaneously urgent messages of meetings will be shared 
through digital SMS application. 

vi) Website: The YWCAs will utilize the website not only to inform 
the stakeholders with updates, but as an informational sharing 
and training portal on research. The news/articles section of the 
website will be updated twice a week. The communications 
department will ensure that the look and feel of the website is 
user friendly, and that we increase daily visits to the website, as 
well as ensure that we have strong Search Engine Optimization 
(SEO) so YWCAs features in top web searches. The communica-

tion team will also ensure that members utilize this portal to 
exchange information, learn from each other and push forward 
the vision and mission of YWCA. 

vii) Policy briefs: provide and analysis of various current policies 
and issues. They are widely shared on websites and all social 
media platforms 

Viii) Promotional Materials: YWCAs will invest in producing print 
materials that include short key messages, information about the 
YWCAs, its mission and vision. These will include: t-shirts, caps, 
flash-disks, pens, mugs, photo exhibits, banners, posters,
stickers, and more. 

ix) Broadcast media: We are aware that a good number of our 
partners/clients might not access the internet, or might have slow 
connection. For this reason, we   will explore the option of radio 
and TV interviews in specific areas as well as written articles. 

x) Social Media: So far, YWCAs has managed to reach over 
(please put number) followers on Twitter and how many likes on 
Facebook, Workplace and others. A strategy focusing on how to 
grow our presence on social media should currently be
developed and will be incorporated into this overall communica-
tion strategy.
 
xi) Public Speaking: An advocacy strategy should be developed 
to ensure that YWCAs participates fully in global conversations 
around the issue of research and policy.  

Xii) Performance Surveys: A survey will be conducted after every 
four months to ensure that the YWCA caters to the needs of its 
stakeholders and those in need.

xiii) YWCA working groups: a group will communicate with
relevant partners to support and influence national level policies 
on local government level. The group will monitor issues to do 
with accountability, governance and transparency. 

c) Crisis Communication
It is important to make provisions for crisis communication in inci-
dents involving YWCAs staff, or being publicly dragged into 
discussion or suffering public accusations. Failure to proper 
response could lead to more damages to YWCA image than 
would otherwise be the case in terms of perception by external 
audiences and stakeholders. This plan keeps into consideration 
that lack of information leads to confusion, frustration and anger 
by the public. 
To be prepared, YWCAs will have a crisis communications team 
composed of the National General Secretaryand the relevant 
departmental head or constituent manager 
The 1st step for the team is to release holding statements which 
are used immediately after crisis breaks. They will be posted on 
website, social media platforms, and sent to journalists in 
response to enquiries.  From here the team will assess the
situation and develop appropriate messages. 

d) Management of Communication
The YWCAs are proposed to have an IT and Communications
personnel that takes the lead in leveraging on digital technology, 
design and implementation of the communication strategy and 
acts as the focal point for shaping internal communication any 
external communication.  The Communications office is to work 
closely with the NGS’s and Head of departments for any
communication-related matters. 

Any communication (formal and informal such as promotional ma-
terials) being prepared for external audiences should be reviewed 
by the IT and Communications Office.

Key tasks for the IT and Communications Officer include: 
• Monitor and implement YWCA communication strategy. 
• Engage in digital advocacy 
• Develop and produce external communication materials. 
• Develop key massages 
• Monitor and evaluate dissemination of program communication
  materials. 
• Review external publication and materials before dissemination 
• Identify and work with free-lance media professionals to capture
  project activities. 
• Maintain and update the YWCA website. 
• Press and media relations, including development of media
  advisories, press releases and briefing. 
• Lead YWCA social media presence. 
• Develop taking points of media and advocacy messages. 
• Event management. 
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iii) Audio Visual and Visual Production: The following principles 
should guide the collection of audio-visual materials for the 
YWCAs. 
• All videos and photos should be collected without causing harm 
or offense to anyone. Dignity, respect and accuracy should be 
guiding principles while collecting photographs and videos. Any 
photograph collected or published by YWCA should not promote 
any stereotypes, violate privacy or be culturally insensitivity.  
• Written permission by way of release forms must be provided 
before any photos are collected or published. 
• To ensure correct attribution, the following information must be 
collected alongside the material: name of the person with the cor-
rect spelling, date of birth, age, professional name of the person 
if any, details of the place where the material was collected such 
as name of the place, name of event, date, and any other context 
that might help understand the relevance of the photo. 
• If the photograph has a group of people, the names should start 
from left to right. 
• Action shots whose composition tells a story are encouraged 
over posed photos unless needed in specific instances. Photos 
and footage should not be or appear staged. 
• Photos and footage should be saved in the following format: 
person name, event, date, number.

• Footage and photos should be of HD quality. For still photos, the 
image should be at least 2000 pixels along the longest edge with 
a file size of around 1-5 MB. 
• Captions should be in present tense. If the caption is more than 
one sentence, the past tense can be used but the first sentence 
ought to be in present tense. However, keep the caption short. 
Make sure to spell the names of people and places correctly. 
Avoid assumptions or speculations in captions that is, using 
words such as happy, sad, lucky, horrific, and unfortunate, while 
describing people or events in a photo. Let the photo speak for 
itself in this regard.

iv) Newsletter:   YWCAs will send one newsletter at the beginning 
of each month to all stakeholder. The purpose of this newsletter 
is to showcase the ongoing work. The newsletters, which will be 
send out through Mail chimp.
 
v) Emails and Mass SMS: since not everyone can access email 
simultaneously urgent messages of meetings will be shared 
through digital SMS application. 

vi) Website: The YWCAs will utilize the website not only to inform 
the stakeholders with updates, but as an informational sharing 
and training portal on research. The news/articles section of the 
website will be updated twice a week. The communications 
department will ensure that the look and feel of the website is 
user friendly, and that we increase daily visits to the website, as 
well as ensure that we have strong Search Engine Optimization 
(SEO) so YWCAs features in top web searches. The communica-

tion team will also ensure that members utilize this portal to 
exchange information, learn from each other and push forward 
the vision and mission of YWCA. 

vii) Policy briefs: provide and analysis of various current policies 
and issues. They are widely shared on websites and all social 
media platforms 

Viii) Promotional Materials: YWCAs will invest in producing print 
materials that include short key messages, information about the 
YWCAs, its mission and vision. These will include: t-shirts, caps, 
flash-disks, pens, mugs, photo exhibits, banners, posters,
stickers, and more. 

ix) Broadcast media: We are aware that a good number of our 
partners/clients might not access the internet, or might have slow 
connection. For this reason, we   will explore the option of radio 
and TV interviews in specific areas as well as written articles. 

x) Social Media: So far, YWCAs has managed to reach over 
(please put number) followers on Twitter and how many likes on 
Facebook, Workplace and others. A strategy focusing on how to 
grow our presence on social media should currently be
developed and will be incorporated into this overall communica-
tion strategy.
 
xi) Public Speaking: An advocacy strategy should be developed 
to ensure that YWCAs participates fully in global conversations 
around the issue of research and policy.  

