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1.  Executive Summary 
 
The Division of Communication (DOC) reported significant achievements in all result areas in 2013. This second 

year of the 2012‒2013 biennium provided an opportunity for DOC to consolidate gains from 2012 as well as 

look towards the future, particularly its contribution to UNICEF’s new Strategic Plan in 2014‒2017.  

 

Divisional leadership was fully in place with the arrival of a new Director in March 2013, and DOC began a 

transition to a new divisional structure for the 2014‒2017 Office Management Plan (OMP) period. The new 

arrangement will allow for effective implementation of communication activities in support of the Strategic 

Plan and the vision for UNICEF articulated in UNICEF 3.0 and UNICEF 4.0 documents. DOC also began work in 

2013 to develop and operationalize a new global communication strategy in connection with UNICEF’s 

Efficiency and Effectiveness (E+E) initiative. 

 

DOC achievements in areas of digital and traditional media; mobilization around key issues; and 

communication in emergencies were especially noteworthy in 2013.  

 

Digital media continued to provide an opportunity to reach millions of people with UNICEF messages about 

children and equity. UNICEF’s digital profile continued to expand, with 30 million visits to <www.unicef.org>, 

11.2 million social media followers (all office feeds), and 4 million minutes of video viewed on YouTube in 

2013. In traditional media, the number of UNICEF mentions in the global media increased by approximately 

12 per cent, from more than 79,000 ‘hits’ in 2012 to more than 89,000 ‘hits’ in 2013. These stories were rated 

as 98.1 per cent positive. UNICEF’s voice continued to grow, with a 61 per cent increase in coverage in key 

media outlets all over the world in 2013 compared to 2012. This includes significant results in targeted, 

“influential” media, including a 444 per cent increase in mentions in The New York Times; 100 per cent in The 

Wall Street Journal; and 114 per cent in The Washington Post.  

 

Mobilization around key issues: 

 Children with disabilities: The global launch in May of the flagship The State of the World’s Children 

2013: Children with Disabilities brought wide media coverage, with messages centring on the need to 

create societies that are inclusive of children with disabilities, who are among the most disadvantaged 

of all children. Forty-two offices (31 country offices and 11 National Committees) launched the report, 

some using it as a springboard from which to launch campaigns, such as UNICEF Malaysia’s 

‘Disable2Enable’ campaign calling on people to “see the child before the disability”. 

 Ending violence against children: Since the launch in July 2013 of this initiative, 60 countries in all 

regions have launched the End Violence Against Children (EVAC) initiative, using it to mark prominent 

moments such as the anniversary of the Convention of the Rights of the Child and days of action and 

prayer. Some 175 countries have engaged online. UNICEF Goodwill Ambassador Liam Neeson 

recorded a public service announcement (PSA) on the hidden nature of violence against children, 

which was adapted by more than 10 countries. EVAC provides a global strategy framework as a basis 

for partner engagement and mobilization on issues of local relevance, ranging from gang violence to 

bullying to violence against girls. DOC developed this ‘glocal’ approach with the Programme Division, 

and it has proven a successful campaign model for UNICEF.  
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 Girls’ education and innovation: More than 47 offices in all regions actively participated in 

communication activities in October in connection with the International Day of the Girl Child, whose 

theme in 2013 was ‘Innovating for Girls’ Education’. Innovative activities included a crowd-sourced 

‘Thunderclap’ in social media, which led to a huge spike in traffic – 4 million people shared a single 

message calling for investment in girls’ education and more ambitious targets post -2015 at precisely 9 

a.m. the day of the launch. UNICEF’s newest Goodwil Ambassador Katy Perry lent her hit song “Roar” 

to the soundtrack of a new PSA to inspire girls and help them become tomorrow’s champions. 

 

DOC provided senior-level support and guidance to a number of emergencies in 2013, notably in the Central 

African Republic, the Philippines, South Sudan and the Syrian Arab Republic. DOC led on the communication 

campaign with partners in support of the ‘No Lost Generation’ initiative for the Syrian Arab Republic, which 

kicked off in December with a joint position report on the impact of war on Syrian children’s education. Prior 

to that, in April, Executive Directors of the United Nations Children’s Fund (UNICEF), the Office for the 

Coordination of Humanitarian Affairs (OCHA), the United Nations High Commissioner for Refugees (UNHCR) 

and the World Food Programme issued a passionate call to end the crisis in a PSA that has been viewed 

thousands of times on YouTube. DOC’s pitch on the Philippines resulted in front-page stories in The New York 

Times ‘bookended’ around Thanksgiving and Christmas holidays. 

 

Shortfalls in 2013 stemmed from capacity issues and a lack of resources, especially in the area of digital 

investment, which has constrained the expansion of UNICEF’s digital strategy at a critical time. A US$7 million 

investment proposal to revamp the website, introduce a modern web content management system and 

integrate mobile and social media capabilities has not yet been approved. Incremental changes and patchwork 

solutions – such as DOC’s ‘Botox’ project, which entailed a homepage redesign and the updating of top-layer 

content in 2013 – are insufficient to address the many limitations of the current website.  