Xii) Performance Surveys: A survey will be conducted after every 
four months to ensure that the YWCA caters to the needs of its 
stakeholders and those in need.

xiii) YWCA working groups: a group will communicate with
relevant partners to support and influence national level policies 
on local government level. The group will monitor issues to do 
with accountability, governance and transparency. 

c) Crisis Communication
It is important to make provisions for crisis communication in inci-
dents involving YWCAs staff, or being publicly dragged into 
discussion or suffering public accusations. Failure to proper 
response could lead to more damages to YWCA image than 
would otherwise be the case in terms of perception by external 
audiences and stakeholders. This plan keeps into consideration 
that lack of information leads to confusion, frustration and anger 
by the public. 
To be prepared, YWCAs will have a crisis communications team 
composed of the National General Secretaryand the relevant 
departmental head or constituent manager 
The 1st step for the team is to release holding statements which 
are used immediately after crisis breaks. They will be posted on 
website, social media platforms, and sent to journalists in 
response to enquiries.  From here the team will assess the
situation and develop appropriate messages. 

d) Management of Communication
The YWCAs are proposed to have an IT and Communications
personnel that takes the lead in leveraging on digital technology, 
design and implementation of the communication strategy and 
acts as the focal point for shaping internal communication any 
external communication.  The Communications office is to work 
closely with the NGS’s and Head of departments for any
communication-related matters. 

Any communication (formal and informal such as promotional ma-
terials) being prepared for external audiences should be reviewed 
by the IT and Communications Office.

Key tasks for the IT and Communications Officer include: 
• Monitor and implement YWCA communication strategy. 
• Engage in digital advocacy 
• Develop and produce external communication materials. 
• Develop key massages 
• Monitor and evaluate dissemination of program communication
  materials. 
• Review external publication and materials before dissemination 
• Identify and work with free-lance media professionals to capture
  project activities. 
• Maintain and update the YWCA website. 
• Press and media relations, including development of media
  advisories, press releases and briefing. 
• Lead YWCA social media presence. 
• Develop taking points of media and advocacy messages. 
• Event management. 
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iii) Audio Visual and Visual Production: The following principles 
should guide the collection of audio-visual materials for the 
YWCAs. 
• All videos and photos should be collected without causing harm 
or offense to anyone. Dignity, respect and accuracy should be 
guiding principles while collecting photographs and videos. Any 
photograph collected or published by YWCA should not promote 
any stereotypes, violate privacy or be culturally insensitivity.  
• Written permission by way of release forms must be provided 
before any photos are collected or published. 
• To ensure correct attribution, the following information must be 
collected alongside the material: name of the person with the cor-
rect spelling, date of birth, age, professional name of the person 
if any, details of the place where the material was collected such 
as name of the place, name of event, date, and any other context 
that might help understand the relevance of the photo. 
• If the photograph has a group of people, the names should start 
from left to right. 
• Action shots whose composition tells a story are encouraged 
over posed photos unless needed in specific instances. Photos 
and footage should not be or appear staged. 
• Photos and footage should be saved in the following format: 
person name, event, date, number.

• Footage and photos should be of HD quality. For still photos, the 
image should be at least 2000 pixels along the longest edge with 
a file size of around 1-5 MB. 
• Captions should be in present tense. If the caption is more than 
one sentence, the past tense can be used but the first sentence 
ought to be in present tense. However, keep the caption short. 
Make sure to spell the names of people and places correctly. 
Avoid assumptions or speculations in captions that is, using 
words such as happy, sad, lucky, horrific, and unfortunate, while 
describing people or events in a photo. Let the photo speak for 
itself in this regard.

iv) Newsletter:   YWCAs will send one newsletter at the beginning 
of each month to all stakeholder. The purpose of this newsletter 
is to showcase the ongoing work. The newsletters, which will be 
send out through Mail chimp.
 
v) Emails and Mass SMS: since not everyone can access email 
simultaneously urgent messages of meetings will be shared 
through digital SMS application. 

vi) Website: The YWCAs will utilize the website not only to inform 
the stakeholders with updates, but as an informational sharing 
and training portal on research. The news/articles section of the 
website will be updated twice a week. The communications 
department will ensure that the look and feel of the website is 
user friendly, and that we increase daily visits to the website, as 
well as ensure that we have strong Search Engine Optimization 
(SEO) so YWCAs features in top web searches. The communica-

tion team will also ensure that members utilize this portal to 
exchange information, learn from each other and push forward 
the vision and mission of YWCA. 

vii) Policy briefs: provide and analysis of various current policies 
and issues. They are widely shared on websites and all social 
media platforms 

Viii) Promotional Materials: YWCAs will invest in producing print 
materials that include short key messages, information about the 
YWCAs, its mission and vision. These will include: t-shirts, caps, 
flash-disks, pens, mugs, photo exhibits, banners, posters,
stickers, and more. 

ix) Broadcast media: We are aware that a good number of our 
partners/clients might not access the internet, or might have slow 
connection. For this reason, we   will explore the option of radio 
and TV interviews in specific areas as well as written articles. 

x) Social Media: So far, YWCAs has managed to reach over 
(please put number) followers on Twitter and how many likes on 
Facebook, Workplace and others. A strategy focusing on how to 
grow our presence on social media should currently be
developed and will be incorporated into this overall communica-
tion strategy.
 
xi) Public Speaking: An advocacy strategy should be developed 
to ensure that YWCAs participates fully in global conversations 
around the issue of research and policy.  

Xii) Performance Surveys: A survey will be conducted after every 
four months to ensure that the YWCA caters to the needs of its 
stakeholders and those in need.

xiii) YWCA working groups: a group will communicate with
relevant partners to support and influence national level policies 
on local government level. The group will monitor issues to do 
with accountability, governance and transparency. 

c) Crisis Communication
It is important to make provisions for crisis communication in inci-
dents involving YWCAs staff, or being publicly dragged into 
discussion or suffering public accusations. Failure to proper 
response could lead to more damages to YWCA image than 
would otherwise be the case in terms of perception by external 
audiences and stakeholders. This plan keeps into consideration 
that lack of information leads to confusion, frustration and anger 
by the public. 
To be prepared, YWCAs will have a crisis communications team 
composed of the National General Secretaryand the relevant 
departmental head or constituent manager 
The 1st step for the team is to release holding statements which 
are used immediately after crisis breaks. They will be posted on 
website, social media platforms, and sent to journalists in 
response to enquiries.  From here the team will assess the
situation and develop appropriate messages. 

d) Management of Communication
The YWCAs are proposed to have an IT and Communications
personnel that takes the lead in leveraging on digital technology, 
design and implementation of the communication strategy and 
acts as the focal point for shaping internal communication any 
external communication.  The Communications office is to work 
closely with the NGS’s and Head of departments for any
communication-related matters. 

Any communication (formal and informal such as promotional ma-
terials) being prepared for external audiences should be reviewed 
by the IT and Communications Office.

Key tasks for the IT and Communications Officer include: 
• Monitor and implement YWCA communication strategy. 
• Engage in digital advocacy 
• Develop and produce external communication materials. 
• Develop key massages 
• Monitor and evaluate dissemination of program communication
  materials. 
• Review external publication and materials before dissemination 
• Identify and work with free-lance media professionals to capture
  project activities. 
• Maintain and update the YWCA website. 
• Press and media relations, including development of media
  advisories, press releases and briefing. 
• Lead YWCA social media presence. 
• Develop taking points of media and advocacy messages. 
• Event management. 
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iii) Audio Visual and Visual Production: The following principles 
should guide the collection of audio-visual materials for the 
YWCAs. 
• All videos and photos should be collected without causing harm 
or offense to anyone. Dignity, respect and accuracy should be 
guiding principles while collecting photographs and videos. Any 
photograph collected or published by YWCA should not promote 
any stereotypes, violate privacy or be culturally insensitivity.  
• Written permission by way of release forms must be provided 
before any photos are collected or published. 
• To ensure correct attribution, the following information must be 
collected alongside the material: name of the person with the cor-
rect spelling, date of birth, age, professional name of the person 
if any, details of the place where the material was collected such 
as name of the place, name of event, date, and any other context 
that might help understand the relevance of the photo. 
• If the photograph has a group of people, the names should start 
from left to right. 
• Action shots whose composition tells a story are encouraged 
over posed photos unless needed in specific instances. Photos 
and footage should not be or appear staged. 
• Photos and footage should be saved in the following format: 
person name, event, date, number.

• Footage and photos should be of HD quality. For still photos, the 
image should be at least 2000 pixels along the longest edge with 
a file size of around 1-5 MB. 
• Captions should be in present tense. If the caption is more than 
one sentence, the past tense can be used but the first sentence 
ought to be in present tense. However, keep the caption short. 
Make sure to spell the names of people and places correctly. 
Avoid assumptions or speculations in captions that is, using 
words such as happy, sad, lucky, horrific, and unfortunate, while 
describing people or events in a photo. Let the photo speak for 
itself in this regard.

iv) Newsletter:   YWCAs will send one newsletter at the beginning 
of each month to all stakeholder. The purpose of this newsletter 
is to showcase the ongoing work. The newsletters, which will be 
send out through Mail chimp.
 
v) Emails and Mass SMS: since not everyone can access email 
simultaneously urgent messages of meetings will be shared 
through digital SMS application. 

vi) Website: The YWCAs will utilize the website not only to inform 
the stakeholders with updates, but as an informational sharing 
and training portal on research. The news/articles section of the 
website will be updated twice a week. The communications 
department will ensure that the look and feel of the website is 
user friendly, and that we increase daily visits to the website, as 
well as ensure that we have strong Search Engine Optimization 
(SEO) so YWCAs features in top web searches. The communica-

tion team will also ensure that members utilize this portal to 
exchange information, learn from each other and push forward 
the vision and mission of YWCA. 

vii) Policy briefs: provide and analysis of various current policies 
and issues. They are widely shared on websites and all social 
media platforms 

Viii) Promotional Materials: YWCAs will invest in producing print 
materials that include short key messages, information about the 
YWCAs, its mission and vision. These will include: t-shirts, caps, 
flash-disks, pens, mugs, photo exhibits, banners, posters,
stickers, and more. 

ix) Broadcast media: We are aware that a good number of our 
partners/clients might not access the internet, or might have slow 
connection. For this reason, we   will explore the option of radio 
and TV interviews in specific areas as well as written articles. 

x) Social Media: So far, YWCAs has managed to reach over 
(please put number) followers on Twitter and how many likes on 
Facebook, Workplace and others. A strategy focusing on how to 
grow our presence on social media should currently be
developed and will be incorporated into this overall communica-
tion strategy.
 
xi) Public Speaking: An advocacy strategy should be developed 
to ensure that YWCAs participates fully in global conversations 
around the issue of research and policy.  

Xii) Performance Surveys: A survey will be conducted after every 
four months to ensure that the YWCA caters to the needs of its 
stakeholders and those in need.

xiii) YWCA working groups: a group will communicate with
relevant partners to support and influence national level policies 
on local government level. The group will monitor issues to do 
with accountability, governance and transparency. 

c) Crisis Communication
It is important to make provisions for crisis communication in inci-
dents involving YWCAs staff, or being publicly dragged into 
discussion or suffering public accusations. Failure to proper 
response could lead to more damages to YWCA image than 
would otherwise be the case in terms of perception by external 
audiences and stakeholders. This plan keeps into consideration 
that lack of information leads to confusion, frustration and anger 
by the public. 
To be prepared, YWCAs will have a crisis communications team 
composed of the National General Secretaryand the relevant 
departmental head or constituent manager 
The 1st step for the team is to release holding statements which 
are used immediately after crisis breaks. They will be posted on 
website, social media platforms, and sent to journalists in 
response to enquiries.  From here the team will assess the
situation and develop appropriate messages. 

d) Management of Communication
The YWCAs are proposed to have an IT and Communications
personnel that takes the lead in leveraging on digital technology, 
design and implementation of the communication strategy and 
acts as the focal point for shaping internal communication any 
external communication.  The Communications office is to work 
closely with the NGS’s and Head of departments for any
communication-related matters. 

Any communication (formal and informal such as promotional ma-
terials) being prepared for external audiences should be reviewed 
by the IT and Communications Office.

Key tasks for the IT and Communications Officer include: 
• Monitor and implement YWCA communication strategy. 
• Engage in digital advocacy 
• Develop and produce external communication materials. 
• Develop key massages 
• Monitor and evaluate dissemination of program communication
  materials. 
• Review external publication and materials before dissemination 
• Identify and work with free-lance media professionals to capture
  project activities. 
• Maintain and update the YWCA website. 
• Press and media relations, including development of media
  advisories, press releases and briefing. 
• Lead YWCA social media presence. 
• Develop taking points of media and advocacy messages. 
• Event management. 
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iii) Audio Visual and Visual Production: The following principles 
should guide the collection of audio-visual materials for the 
YWCAs. 
• All videos and photos should be collected without causing harm 
or offense to anyone. Dignity, respect and accuracy should be 
guiding principles while collecting photographs and videos. Any 
photograph collected or published by YWCA should not promote 
any stereotypes, violate privacy or be culturally insensitivity.  
• Written permission by way of release forms must be provided 
before any photos are collected or published. 
• To ensure correct attribution, the following information must be 
collected alongside the material: name of the person with the cor-
rect spelling, date of birth, age, professional name of the person 
if any, details of the place where the material was collected such 
as name of the place, name of event, date, and any other context 
that might help understand the relevance of the photo. 
• If the photograph has a group of people, the names should start 
from left to right. 
• Action shots whose composition tells a story are encouraged 
over posed photos unless needed in specific instances. Photos 
and footage should not be or appear staged. 
• Photos and footage should be saved in the following format: 
person name, event, date, number.

• Footage and photos should be of HD quality. For still photos, the 
image should be at least 2000 pixels along the longest edge with 
a file size of around 1-5 MB. 
• Captions should be in present tense. If the caption is more than 
one sentence, the past tense can be used but the first sentence 
ought to be in present tense. However, keep the caption short. 
Make sure to spell the names of people and places correctly. 
Avoid assumptions or speculations in captions that is, using 
words such as happy, sad, lucky, horrific, and unfortunate, while 
describing people or events in a photo. Let the photo speak for 
itself in this regard.

iv) Newsletter:   YWCAs will send one newsletter at the beginning 
of each month to all stakeholder. The purpose of this newsletter 
is to showcase the ongoing work. The newsletters, which will be 
send out through Mail chimp.
 
v) Emails and Mass SMS: since not everyone can access email 
simultaneously urgent messages of meetings will be shared 
through digital SMS application. 

vi) Website: The YWCAs will utilize the website not only to inform 
the stakeholders with updates, but as an informational sharing 
and training portal on research. The news/articles section of the 
website will be updated twice a week. The communications 
department will ensure that the look and feel of the website is 
user friendly, and that we increase daily visits to the website, as 
well as ensure that we have strong Search Engine Optimization 
(SEO) so YWCAs features in top web searches. The communica-

tion team will also ensure that members utilize this portal to 
exchange information, learn from each other and push forward 
the vision and mission of YWCA. 

vii) Policy briefs: provide and analysis of various current policies 
and issues. They are widely shared on websites and all social 
media platforms 

Viii) Promotional Materials: YWCAs will invest in producing print 
materials that include short key messages, information about the 
YWCAs, its mission and vision. These will include: t-shirts, caps, 
flash-disks, pens, mugs, photo exhibits, banners, posters,
stickers, and more. 

ix) Broadcast media: We are aware that a good number of our 
partners/clients might not access the internet, or might have slow 
connection. For this reason, we   will explore the option of radio 
and TV interviews in specific areas as well as written articles. 

x) Social Media: So far, YWCAs has managed to reach over 
(please put number) followers on Twitter and how many likes on 
Facebook, Workplace and others. A strategy focusing on how to 
grow our presence on social media should currently be
developed and will be incorporated into this overall communica-
tion strategy.
 
xi) Public Speaking: An advocacy strategy should be developed 
to ensure that YWCAs participates fully in global conversations 
around the issue of research and policy.  