 

Internal restructuring began in 2013 towards the 2014‒2017 OMP with the filling of new vacancies, the 

reassignment of some staff within the division, and the management of changes in working arrangements and 

organizational culture that will lead to better delivery and improved collaboration with the field and 

headquarter (HQ) divisions. DOC’s ability to meet the current demand for communication support and be 

more strategic was hindered by the fact that the structure had not yet been fully operationalized in 2013 and 

the team was incomplete. Several key posts were in the process of recruitment. The Media Section, for 

example, was simply too small to meet expectations of increasing coverage in major print, broadcast and 

social media.   

 

DOC expanded the reach of communication and public advocacy activities in partnership wth UNICEF’s sister 

United Nations organizations, global programmes, civil society organizations including academia and media, 

and internally with other HQ divisions, Regional Offices, Country Offices and National Committees. Among 

DOC’s key partners are 30 international Goodwill Ambassadors (GWAs) who spoke about issues affecting 

children and engaged their own networks and fan bases. UNICEF engaged the American recording artist Katy 

Perry as its newest GWA in 2013. DOC continued its partnerships with academic institutions including Harvard 

University’s Berkman Center for Internet and Society and the Miami Ad School. DOC collaborated on a number 

of communication and outreach activities with the European Union and with the African Union through DOC’s 

Africa Services Unit (ASU). 
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2.  Key Divisional Targets and Strategies 
 

DOC’s Office Management Plan (2012‒2013) was in its second year of implementation, with a set of results, 

strategies and indicators summarized in the table below. 
 

PCR 1: Public Advocacy For Knowledge Leadership: UNICEF’s knowledge leadership on children’s issues is strategically and tactically 

positioned and profiled as part of a global communication and public advocacy agenda. 

 

RESULTS 

 

STRATEGIES 

 

INDICATORS 

 

INTERMEDIATE RESULT 1.1:  

Strategic Communication and 

Public Advocacy plans 

implemented to profile UNICEF’s 

agenda, corporate priorities, 

MTSP, MDG results and the 

equity agenda including through 

communication partnerships with 

academics, think tanks and 

foundations etc. 

- Use ‘Briefing books’ as the basis for all major initiatives, 

including strategic guidance, key messages, facts and 

figures etc. 

- Use innovative social media, such as the thunderclap, to 

break new ground around International Day of the Girl 

Child by engaging a wide range of groups and partners. 

- Adopt a new approach to involve influencers in spreading 

UNICEF’s messages resulting in substantial participation 

and enhanced coverage. 

- Establish a task team and work flow approach for each 

assignment to utilize and involve diverse competencies, 

insights and experiences. 

% increase in share of voice vs. 

peer organization(s), as measured 

by content analysis of external 

media.  

% increase in the number of 

weeks of UNICEF involvement in, 

and desirable association with, 

key priority issues, as measured 

by media presence.  

No. of briefing books produced 

and disseminated 

No. of resource kits developed 

and disseminated 

 
 

INTERMEDIATE RESULT 1.2:   

Evidence based publications 

produced and strategically 

distributed for achievement of 

global public advocacy objectives 

- Develop publications to the highest standards of quality. 

Publication processes include quality assurance at all 

stages, from publication development (research, writing, 

editing and peer review, fact-checking and copy-editing) to 

production (design and layout, proofreading), translation 

and dissemination. Every statement of fact in a publication 

is checked for accuracy, currency and consistency. 

- Develop a dissemination strategy. When planning a 

publication we ask: For which audiences is the publication 

intended? Through what platforms (print and digital) are 

audiences reached? By when is the publication needed? 

How many printed copies are needed for meetings and 

events? On that basis we develop a dissemination strategy, 

including the distribution of printed copies and the e-mail 

marketing of the publications. 

% increase in key message pick 

up – with internal and external 

partners, media and stakeholders 

% increase in influencers reached 

and using our messages 

 

 

INTERMEDIATE RESULT 1.3:   

UNICEF brand is managed, 

monitored, promoted and 

protected globally. 

- Develop a Global Brand Strategy for UNICEF, including 

analysis of current brand usage and recognition. Based on 

the strategy, provide and update guidance to HQ, Regional 

Offices (ROs), Country Offices (COs) and National 

Committees (NatComs) on themes and processes related to 

the UNICEF brand. 

- Work proactively with the United Nations secretariat and 

relevant United Nations agencies on normative approaches 

to communication, visibility and advocacy in support of the 

United Nations Coherence and Delivering as One initiatives. 

- In external efforts with donors (public and private), 

concerted action with Public Sector Alliances and Resource 

 

% increase in ratio between 

brand compliant and  

non-compliant (as defined by the 

Brand Section) UNICEF products 

as measured by internal tracking. 
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Mobilization Office (PARMO) and Private Fundraising and 

Partnerships (PFP) to provide a coherent and integrated 

approach to communication with key constituencies, 

including through the ‘one country approach’ 

 

INTERMEDIATE RESULT 1.4:   

UNICEF staff are active in 

dialogue-based internal 

communication platforms with an 

emphasis on knowledge sharing. 

UNICEF’s internal communication 

portal (ICON) is used by staff as 

the key knowledge sharing 

platform in the organization. 

 

- Create opportunities for staff to interact with the senior 

leadership of UNICEF 

- Redesign ICON to offer staff members more opportunities 

for two-way dialogues about the organization’s priorities. 