Xii) Performance Surveys: A survey will be conducted after every 
four months to ensure that the YWCA caters to the needs of its 
stakeholders and those in need.

xiii) YWCA working groups: a group will communicate with
relevant partners to support and influence national level policies 
on local government level. The group will monitor issues to do 
with accountability, governance and transparency. 

c) Crisis Communication
It is important to make provisions for crisis communication in inci-
dents involving YWCAs staff, or being publicly dragged into 
discussion or suffering public accusations. Failure to proper 
response could lead to more damages to YWCA image than 
would otherwise be the case in terms of perception by external 
audiences and stakeholders. This plan keeps into consideration 
that lack of information leads to confusion, frustration and anger 
by the public. 
To be prepared, YWCAs will have a crisis communications team 
composed of the National General Secretaryand the relevant 
departmental head or constituent manager 
The 1st step for the team is to release holding statements which 
are used immediately after crisis breaks. They will be posted on 
website, social media platforms, and sent to journalists in 
response to enquiries.  From here the team will assess the
situation and develop appropriate messages. 

d) Management of Communication
The YWCAs are proposed to have an IT and Communications
personnel that takes the lead in leveraging on digital technology, 
design and implementation of the communication strategy and 
acts as the focal point for shaping internal communication any 
external communication.  The Communications office is to work 
closely with the NGS’s and Head of departments for any
communication-related matters. 

Any communication (formal and informal such as promotional ma-
terials) being prepared for external audiences should be reviewed 
by the IT and Communications Office.

Key tasks for the IT and Communications Officer include: 
• Monitor and implement YWCA communication strategy. 
• Engage in digital advocacy 
• Develop and produce external communication materials. 
• Develop key massages 
• Monitor and evaluate dissemination of program communication
  materials. 
• Review external publication and materials before dissemination 
• Identify and work with free-lance media professionals to capture
  project activities. 
• Maintain and update the YWCA website. 
• Press and media relations, including development of media
  advisories, press releases and briefing. 
• Lead YWCA social media presence. 
• Develop taking points of media and advocacy messages. 
• Event management. 
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iii) Audio Visual and Visual Production: The following principles 
should guide the collection of audio-visual materials for the 
YWCAs. 
• All videos and photos should be collected without causing harm 
or offense to anyone. Dignity, respect and accuracy should be 
guiding principles while collecting photographs and videos. Any 
photograph collected or published by YWCA should not promote 
any stereotypes, violate privacy or be culturally insensitivity.  
• Written permission by way of release forms must be provided 
before any photos are collected or published. 
• To ensure correct attribution, the following information must be 
collected alongside the material: name of the person with the cor-
rect spelling, date of birth, age, professional name of the person 
if any, details of the place where the material was collected such 
as name of the place, name of event, date, and any other context 
that might help understand the relevance of the photo. 
• If the photograph has a group of people, the names should start 
from left to right. 
• Action shots whose composition tells a story are encouraged 
over posed photos unless needed in specific instances. Photos 
and footage should not be or appear staged. 
• Photos and footage should be saved in the following format: 
person name, event, date, number.

• Footage and photos should be of HD quality. For still photos, the 
image should be at least 2000 pixels along the longest edge with 
a file size of around 1-5 MB. 
• Captions should be in present tense. If the caption is more than 
one sentence, the past tense can be used but the first sentence 
ought to be in present tense. However, keep the caption short. 
Make sure to spell the names of people and places correctly. 
Avoid assumptions or speculations in captions that is, using 
words such as happy, sad, lucky, horrific, and unfortunate, while 
describing people or events in a photo. Let the photo speak for 
itself in this regard.

iv) Newsletter:   YWCAs will send one newsletter at the beginning 
of each month to all stakeholder. The purpose of this newsletter 
is to showcase the ongoing work. The newsletters, which will be 
send out through Mail chimp.
 
v) Emails and Mass SMS: since not everyone can access email 
simultaneously urgent messages of meetings will be shared 
through digital SMS application. 

vi) Website: The YWCAs will utilize the website not only to inform 
the stakeholders with updates, but as an informational sharing 
and training portal on research. The news/articles section of the 
website will be updated twice a week. The communications 
department will ensure that the look and feel of the website is 
user friendly, and that we increase daily visits to the website, as 
well as ensure that we have strong Search Engine Optimization 
(SEO) so YWCAs features in top web searches. The communica-

tion team will also ensure that members utilize this portal to 
exchange information, learn from each other and push forward 
the vision and mission of YWCA. 

vii) Policy briefs: provide and analysis of various current policies 
and issues. They are widely shared on websites and all social 
media platforms 

Viii) Promotional Materials: YWCAs will invest in producing print 
materials that include short key messages, information about the 
YWCAs, its mission and vision. These will include: t-shirts, caps, 
flash-disks, pens, mugs, photo exhibits, banners, posters,
stickers, and more. 

ix) Broadcast media: We are aware that a good number of our 
partners/clients might not access the internet, or might have slow 
connection. For this reason, we   will explore the option of radio 
and TV interviews in specific areas as well as written articles. 

x) Social Media: So far, YWCAs has managed to reach over 
(please put number) followers on Twitter and how many likes on 
Facebook, Workplace and others. A strategy focusing on how to 
grow our presence on social media should currently be
developed and will be incorporated into this overall communica-
tion strategy.
 
xi) Public Speaking: An advocacy strategy should be developed 
to ensure that YWCAs participates fully in global conversations 
around the issue of research and policy.  

Xii) Performance Surveys: A survey will be conducted after every 
four months to ensure that the YWCA caters to the needs of its 
stakeholders and those in need.

xiii) YWCA working groups: a group will communicate with
relevant partners to support and influence national level policies 
on local government level. The group will monitor issues to do 
with accountability, governance and transparency. 

c) Crisis Communication
It is important to make provisions for crisis communication in inci-
dents involving YWCAs staff, or being publicly dragged into 
discussion or suffering public accusations. Failure to proper 
response could lead to more damages to YWCA image than 
would otherwise be the case in terms of perception by external 
audiences and stakeholders. This plan keeps into consideration 
that lack of information leads to confusion, frustration and anger 
by the public. 
To be prepared, YWCAs will have a crisis communications team 
composed of the National General Secretaryand the relevant 
departmental head or constituent manager 
The 1st step for the team is to release holding statements which 
are used immediately after crisis breaks. They will be posted on 
website, social media platforms, and sent to journalists in 
response to enquiries.  From here the team will assess the
situation and develop appropriate messages. 

d) Management of Communication
The YWCAs are proposed to have an IT and Communications
personnel that takes the lead in leveraging on digital technology, 
design and implementation of the communication strategy and 
acts as the focal point for shaping internal communication any 
external communication.  The Communications office is to work 
closely with the NGS’s and Head of departments for any
communication-related matters. 

Any communication (formal and informal such as promotional ma-
terials) being prepared for external audiences should be reviewed 
by the IT and Communications Office.

Key tasks for the IT and Communications Officer include: 
• Monitor and implement YWCA communication strategy. 
• Engage in digital advocacy 
• Develop and produce external communication materials. 
• Develop key massages 
• Monitor and evaluate dissemination of program communication
  materials. 
• Review external publication and materials before dissemination 
• Identify and work with free-lance media professionals to capture
  project activities. 
• Maintain and update the YWCA website. 
• Press and media relations, including development of media
  advisories, press releases and briefing. 
• Lead YWCA social media presence. 
• Develop taking points of media and advocacy messages. 
• Event management. 

SPOKESPEOPLE: The official person authorised to speak on behalf 
of YWCA is the National General Secretary, and can accordingly 
liaise with other departments when necessary. 

e) Communication Matrix

IT & Communications
Officer

IT & Communications
Officer

IT & Communications
Officer

IT & Communications
Officer

IT & Communications
Officer

IT & Communications
Officer

IT & Communications
Officer

IT & Communications
Officer
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iii) Audio Visual and Visual Production: The following principles 
should guide the collection of audio-visual materials for the 
YWCAs. 
• All videos and photos should be collected without causing harm 
or offense to anyone. Dignity, respect and accuracy should be 
guiding principles while collecting photographs and videos. Any 
photograph collected or published by YWCA should not promote 
any stereotypes, violate privacy or be culturally insensitivity.  
• Written permission by way of release forms must be provided 
before any photos are collected or published. 
• To ensure correct attribution, the following information must be 
collected alongside the material: name of the person with the cor-
rect spelling, date of birth, age, professional name of the person 
if any, details of the place where the material was collected such 
as name of the place, name of event, date, and any other context 
that might help understand the relevance of the photo. 
• If the photograph has a group of people, the names should start 
from left to right. 
• Action shots whose composition tells a story are encouraged 
over posed photos unless needed in specific instances. Photos 
and footage should not be or appear staged. 
• Photos and footage should be saved in the following format: 
person name, event, date, number.

• Footage and photos should be of HD quality. For still photos, the 
image should be at least 2000 pixels along the longest edge with 
a file size of around 1-5 MB. 
• Captions should be in present tense. If the caption is more than 
one sentence, the past tense can be used but the first sentence 
ought to be in present tense. However, keep the caption short. 
Make sure to spell the names of people and places correctly. 
Avoid assumptions or speculations in captions that is, using 
words such as happy, sad, lucky, horrific, and unfortunate, while 
describing people or events in a photo. Let the photo speak for 
itself in this regard.

iv) Newsletter:   YWCAs will send one newsletter at the beginning 
of each month to all stakeholder. The purpose of this newsletter 
is to showcase the ongoing work. The newsletters, which will be 
send out through Mail chimp.
 
v) Emails and Mass SMS: since not everyone can access email 
simultaneously urgent messages of meetings will be shared 
through digital SMS application. 

vi) Website: The YWCAs will utilize the website not only to inform 
the stakeholders with updates, but as an informational sharing 
and training portal on research. The news/articles section of the 
website will be updated twice a week. The communications 
department will ensure that the look and feel of the website is 
user friendly, and that we increase daily visits to the website, as 
well as ensure that we have strong Search Engine Optimization 
(SEO) so YWCAs features in top web searches. The communica-

f) Media Strategy
Goals 
1. To drive mass awareness on YWCA’s mission, vision and projects.
2. Use various mass media channels to disseminate information 
about the organization, reiterating its key messages and sparking 
the global conversation on the projects that the YWCA will focus 
on.

Objectives
1. Promoting YWCA’s mission and vision through media visibility.
2. Spearhead girls and women conversations as it regards to social
   economic and political issues affecting them.
3. Showcase stakeholders through media visibility and their
   support in advocacy efforts.  
4. Media buying and visibility to increase membership, attract 
donors and other networks.

tion team will also ensure that members utilize this portal to 
exchange information, learn from each other and push forward 
the vision and mission of YWCA. 

vii) Policy briefs: provide and analysis of various current policies 
and issues. They are widely shared on websites and all social 
media platforms 

Viii) Promotional Materials: YWCAs will invest in producing print 
materials that include short key messages, information about the 
YWCAs, its mission and vision. These will include: t-shirts, caps, 
flash-disks, pens, mugs, photo exhibits, banners, posters,
stickers, and more. 

ix) Broadcast media: We are aware that a good number of our 
partners/clients might not access the internet, or might have slow 
connection. For this reason, we   will explore the option of radio 
and TV interviews in specific areas as well as written articles. 

x) Social Media: So far, YWCAs has managed to reach over 
(please put number) followers on Twitter and how many likes on 
Facebook, Workplace and others. A strategy focusing on how to 
grow our presence on social media should currently be
developed and will be incorporated into this overall communica-
tion strategy.
 
xi) Public Speaking: An advocacy strategy should be developed 
to ensure that YWCAs participates fully in global conversations 
around the issue of research and policy.  

Xii) Performance Surveys: A survey will be conducted after every 
four months to ensure that the YWCA caters to the needs of its 
stakeholders and those in need.

xiii) YWCA working groups: a group will communicate with
relevant partners to support and influence national level policies 
on local government level. The group will monitor issues to do 
with accountability, governance and transparency. 

c) Crisis Communication
It is important to make provisions for crisis communication in inci-
dents involving YWCAs staff, or being publicly dragged into 
discussion or suffering public accusations. Failure to proper 
response could lead to more damages to YWCA image than 
would otherwise be the case in terms of perception by external 
audiences and stakeholders. This plan keeps into consideration 
that lack of information leads to confusion, frustration and anger 
by the public. 
To be prepared, YWCAs will have a crisis communications team 
composed of the National General Secretaryand the relevant 
departmental head or constituent manager 
The 1st step for the team is to release holding statements which 
are used immediately after crisis breaks. They will be posted on 
website, social media platforms, and sent to journalists in 
response to enquiries.  From here the team will assess the
situation and develop appropriate messages. 

d) Management of Communication
The YWCAs are proposed to have an IT and Communications
personnel that takes the lead in leveraging on digital technology, 
design and implementation of the communication strategy and 
acts as the focal point for shaping internal communication any 
external communication.  The Communications office is to work 
closely with the NGS’s and Head of departments for any
communication-related matters. 

Any communication (formal and informal such as promotional ma-
terials) being prepared for external audiences should be reviewed 
by the IT and Communications Office.

Key tasks for the IT and Communications Officer include: 
• Monitor and implement YWCA communication strategy. 
• Engage in digital advocacy 
• Develop and produce external communication materials. 
• Develop key massages 
• Monitor and evaluate dissemination of program communication
  materials. 
• Review external publication and materials before dissemination 
• Identify and work with free-lance media professionals to capture
  project activities. 
• Maintain and update the YWCA website. 
• Press and media relations, including development of media
  advisories, press releases and briefing. 
• Lead YWCA social media presence. 
• Develop taking points of media and advocacy messages. 
• Event management. 
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iii) Audio Visual and Visual Production: The following principles 
should guide the collection of audio-visual materials for the 
YWCAs. 
• All videos and photos should be collected without causing harm 
or offense to anyone. Dignity, respect and accuracy should be 
guiding principles while collecting photographs and videos. Any 
photograph collected or published by YWCA should not promote 
any stereotypes, violate privacy or be culturally insensitivity.  
• Written permission by way of release forms must be provided 
before any photos are collected or published. 
• To ensure correct attribution, the following information must be 
collected alongside the material: name of the person with the cor-
rect spelling, date of birth, age, professional name of the person 
if any, details of the place where the material was collected such 
as name of the place, name of event, date, and any other context 
that might help understand the relevance of the photo. 
• If the photograph has a group of people, the names should start 
from left to right. 
• Action shots whose composition tells a story are encouraged 
over posed photos unless needed in specific instances. Photos 
and footage should not be or appear staged. 
• Photos and footage should be saved in the following format: 
person name, event, date, number.