- Make ICON more dynamic and interactive with 

differentiated audiences and more flexible functionality 

that allows for discussion and posting spaces to engage 

staff in dialogue. 

 

% increase in submissions from 

country offices to ICON  

% increase in use of ICON in 

priority areas, as measured by 

engagement with the site.  

 

PCR 2:   External Communication:  Technical expertise is provided for effective profiling of, and response to, development challenges 

through the use of traditional and emergent communication channels and platforms and interactive digital engagement, which 

amplifies the voice of our stakeholders. 

 

INTERMEDIATE RESULT 2.1:   

 

UNICEF’s agenda and reputation 

are promoted and protected in 

the global media, particularly 

before, during and after  

large-scale emergencies 

- Develop tactical plans for implementation of corporate 

communication and advocacy priorities 

- Generate content for distribution to external and  

multimedia ensuring that UNICEF’s voice is humanized;  

- Protect UNICEF’s reputation through effective and 

responsive crisis communication, proactive positioning of 

UNICEF in the global media landscape, and development of 

guidelines and tools on reputation management; 

% increase in share of voice vs. 

peer organization as measured by 

Carma. 

% increase in references to and 

duration of UNICEF’s involvement 

and association with key priority 

issues and emergencies, as 

measured by Carma. 

% decrease in share of negative 

coverage, as measured by Carma. 

% increase in presence of 

UNICEF’s point of view in media. 

 

INTERMEDIATE RESULT 2.2:   

Multimedia communication 

products are developed and 

strategically placed on 

multimedia platforms for 

targeted audiences. 

- Ensure editorial quality of UNICEF HQ web stories, videos 

and photographs. Ensure content is represented accurately 

and engagingly on the UNICEF global website. Provide visual 

content guidelines and advice globally to promote visual 

representation in line with child rights 

- Provide and facilitate selective training opportunities on 

cutting edge communication tools and policies to UNICEF 

communication staff members and relevant senior staff 

members 

% increase in stakeholder 

satisfaction, as measured by an 

internal satisfaction study.  

% increase in engagement with 

UNICEF-owned properties, as 

measured by LunaMetrics. 

 

 

INTERMEDIATE RESULT 2.3:   

UNICEF’s approach to social and 

civic media is developed and 

promoted in a way that triggers 

and sustains interactive dialogue 

and fosters civic engagement and 

change. 

- Consolidate DOC’s work on social media, innovations and the 

use of interactive platforms and strengthen collaboration 

within DOC and with other Divisions and Offices using social 

media in support of civic engagement and social 

transformation and change. 

- Promote the use of new technologies, including social 

networking tools, short message service (SMS) and digital 

mapping, to empower children and young people to play an 

active role in society as well as ensure that UNICEF stays 

relevant for a new generation of supporters 

- Provide and facilitate selective training opportunities on 

cutting-edge communication tools and policies to UNICEF 

communication staff members and relevant senior staff 

members 

% increase in engagement with 

UNICEF-owned media  

% increase in desirable, high 

quality conversations, as 

measured by analysis of social 

media content  

% increase in fan base for social 

media 

% share of voice in social media 
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INTERMEDIATE RESULT 2.4:  

UNICEF’s Goodwill Ambassadors 

(GWAs) are strategically engaged 

as  

third-party advocates for public 

awareness of UNICEF’s work. 

 

- Develop and manage strategic relations and partnerships 

with celebrities to create public awareness of children’s 

issues, help mobilize resources and influence government 

policy 

- Develop innovative approaches to the use of Goodwill 

Ambassadors’ time by leveraging their social media outreach 

and engagement 

% increase in visibility level of 

GWAs, on behalf of UNICEF, as 

measured by external media  

% increase in conversations from 

GWAs in traditional and emerging 

media as measured by Carma and 

Radian6. 

% increase in engagement with 

UNICEF via GWAs, as measured 

by internal tracking, Facebook 

Insights and Google Analytics. 

 

PCR 3:   Organizational and DOC capacity for global communication and public advocacy is enhanced  

 

RESULTS 

 

STRATEGIES 

 

INDICATORS 

 

INTERMEDIATE RESULT 3.1:    

Effective leadership is provided 

for rollout of Global 

Communication and Public 

Advocacy Strategies and 

development of normative 

guidance for communication and 

public advocacy themes and 

processes. Divisional 

accountability and governance 

mechanisms and processes are 

functioning 

- Align resources and efforts in DOC with strategic 

communication and advocacy objectives, ensuring that the 

DOC structure is compatible with core functions and result 

areas 

- Adopt a strategic and cohesive approach to the Division’s 

work on normative guidance and standard setting for 

communication and public advocacy themes and processes 

- Manage effective coordination mechanisms that 

strategically link the work of DOC Sections as well as the 

work of DOC with other Divisions 

- Strengthen management oversight mechanisms and 

controls 

 

% Global Framework 

implemented 

 

% increase in stakeholder 

satisfaction of communication 

leadership, as measured by an 

Internal Satisfaction Survey. 