• Footage and photos should be of HD quality. For still photos, the 
image should be at least 2000 pixels along the longest edge with 
a file size of around 1-5 MB. 
• Captions should be in present tense. If the caption is more than 
one sentence, the past tense can be used but the first sentence 
ought to be in present tense. However, keep the caption short. 
Make sure to spell the names of people and places correctly. 
Avoid assumptions or speculations in captions that is, using 
words such as happy, sad, lucky, horrific, and unfortunate, while 
describing people or events in a photo. Let the photo speak for 
itself in this regard.

iv) Newsletter:   YWCAs will send one newsletter at the beginning 
of each month to all stakeholder. The purpose of this newsletter 
is to showcase the ongoing work. The newsletters, which will be 
send out through Mail chimp.
 
v) Emails and Mass SMS: since not everyone can access email 
simultaneously urgent messages of meetings will be shared 
through digital SMS application. 

vi) Website: The YWCAs will utilize the website not only to inform 
the stakeholders with updates, but as an informational sharing 
and training portal on research. The news/articles section of the 
website will be updated twice a week. The communications 
department will ensure that the look and feel of the website is 
user friendly, and that we increase daily visits to the website, as 
well as ensure that we have strong Search Engine Optimization 
(SEO) so YWCAs features in top web searches. The communica-

tion team will also ensure that members utilize this portal to 
exchange information, learn from each other and push forward 
the vision and mission of YWCA. 

vii) Policy briefs: provide and analysis of various current policies 
and issues. They are widely shared on websites and all social 
media platforms 

Viii) Promotional Materials: YWCAs will invest in producing print 
materials that include short key messages, information about the 
YWCAs, its mission and vision. These will include: t-shirts, caps, 
flash-disks, pens, mugs, photo exhibits, banners, posters,
stickers, and more. 

ix) Broadcast media: We are aware that a good number of our 
partners/clients might not access the internet, or might have slow 
connection. For this reason, we   will explore the option of radio 
and TV interviews in specific areas as well as written articles. 

x) Social Media: So far, YWCAs has managed to reach over 
(please put number) followers on Twitter and how many likes on 
Facebook, Workplace and others. A strategy focusing on how to 
grow our presence on social media should currently be
developed and will be incorporated into this overall communica-
tion strategy.
 
xi) Public Speaking: An advocacy strategy should be developed 
to ensure that YWCAs participates fully in global conversations 
around the issue of research and policy.  

Xii) Performance Surveys: A survey will be conducted after every 
four months to ensure that the YWCA caters to the needs of its 
stakeholders and those in need.

xiii) YWCA working groups: a group will communicate with
relevant partners to support and influence national level policies 
on local government level. The group will monitor issues to do 
with accountability, governance and transparency. 

c) Crisis Communication
It is important to make provisions for crisis communication in inci-
dents involving YWCAs staff, or being publicly dragged into 
discussion or suffering public accusations. Failure to proper 
response could lead to more damages to YWCA image than 
would otherwise be the case in terms of perception by external 
audiences and stakeholders. This plan keeps into consideration 
that lack of information leads to confusion, frustration and anger 
by the public. 
To be prepared, YWCAs will have a crisis communications team 
composed of the National General Secretaryand the relevant 
departmental head or constituent manager 
The 1st step for the team is to release holding statements which 
are used immediately after crisis breaks. They will be posted on 
website, social media platforms, and sent to journalists in 
response to enquiries.  From here the team will assess the
situation and develop appropriate messages. 

d) Management of Communication
The YWCAs are proposed to have an IT and Communications
personnel that takes the lead in leveraging on digital technology, 
design and implementation of the communication strategy and 
acts as the focal point for shaping internal communication any 
external communication.  The Communications office is to work 
closely with the NGS’s and Head of departments for any
communication-related matters. 

Any communication (formal and informal such as promotional ma-
terials) being prepared for external audiences should be reviewed 
by the IT and Communications Office.

Key tasks for the IT and Communications Officer include: 
• Monitor and implement YWCA communication strategy. 
• Engage in digital advocacy 
• Develop and produce external communication materials. 
• Develop key massages 
• Monitor and evaluate dissemination of program communication
  materials. 
• Review external publication and materials before dissemination 
• Identify and work with free-lance media professionals to capture
  project activities. 
• Maintain and update the YWCA website. 
• Press and media relations, including development of media
  advisories, press releases and briefing. 
• Lead YWCA social media presence. 
• Develop taking points of media and advocacy messages. 
• Event management. 

g) Media Matrix

• Electronic action-alerts via social media
and the newsletter and SMS notifications

• New/not traditional media channels to
spread messages (Podcasts, social
networks, videos, blogs, vlogs)

• Posters/Information booklets
• Monthly letters to the editors/OP-Eds

write ups from YWCA staff or experts
contacted by YWCA

• Monthly press Releases.
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Desired Outcome:
• Mass awareness of YWCA organization. What is the organization’s 
mission? Vision? And role?
• Increased advocacy as it relates to women and girls issues.
• Spark conversations in communities around women and
  girls – leadership, politics, social and economic issues.
• Strengthened National and local campaigns.
• Unified communication of all the YWCA chapters around the
  country and around the world. 

Timelines:
Roll out campaigns/media runs/advocacy lobbying around this 
special dates as it relates to girls and women issues around the 
world
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h) Social Media Structure
Social media is an integral part in sending out communication 
messages to both internal and majorly external parties. So as to 
ensure proper, engaging and continuous communication, the 
schedule bellow will direct but not limit YWCA online media 
engagements. 

Social media weekly schedule

Monday Tuesday Wednesday Thursday Friday

Facebook create
original
image
based
post

Share
mainstrea
m media
content

Post an
interesting
question to
the
community

Create an original
image-based post

Share weekend
thought
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Share links
to
promote
chats.
Such as
blog posts,
newspape
r articles,
website
stories
and you
tube
videos

Remind people
to join your
conversations
list and the
benefits they
get if they do.

Google Plus Share
event
content

Write a
300-word
original
piece
about a
recent
developm
ent in
YWCA

Share event
content.
post link to
blog post or
stories

Post link to
content from
your blog with
short update.

share event
posts

Pinterest Pin
content
on your
company
boards

Set up a
new
themed
board
under
your
company
Pinterest
account

Pin your
own blog or
ecommerce
content on
your
company
boards

Pin community
content on your
company boards

Pin your own
blog or
ecommerce
content on your
company
boards

Twitter Retweet
previous
strong
content
to keep
the
conversa
tion
going

Compose
tweet
linking to
content
from your
blog or
articles

Compose
tweet
linking to
content
from your
blog using
an image,
or link
content

Compose tweet
linking to content
from your blog or
the community

Retweet
community
content
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Create
new
tweet
based on
the 6
agendas
pushing
for the
weekly
target.

Remind
people to
join your
conversati
ons and
the
benefits
they get if
they do.

use fun hashtags
such as
thursdaythoughts
,throwbackthursd
ay etc.

use fun
hashtags such
as : #FF Follow
Friday -
Participate by
thanking new
followers in a
tweet they're
tagged in.

LinkedIn Participa
te in
Linked
Groups,
posting
commen
ts and/or
commun
ity links

Post link
to content
from your
blog as a
short
update on
your
personal
LinkedIn
profile

Post link to
content
from your
blog on
your
LinkedIn
company
page

Write a long form
post on LinkedIn
adapting content
from your blog
and linking back
to your blog for
more.