 

% of key performance 

 indicators (KPIs)  achieved  

 

 

INTERMEDIATE RESULT 3.2:  

Planning and monitoring and 

evaluation (M&E) processes and 

systems in place. Financial and 

human capacity managed and 

functioning effectively and 

efficiently 

- Establish and manage M&E systems that measure the 

global and external impact of UNICEF’s communication and 

public advocacy work against strategic communication 

themes and issues 

- Promote results-based planning and M&E through key tools 

- Strategically shift the position and profile of communication 

and public advocacy within UNICEF’s country programme 

approach, by working with the Programme Division (PD) 

and the Division of Policy and Strategy (DPS) to integrate 

communication and public advocacy guidance and 

approaches into programme-planning processes and tools.  

- Streamline and simplify DOC’s business processes in 

support of more efficient, effective and responsive 

financial, human resources and administrative work 

practices 

% increase in stakeholder 

satisfaction of planning and M&E 

function, as measured by an 

internal satisfaction survey. 

% of IMEP activities completed 

% of recruitment actions 

completed within 90 days for 

established International 

Professional and General Services 

posts 

% of staff who spent more than 

10 days in learning and staff 

development 

 

e  
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3.  Analysis of Strategies and Results 

 
Intermediate Result 1.1: Strategic Communication and Public Advocacy plans implemented to profile UNICEF’s agenda, 

corporate priorities, medium-term strategic plan (MTSP), millennium development goals (MDG) results and the equity 

agenda including through communication partnerships with academics, think tanks, foundations etc. 

 

DOC undertook various initiatives and activities to support UNICEF’s advocacy and knowledge leadership 

objectives in 2013. These activities included the development of strategies, plans and key reference materials, 

such as briefing books, facts and figures, op-ed templates and resource kits on key organizational priorities. 

Materials were developed for about 15 major undertakings, notably the launch of the flagship The State of the 

World’s Children 2013 on children with disabilities, which brought visibility and wide coverage in the 

international press. The release of new child mortality estimates and the launch of the annual progress report 

in connection with A Promise Renewed contributed to DOC’s sustained push on child survival and the need to 

reach the “last child” with life-saving support. 

 

The End Violence Against Children initiative was launched globally on 31 July, in 60 countries, with a PSA 

featuring Goodwill Ambassador Liam Neeson urging people to speak up against violence when they see it. It 

has gained tremendous traction driven by extensive print, broadcast and digital media (under the 

#ENDviolence hashtag), resulting in the engagement of governments, NGOs and individuals and high levels of 

uptake in social media. Immediately following the launch, UNICEF’s Klout score, which measures influence on 

social media, rose to 99: the same score as United States President Barack Obama and Mashable. The initiative 

was covered in major media and the PSA was broadcast in 46 countries; it brought 50,000 visitors to the global 

microsite, 155,000 mentions of the hashtag on Twitter. The Stamp it out! photo contest on Facebook, 

Instagram, Statigram and Twitter generated over 21,000 ‘likes’. 

 

End Violence Against Children was developed by DOC together with PD; it is UNICEF’s first multi-year global 

communication initiative with an extensive social media component. The experience of 2013 yielded 

important lessons and innovations that will continue to shape the rollout as well as inform other 

communication initiatives. The approach is “glocal” – providing a framework at the global level but flexibility 

at the local level – with digital as a primary asset to lead in engagement. UNICEF offices were brought in at the 

outset to help shape the concept, and DOC, PD and field offices reached out to partners early on. 

 

Child survival issues were promoted under a consistent narrative framework including nutrition, 

immunization, child survival, premature births, breastfeeding, pneumonia and HIV. This year’s International 

Day of the Girl Child focused on innovation and girls’ education. DOC, HQ divisions and Country and Regional 

Offices collaborated on events held in New York and around the world.  

 

Strategic planning around influencer engagement yielded results in social media and outreach. A United 

Nations event on 12 July, the birthday of the Pakistani student and education activist Malala Yousafzai, 

brought together UNICEF, the United Nations Girls’ Education Initiative (UNGEI) and the Global Education First 

Initiative (GEFI) in partnership to leverage online engagement and mobilize youth activities. UNICEF was 

communication lead on the event, while GEFI worked closely with the office led by United Nations Special 
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Envoy for Education Gordon Brown. #MalalaDay was one of Twitter’s most popular hashtags for the month of 

July. DOC led communication work internally around the MDGs and post-2015 development agenda, ensuring 

that children’s issues, data and messages were reflected in communication and advocacy efforts throughout 

the United Nations system and with partners. Resource kits and briefing books contributed to improved 

information sharing throughout UNICEF on these and other issues throughout the year. 

 
 

Intermediate Result 1.2: Evidence-based publications produced and strategically distributed for achievement of global 

public advocacy objectives 

 

DOC developed, produced and disseminated several major publications on global issues affecting children in 

delivery of its public advocacy strategies. DOC produced the UNICEF flagship The State of the World’s Children 

2013: Children with Disabilities in print, digital and accessible formats – a first-ever initiative in line with 

UNICEF’s commitment to children with disabilities, as articulated in Article 23 of the Convention on the Rights 

of the Child. DOC produced SOWC 2013 in English, French and Spanish and supported its translation and 

adaptation in 13 other language versions. SOWC 2013 continued to outperform competitors in terms of 

outreach: In 2012, SOWC 2013 and SOWC 2012 (Children in an Urban World) were downloaded 156,000 times 

from the UNICEF website. At the end of 2013, a special edition of SOWC titled Every Child Counts was in 

progress towards a launch in early 2014. 