Participate in
Linked Groups,
posting
comments
and/or
community
links

All
Platforms

Check
for and
respond
to
@Menti
ons,
replies,
commen
ts and
message
s

Check for
and
respond
to
@Mention
s, replies,
comments
and
messages

Check for
and
respond to
@Mentions
, replies,
comments
and
messages

Check for and
respond to
@Mentions,
replies,
comments and
messages

Check for and
respond to
@Mentions,
replies,
comments and
messages

Once per
week check
new
followers
on each
platform.
Choose and
add those
you want to
follow
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3. PROGRAMMING SERVICES
The programming, services, and results section comprises the 
programs, services, and products that organizations provide to 
their constituents. YWCA Member Associations must utilize their 
resources to deliver quality services to its constituency and 
measure the impact of those services and program activities in 
listed strengthening components.

Programs Capacity Strengthening Component
Sectoral
expertise

a. YWCAs areas of sectoral expertise support it in achieving its
mission.

b. YWCAs maintains an adequate staffing base of sectoral experts.
c. YWCAs are able to quickly access external, temporary

consultants to provide technical services.
d. YWCAs are recognized publicly for providing quality products

and/or services to its constituents.
e Organization collaborates with other civil society actors to

design and implement projects with complementary services
f. YWCAs are capable of adapting project and service delivery to

the changing needs of constituents.
Project Stake
holder
engagement

a. YWCAs standardize, participatory process for conducting
stakeholder analyses and project staff applies it across all
projects.

b. YWCAs Primary stakeholders are satisfied with the
organization’s services, projects, and programs.

c. YWCAs Project staff actively engages stakeholders to design,
improve, and modify the planning and implementation process

d. YWCAs analyse and designs projects based on impact to non-
beneficiary or stakeholder populations to mitigate conflict.

e. YWCAs collaborates with stakeholders to optimize the use of
natural resources.

Community
participation

a. YWCAs proactively uses community feedback in all phases of
project development and management using transparently
selected, representative community groups.

b. YWCAs traditionally under-represented community groups
derive benefit from project activities.

c. YWCAs ensure that Projects routinely build on local knowledge
and best practices.

Program
Development

a. YWCA Staff uses a specific organizational method for designing
and implementing projects.

b. YWCAs Staff-designed and implemented projects support the
mission, strategy, and principles of the organization.

c. YWCAs uses participatory approaches and a sustainability
strategy across projects to enhance community ownership.

d. YWCAs documents and enforces a standard ensuring that
projects do no harm. Communities or populations served are
better off than without the intervention.

e. YWCA ensures that Projects challenge social structures that limit
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4. RESOURCE MOBILIZATION AND FINANCIAL
MANAGEMENT
Financial and physical resources are the tangible assets of the 
organization. YWCAs have the responsibility to exercise good 
stewardship of resources to ensure that they accomplish
programmatic objectives in a cost efficient manner, ensuring that 
there are effective internal control systems, and maximizing the 
benefits derived from use of those assets.

Resource Mobilization & Financial Capacity Strengthening Components
Resource
Mobilization

a. YWCAs attain sufficient financial autonomy and sustainability
through broad based resource mobilization strategy to
effectively finance its operations and programs

b. YWCAs set up a formal business development and resource
mobilization department and appoints a focal Person

c. YWCA boards develop broad, innovative and practical
financing framework and strategy, and supporting fundraising
plans.

d. Build the YWCA human resource capacity (training,
mentorship, and involvement) in overall resource mobilization

e. Consolidation of current YWCAs resource base (investments)
through refurbishment, innovation, expansion and
professional management

f. Diversification of YWCAs resource base through focused
exploration of broad financing opportunities including Local
income generating activities.

g. YWCAs to undertake a specific and targeted resource
mobilization and fundraising initiative to support YWCAs
programming for girls and women

h. YWCAs to develop an award management system for effective
management of funds received from donor and other resource
providers.

Financial
Personnel

a. YWCAs to dedicate sufficient number of staff to perform its
finance function with relevant experience and the educational
qualifications necessary to perform that role.

b. YWCAs to ensure the head of the finance function takes part in
all decisions affecting finance staff changes.

Financial
Systems

a. YWCAs maintain a formal general ledger with double-entry
bookkeeping.

b. YWCAs ensures all financial transactions are recorded in the
general ledger, for which one employee has the primary
responsibility.

c. YWCAs Accounting cycles and periods are defined and closing
procedures are followed.

d. YWCAs have a chart of accounts that separately identifies all
assets, liabilities, revenues, and expenses.

e. YWCAs have general ledger or a subsidiary ledger categorizes
where all expenses by project, activity, or department are
recorded.

f. YWCAs have the general ledger, whether manual or
computerized, is secured to maintain the integrity of the data.
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Documentation
and Record
keeping

a. YWCAs have Standard entry forms are used for recording cash
receipts, cash disbursements, and journal entries in the
general ledger.

b. Management ensures documents, including original invoices
and approvals that support the accounting entries are kept on
file as required by local law or the requirements of the grant,
whichever is longer.

Internal Control a. YWCAs have formal processes for requisitioning, authorizing,
purchasing, and receiving goods and services and requires
standardized documentation as support for those activities.

b. YWCAs have Multiple bids are obtained and documented for
purchases above a stated level.

c. YWCAs have formal processes for recording cash receipts and
disbursements with standardized documentation for those
transactions.

d. YWCAs have all cash and financial instruments are physically
safeguarded at all times.

e. YWCAs use an expenditure authorization chart that shows the
approval levels for all commitments and disbursements.

f. YWCA Signatories are designated for each bank account,
signature cards are kept on file, and all bank accounts are held
in the organization’s name.

g. YWCAs ensure segregation of duties or additional controls in
place when that goal is not achievable.

h. YWCAs comply with all external audit requirements and results
of audits are made available to all concerned parties.

i. YWCAs management takes prompt and appropriate corrective
action when fraud has been detected.

j. YWCA ensure that monthly bank reconciliation is prepared by
an employee who does not receive or disburse cash and is
approved by a senior manager.

Financial
Reporting

a. YWCAs ensure the general ledger is used as the basis of all
financial reporting. Regular internal and external financial
reporting is made available to management, donors, and other
interested parties using required formats and in accordance
with established deadlines.

b. YWCAs Finance and the respective budget managers are
required to investigate and report to management on
significant variances or unusual balances noted during reviews
of actual results versus budget.
Management responds to reported variances and takes the
appropriate action.

c. YWCAs total cash, investments, and receivables have
consistently equalled or exceeded its liabilities during the last
three years.

d. Balances in all asset and payable accounts are analysed at least
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5. CHANGE MANAGEMENT
a) Identity and Governance
Governance, mission, and culture are the basis for the reputation of 
organization. It must have clearly defined identities, regulatory 
frameworks, values, mission statements, and governance
structures that establish its identity and a mutually shared under-
standing of its objectives. Governance of the organization provides 
legitimacy, leadership, and direction to the organization
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b) Strategy and Planning
Strategy defines how an organization will achieve its mission. Stra-
tegic planning is an ongoing process that occurs at many levels 
within the organization for setting objectives and identifying the 
actions and resources needed to achieve those objectives. Staff 
and constituents need to be involved systematically in these plan-
ning processes and leadership should initiate regular review and 
modifications of the strategic plan and the operational plan to 
ensure organizational growth and health.
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Strategy and planning Capacity Strengthening Components
Over all
Planning
Process

a. The planning process reflects the YWCA’s core values
b. YWCA ensures that the planning process is documented and

followed.
c. YWCA ensures that relevant data from internal and external

sources are used systematically to support and improve
planning.