 

DOC developed and produced several other reports, including the UNICEF Annual Report 2012 in coordination 

with other divisions. The Annual Report was produced in English, French and Spanish and a summary version; 

content from this report informed the development of an interactive version of the report on the web, titled 

‘Our Story’. DOC also collaborated with PD and DPS on major advocacy reports – Improving Child Nutrition: 

The achievable imperative for global progress and Children and AIDS: Sixth Stocktaking Report, 2013. DOC 

provided editorial and fact-checking support to several other divisions producing reports, including 

Humanitarian Action for Children [Office of Emergency Programmes (EMOPS)], UNICEF Regular Resources 

Report 2012 (PFP), female genital mutilation and cutting (FGM/C) and birth registration reports (DPS), and 

several education publications with PD.  

 

DOC handled the translation of major publications, communication materials (for media, social media and 

web) and divisional documents and publications totalling 1.6 million words into French and 1.4 million words 

into Spanish in 2013. It distributed approximately 150,000 printed copies and sold 732 printed copies of 

publications through United Nations sales. It redesigned and restructured the UNICEF publications website 

<www.unicef.org/publications> to make publications more accessible in the public domain. Some 

200 publications dating back to 1995 are now searchable and downloadable from the site, which received 

about 25,000 visitors a month. 

 

DOC led the development and adoption of a new publication policy emphasizing corporate publication 

planning, announced by the Deputy Executive Director for External Relations in June; continued to handle 

queries from Divisions/Offices on various publication matters: editorial, production, terminology, copyright 

policy, co-publishing arrangements, Terms of Reference and consultant referrals; and replied to public 

inquiries. DOC produced The UNICEF Publication Process: An illustrated guide in English, French and Spanish 

for divisions producing their own publications.  

http://www.unicef.org/publications
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Intermediate Result 1.3: UNICEF brand is managed, monitored, promoted and protected globally. 

 

DOC research in 2013 included brand compliance and brand management surveys. The brand compliance 

survey assessed the level of compliance with brand guidelines throughout UNICEF; of 60 ‘branded’ documents 

surveyed, 38 were found to be non-compliant with the UNICEF brand. The brand management survey 

assessed the state of brand management among UNICEF’s peers in the humanitarian sector. Thirty non-profit 

organizations, donor agencies and United Nations entities in North America and Europe were surveyed.   

 

DOC produced a working paper intended to spark an ongoing dialogue about UNICEF’s use of imagery. It 

explored the extent to which the use of imagery aligned with the UNICEF brand and broad organizational 

strategic objectives and the ethical implications for reputation, with recommendations for further research. 

 

DOC coordinated a ceremony at UNICEF House in May 2013, in New York, to honour women and men who 

have given their lives while serving UNICEF. A memorial was unveiled to commemorate their lives and to 

recognize the courage and dedication of those who continue to work for children in some of the world’s most 

challenging places. UNICEF Executive Director Anthony Lake led the event with United Nations Deputy 

Secretary-General Jan Eliasson; former Executive Directors Ann M. Veneman and Carol Bellamy also attended. 

 
 

Intermediate Result 1.4: UNICEF staff are active in dialogue-based internal communication platforms with an emphasis 

on knowledge sharing. ICON is used by staff as the key knowledge-sharing platform in the organization. 

 

ICON: Globally, more than 90 per cent of UNICEF staff visited ICON (the UNICEF intranet site); the figure is 

consistent with the percentage in 2012 and a vast increase over the 46 per cent of staff viewing the intranet in 

years prior to the launch of ICON in 2009. DOC produced human interest stories in an effort to make ICON 

more interactive. The ‘like’ functionality added in 2012 became a huge success with staff ‘liking’ and 

commenting on virtually all the stories published in 2013.  

 

Three all-staff meetings with UNICEF’s Executive Director Anthony Lake were webcast live ‒ with interactive 

participation ‒ to staff globally. The meetings included live question and answer (Q&A) moments from remote 

viewers. On average, more than 120 Country Offices participated in the events. UNICEF’s investment in ICON 

and other internal communication platforms (SharePoint and VISION) continued to provide real-time 

information tools to staff globally and enable the identification by staff of ideas and innovative solutions.  

 

Equity Case Studies: DOC developed 15 Equity Case Studies and published them on ICON in 2013 in 

collaboration with Country Offices, bringing the total number of published case studies to 38. The case studies 

were also published online as a compendium for dissemination to Country Offices.  

 

Knowledge Sharing: Dedicated portals were created and maintained on ICON for the crisis affecting Syrian 

children, the organizational refocus on equity, the Philippines emergency following Super Typhoon Haiyan and 

the ‘Promise Renewed’ global movement. The total number of stories submitted by Country Offices to ICON in 

2013 more than doubled compared with 2012 (508 stories in 2013 compared with 202 in 2012). ICON’s ‘5 

Questions’ series became the most popular initiative on ICON, with staff members able to hear from the 
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senior leadership of the organization for the first time. Several video-based and text interviews were held and 

shared on ICON.  

 
 

Intermediate Result 2.1: UNICEF’s agenda and reputation are promoted and protected in the global media, particularly 

before, during and after large-scale emergencies 

 

In sheer volume of stories, UNICEF references in the media increased by approximately 12 per cent – or over 

10,000 stories – in 2013 compared to 2012. DOC’s news aggregator calculated the number of significant ‘hits’ 

(pieces that mention UNICEF at least twice) in the media, in all languages tracked from 1 January to 

31 December 2012, as 79,459. Using the same measure, from 1 January 2013 to 31 December 2013, the 

number of ‘hits’ was 89,482.  These stories were rated as 98.1 per cent positive. This achievement can be 

attributed to strong, newsworthy content combined with the strategic placement of stories in major media as 

well as the creative use of messages from UNICEF’s main spokespersons, including Goodwill Ambassadors.  

 

UNICEF’s voice continued to grow during 2013, with a 61 per cent increase in coverage in key media outlets 

compared to the previous year. This includes significant results in targeted media, including a 444 per cent 

increase in mentions in The New York Times; 100 per cent in The Wall Street Journal; and 114 per cent in The 

Washington Post.  

 

UNICEF’s messages around emergencies were the lead sources of stories, as were the flagship publications 

and special reports. Partnerships also yielded fruit, in particular, with UNHCR in emergencies. The Geneva 

Media Hub, with its regular briefings, and the Africa Services Unit kept UNICEF’s messages in the media. The 

top sources quoted in stories during the period were, in descending order: Executive Director Anthony Lake; 

Marixie Mercado (spokesperson, Geneva); Shakira Mebarak (Goodwill Ambassador); Souleyman Diabate 

(Representative, Central African Republic); Antonio Guterres (Executive Director, UNHCR) and Maria Calivis 

(Regional Director, Middle East and North Africa). 

 

The highest peak in coverage was the release on 31 May of the State of the World’s Children 2013: Children 

with disabilities. The report garnered hundreds of stories in major targeted media outlets, including the Daily 

Telegraph, the Guardian, the Evening Standard, The Independent, The Huffington Post, The Associated Press, 

Agence France-Presse, Reuters, Libération, Le Monde and others. The next high point of media coverage was 

around the response to Super Typhoon Haiyan, which hit the Philippines in November, and again produced 

hundreds of stories generated by staff from the field, from National Committees and from headquarters.  

Other key media moments included the release of a UNICEF report on female genital mutilation and cutting 

(FGM/C), which garnered a front page story in The New York Times with UNICEF in the headline; the signing of 

Katy Perry as a GWA; reports on the Syrian Arab Republic in December; the birth registration report in 

November; and the successful rollout of the #SahelNow initiative in April. 

 

The Media team arranged formal media training for 20 programme and senior staff and informal training for 

staff on specific media techniques, including the use of social media. More than 40 journalists were trained or 

oriented on ethical reporting on children and the use of the unicef.org website for article placement. 
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In Johannesburg, the Africa Services Unit (ASU) continued to reach out to regional media, pitch stories and 

distribute content to media outlets throughout the region, contributing to an increase in UNICEF presence and 

Africa-focused coverage in international and African media outlets in 2013. 

 
 

Intermediate Result 2.2: Multimedia communication products are developed and strategically placed on multimedia 

platforms for targeted audiences. 

 

Web: In 2013, DOC continued to produce web stories and videos, with stories on all organizational priorities, 

including emergencies, published daily on the unicef.org website. Content was also produced on English, 

French, Spanish, Arabic and Chinese websites.  

 

Overall, in 2013, visits to the unicef.org website increased by 37.5 per cent over 2012. The number of page 

views increased by 37.0 per cent and the percentage of returning visitors – an indicator of brand recognition 

and loyalty – increased by 33 per cent. Donation clicks after Typhoon Haiyan were 6.5 times higher than the 

average number of donation clicks in 2012. 

 

DOC identified the web upgrade as a major improvement initiative and made a proposal to UNICEF senior 

management. Several projects leveraged new and emerging technologies to make existing UNICEF websites 

more interactive. The homepage feature area was enhanced; and a donate widget, carousel and navigation 

were created to better support emergencies.  

 

Video production and dissemination: Videos produced and disseminated by UNICEF were watched 3.3 million 

times on YouTube in 2013, a 34 per cent increase over 2012. On average, people watched 75 per cent more 

minutes of UNICEF videos than in 2012. Viewers ‘liked’ more than 15,000 videos, an 85 per cent increase. 

Comments, another indicator of engagement, increased by 132 per cent. Much of these increases were driven 

by videos featuring UNICEF Goodwill Ambassadors. Share of mobile views increased from 22 per cent in 

January to 34 per cent in December, while the average view duration for mobile devices also increased from 

36 seconds to 1 minute 43 seconds in the same period. 

 
 

Intermediate Result 2.3: UNICEF’s approach to social and civic media is developed and promoted in a way that triggers 

and sustains interactive dialogue and fosters civic engagement and change. 

 

Growth in UNICEF’s social media community: Facebook and Twitter numbers continued to grow at healthy 

rates, making UNICEF the leading non-profit in terms of follower and fan size on the two platforms combined. 

DOC made a concerted effort to increase engagement on Google+, LinkedIn and Instagram, which paid off in 

terms of growth in these platforms. UNICEF now has more than 325,000 followers on these platforms 

compared to just 10,000 in 2012.  