d. YWCA ensures that the planning process includes consultation
with targeted communities and objective analysis of their
needs.

e. YWCA ensures that the planning process includes participatory
decision making for priority setting and resource allocation.

f. YWCA ensures that responsibility for planning is included in staff
job descriptions and staff performance and appraisal system

Strategic
Planning

a. Strategy reflects the mission, vision, and values of YWCAs.
b. YWCA ensures that Strategy promotes human development.
c. YWCA ensures that Strategic planning exercise is carried out

periodically.
d. YWCA ensures that Senior management leads the development

of the organization’s strategic plan.
e. YWCAs have internal expertise, or the capacity to efficiently use

external expertise, to guide strategic planning.
f. YWCA ensures that Strategic plan is developed in a participatory

manner that engages staff, stakeholders, and the communities
impacted by the strategy.

g. YWCA ensures that Analysis of the internal and external
environment, including major trends, is part of the
organization’s strategic planning process.

f. YWCA ensures that the strategic plan is clear, realistic, and
achievable

g. YWCA ensures that timeframes for achieving strategic goals and
objectives are clearly established.

h. YWCA ensures that management uses the strategy to make
decisions

i. YWCA ensures that Strategy consistently helps drive behavior at
all levels of the organization.

j. Initiatives are developed and implemented in ways that are
consistent with the organization’s strategic plan.
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c) General Management
General management includes those components that keep the 
organization cohesive and on track with its mission. The organization 
should apply management processes and systems that ensure it 
uses its resources effectively to achieve its vision and goals and 
evaluate results.
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d) Sustainability
Organizations are sustained through ongoing attention to deci-
sions that affect their short and long-term viability – program, man-
agement, financial and political. YWCA member Associations are 
encouraged to adhere to the components tabulated below for sus-
tainability.
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e) Organizational Learning
Organizational learning is a process whereby an organization 
develops, captures, retains, and applies the knowledge and
learning of individuals within that organization. Processes for 
collaboration through knowledge communities are institutionalized 
and aid the creation, sharing, adaptation, and use of knowledge.

6. EXTERNAL RELATIONS AND PARTNERSHIP
Building external relations and maintaining healthy and productive 
partnerships is essential for YWCAs to achieve their goals. YWCA 
will promote strategic alliances and partnerships with various 
groups, such as policy makers and other stakeholders; develop 
communication and information dissemination strategies; set up 
adequate systems to monitor the effectiveness of partnerships; 
and enhance relations with donors and the general public in order 
to be recognized and respected, and therefore be able to ade-
quately leverage resources. 

YWCA Partnership principles

• Share a vision for addressing women’s and girls’ immediate needs 
and the underlying causes of suffering and injustice.
• Make decisions with the Women and girls affected.
• Strive for mutuality, recognizing that each partner brings skills,
  resources, knowledge, and capacities in a spirit of autonomy.
• Foster equitable partnerships by mutually defining rights and
  responsibilities.
• Respect differences and commit to listen and learn from each
  other.
• Encourage transparency.
• Promote sustainability by reinforcing partners’ capacity to
  identify their vulnerabilities and build on their strengths.
• Engage with likeminded civil society, to help transform unjust 
structures and systems.
• Commit to a long-term process of local organizational
  development.
• Identify, understand, and strengthen community capacities, which 
are the primary source of solutions to local problems.

The following External relations involves a diversity of actors
working to increase the influence of the organization, which can 
help it to achieve its goals and make it less vulnerable to changing 
economic circumstances.
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6. EXTERNAL RELATIONS AND PARTNERSHIP
Building external relations and maintaining healthy and productive 
partnerships is essential for YWCAs to achieve their goals. YWCA 
will promote strategic alliances and partnerships with various 
groups, such as policy makers and other stakeholders; develop 
communication and information dissemination strategies; set up 
adequate systems to monitor the effectiveness of partnerships; 
and enhance relations with donors and the general public in order 
to be recognized and respected, and therefore be able to ade-
quately leverage resources. 

YWCA Partnership principles

• Share a vision for addressing women’s and girls’ immediate needs 
and the underlying causes of suffering and injustice.
• Make decisions with the Women and girls affected.
• Strive for mutuality, recognizing that each partner brings skills,
  resources, knowledge, and capacities in a spirit of autonomy.
• Foster equitable partnerships by mutually defining rights and
  responsibilities.
• Respect differences and commit to listen and learn from each
  other.
• Encourage transparency.
• Promote sustainability by reinforcing partners’ capacity to
  identify their vulnerabilities and build on their strengths.
• Engage with likeminded civil society, to help transform unjust 
structures and systems.
• Commit to a long-term process of local organizational
  development.
• Identify, understand, and strengthen community capacities, which 
are the primary source of solutions to local problems.

The following External relations involves a diversity of actors
working to increase the influence of the organization, which can 
help it to achieve its goals and make it less vulnerable to changing 
economic circumstances.
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f) Human Resource Management.
Human resource management promotes and administers policies 
and procedures that ensure that staff have the skills, motivation, 
and opportunity to make their best contribution to the mission of 
the organization. Human resource management is also con-
cerned with hiring, compensation, performance management, 
safety, well-being and other components of caring for staff. The 
people in the organization must have the skills, motivation, and 
opportunity to make the best contribution to the organization 
that they are capable of and which it requires. They also need to 
be organized and to relate to each other in ways that are most 
conducive to
productive outcomes.

6. EXTERNAL RELATIONS AND PARTNERSHIP
Building external relations and maintaining healthy and productive 
partnerships is essential for YWCAs to achieve their goals. YWCA 
will promote strategic alliances and partnerships with various 
groups, such as policy makers and other stakeholders; develop 
communication and information dissemination strategies; set up 
adequate systems to monitor the effectiveness of partnerships; 
and enhance relations with donors and the general public in order 
to be recognized and respected, and therefore be able to ade-
quately leverage resources. 

YWCA Partnership principles

• Share a vision for addressing women’s and girls’ immediate needs 
and the underlying causes of suffering and injustice.
• Make decisions with the Women and girls affected.
• Strive for mutuality, recognizing that each partner brings skills,
  resources, knowledge, and capacities in a spirit of autonomy.
• Foster equitable partnerships by mutually defining rights and
  responsibilities.
• Respect differences and commit to listen and learn from each
  other.
• Encourage transparency.
• Promote sustainability by reinforcing partners’ capacity to
  identify their vulnerabilities and build on their strengths.
• Engage with likeminded civil society, to help transform unjust 
structures and systems.
• Commit to a long-term process of local organizational
  development.
• Identify, understand, and strengthen community capacities, which 
are the primary source of solutions to local problems.

The following External relations involves a diversity of actors
working to increase the influence of the organization, which can 
help it to achieve its goals and make it less vulnerable to changing 
economic circumstances.
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MONITORING AND EVALUATION FRAMEWORK
This guideline will remain a living document throughout its imple-
mentation period. It will be subject to regular monitoring, review 
and revisions to ensure smooth implementation by individual 
YWCA Member Association.  The strengthening guidelines will 
go through an informal and routine review annually that will feed 
into the annual milestone review processes. A monitoring
framework with indicators needs to be developed and used to 
monitor the implementation of the guidelines. 

 Focus group discussions and member surveys 
 Sign-up sheets at events 
 Google analytics 
 Anonymous feedback sheet on the YWCA  website 
 Frequency of positive media coverage 
 Newsletter signups and opt-outs
 Members participation in YWCA  meetings 
 Member’s active support of YWCA’s mission and vision on
     their website, social media and media engagements. 
 Twitter and Facebook analytics 
 Public inquiries and interview requests 
 Partnership surveys
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