 

Growth continued to be rapid on Instagram, bolstered through the use of the Statigram contests to promote 

the #thisability hashtag for SOWC 2013 and the #ENDviolence initiative. DOC also began managing UNICEF’s 

corporate LinkedIn account and used the platform to inform and attract new talent to UNICEF. A new 

initiative, ‘Faces of UNICEF’ was used on LinkedIn to promote UNICEF as a prospective employer, bringing the 

number of followers on LinkedIn to more than 100,000 in 2013.  
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Deepen engagement with UNICEF’s social media influencers: In 2013, the Shakira baby shower online app 

was at the centre of the new Social Toaster platform, and included a social sharing component linked to a 

platform for donations. DOC also used the highly promising tool Action Sprout, which allows users to choose 

among ‘social actions’ through a Facebook app. On Twitter, DOC continued to use the Muck Rack tool to 

monitor relationships with journalists. The Twitter tool Nestivity was used to good effect by Voices of Youth 

(VoY) to facilitate discussions with the most engaged followers.  

 

Voices of Youth: In 2013, DOC focused on cementing Voices of Youth (VoY) as UNICEF’s largest global youth 

community. VoY now has more than 311,000 fans and followers on Twitter and Facebook combined. Traffic 

from Twitter grew by 400 per cent and traffic from Facebook by 150 per cent during 2013. VOY received 

356,000 unique visits, amounting to daily visits in excess of 2,000 unique visitors per day. Countries with the 

highest levels of representation included Argentina, Canada, Colombia, Chile, Egypt, France, India, Indonesia, 

Kenya, Mexico, Morocco, Nigeria, Pakistan, Philippines, South Africa, Spain, Tunisia, the United Kingdom and 

the United States. 

 
 

Intermediate Result 2.4: UNICEF’s Goodwill Ambassadors are strategically engaged as third-party advocates for public 

awareness of UNICEF’s work. 

 

Advocacy and fundraising packages: Fundraising and advocacy multimedia packages featuring UNICEF 

Goodwill Ambassadors were developed in support of UNICEF core issues and campaigns, for purposes of 

advocacy and fundraising. Liam Neeson recorded a PSA, which was adapted in multiple languages using local 

celebrities globally, to draw attention to the hidden nature of much violence against children and to 

encourage people to report violence when they encounter it. Shakira’s online baby shower engaged social 

media fans by welcoming them to visit Shakira and Gerard’s virtual living room, where they learned about the 

issue of child survival and could purchase an ‘Inspired Gift’ to help give babies around the world a healthy start 

to life. Fans who visited the site bought more than 1,000 insecticide-treated mosquito nets to protect children 

from malaria and more than 150 portable scales to weigh babies and toddlers to detect malnutrition and 

illness. The campaign generated more than 6,800 print articles and more than 50,000 social media mentions 

and raised more than $100,000.  

 

Relationship development and management: DOC embarked on new relationships and further developed 

existing relationships with high-profile individuals to highlight UNICEF core priorities, including child survival, 

polio eradication and nutrition. As the newest UNICEF Goodwill Ambassador, Katy Perry began work with 

UNICEF to engage young people in speaking out about the issues important in their lives and to enlist them 

more directly in identifying solutions to those challenges. She will focus her outreach on children and 

adolescents who are most vulnerable ‒ including those living in severe poverty, affected by violence, abuse, 

and neglect, and experiencing conflict and other humanitarian situations. In 2013, Katy visited Madagascar, 

one of the poorest countries in the world, as part of a UNICEF mission, bringing much-needed attention to the 

situation of children there. She also joined in UNICEF’s celebration of the International Day of the Girl Child, 

lending her hit song “Roar” to the soundtrack of a new PSA to inspire girls and help them become tomorrow’s 

champions. She called on her massive social media followers to support UNICEF’s emergency relief efforts for 

children, including those affected by Super Typhoon Haiyan, which struck the Philippines in early November.   



 

15 

 

 

4.  Management and Operations 

 
Intermediate Result 3.1: Effective leadership provided for rollout of Global Communication and Public Advocacy 

Strategies and development of normative guidance for communication and public advocacy themes and processes.  

Divisional accountability and governance mechanisms and processes are functioning. 

 

DOC’s leadership in areas of communication and public advocacy; strategic partnerships; effective 

management structures; timely performance measurement against work plan, financial and human resource 

indicators; and governance and accountability mechanisms are among the factors that supported divisional 

results in 2013. 

 

Effectiveness of risk-mitigation practices: In 2013, DOC continued a course of actions to mitigate high and 

medium-high risks identified during a 2012 analysis of organizational risk categories. Actions included the 

development and dissemination of messages, strategies, “quicklines” (if asked) and Q&A on sensitive issues; 

issue-based briefing books containing narratives and key messages, facts and figures on key priorities; and 

resource kits on core issues. In publications and other content for external audiences, all statements of fact 

were checked for accuracy, currency and consistency. 

 

Misuse of the UNICEF brand represents a reputational risk. DOC conducted a survey of 60 UNICEF ‘branded’ 

documents available to the public online, the first of several activities to assess the level of compliance with 

brand guidelines throughout the organization. Only 38 of the documents surveyed were found to be 

compliant. Mitigation of risks to UNICEF’s global brand presence and reputation will be further addressed with 

the effective implementation of global communication, brand and advocacy strategies beginning in 2014. 

 

DOC continued to monitor procurement activities against recommendations of the 2010 Audit of Contract 

Management, and compliance with relevant rules and regulations continued to improve. Potential risks 

associated with data security and privacy ‒ revealed in an internal audit of UNICEF websites ‒ will be 

addressed in 2014 in response to auditors’ recommendations. The audit began in 2013 but has not yet 

concluded.  

 

Main partnership and partnership frameworks: In 2013, DOC collaborated with a broad range of external 

partners and continued to leverage opportunities provided by new platforms and new ways of engagement 

with a range of audiences, thus expanding the reach of communication and public advocacy activities in 

support of strategic priorities.  

 

Executive Directors of UNICEF, OCHA, UNHCR and the World Food Programme partnered to deliver their 

personal messages on behalf of the children of the Syrian Arab Republic. The resulting Syrian crisis PSA, 

launched in April 2013, has been viewed thousands of times on YouTube to date. UNICEF, UNHCR, Save the 

Children and World Vision jointly released the Education Interrupted report, highlighting the situation of 

millions of Syrian children who had to drop out of school and offering recommendations for the resumption of 

their education. 
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UNICEF’s 30 international Goodwill Ambassadors (GWAs) advocated on issues affecting children, reaching 

broad audiences through their own networks and fan bases, including children and young people themselves. 

GWAs, with millions of social media fans and followers, are a valuable resource in amplifying UNICEF’s mission 

and mandate and engaging new audiences. Digital media has provided enormous opportunities to extend 

UNICEF’s visibility through GWA presence on the web, Facebook and Twitter, and in 2013 DOC continued to 

ask celebrities to utilize their own digital platforms with calls to action for UNICEF’s work on behalf of children 

(from the End Violence initiative to urgent emergency assistance in countries such as the Central African 

Republic, the Philippines and the Syrian Arab Republic).  DOC continued to manage existing relationships, as 

well as cultivate new ones, which resulted in Katy Perry becoming the newest UNICEF Goodwill Ambassador.  

 

DOC continued its partnership with Harvard University’s Berkman Center for Internet and Society on the 

Digital Citizenship and Safety project, bringing expert insights on research methodology and findings as well as 

joint advocacy on the realization of children’s rights in the digital era. A revived partnership with the Miami Ad 

School brought new ideas from students and faculty around how social media can be used creatively as part of 

the ‘No Lost Generation’ campaign for Syrian children; the ‘winning’ idea will be realized by the advertising 

firm Ogilvie Dubai on a pro bono basis. UNICEF first partnered with the Miami Ad School on a social media 

campaign for children of the Sahel in 2012. On the International Day of the Girl Child, UNICEF partnered with 

Stanford University and the Intel Corp. in a ‘Hackathon’ to advance solutions to issues affecting girls that were 

identified in innovation laboratories in South Sudan. 

 

DOC partnered internally with PD, Governance, UN and Multilateral Affairs (GMA), PFP, DPS and PARMO to 

leverage visibility for issues central to UNICEF’s mandate, strengthen the organization’s knowledge leadership 

and gain insight in the current trends externally. In Education, external partnerships included: Education for 

All; Global Education First Initiative (GEFI); Global Partnership for Education; Let Us Learn; Out of School Children 

Initiative; Peacebuilding Education and Advocacy; and United Nations Girls’ Education Initiative (UNGEI). In 

health and nutrition, partnerships included: A Promise Renewed; the Bill and Melinda Gates Foundation; Every 

Woman Every Child; the GAVI Alliance; Health 4+; Global Action Plan Against Pneumonia and Diarrhoea; 

Maternal and Newborn Health; Measles and Rubella Initiative; Polio Advocacy Group; Scaling Up Nutrition; and 

UNAIDS.  

 

At the operational level, DOC partnered with counterparts within the United Nations Communication Group 

with the Division of Public Information (DPI), United Nations Communication Group Task Force on Post-2015, 

Post 2015 Consultations, G8‒G20 Working Group, among others. 

 

External partners contributing research, expertise and guidance towards the development of The State of the 

World’s Children 2013: Children with Disabilities included the Disability Report teams at International Disability 

Alliance; Leonard Cheshire Disability and Inclusive Development Centre (University College London); the 

United Nations Department of Economic and Social Affairs; the World Bank; and the World Health 

Organization. The French National Committee and the Latin America and Caribbean Regional Office (LACRO) 

supported the production of SOWC-related content in accessible formats (French and Spanish) for people with 

disabilities. DOC collaborated with several HQ divisions to develop the flagship SOWC 2013 and UNICEF Annual 

Report 2012, and both these publications benefited from the contributions of ROs, COs and NatComs. A 
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continuing partnership with United Nations sales allowed for the flagships and other major publications to be 

sold in in bookstores in print and e-reader formats. 

 

DOC’s Africa Services Unit (ASU), based in Johannesburg, coordinated communication and outreach within the 

United Nations system and with pan-African institutions on several events: the African Union Conference on 

Maternal, Newborn and Child Health in Africa; the African Union’s 50th anniversary celebration; the Global 

Newborn Health Conference; and the International Conference on AIDS and STIs in Africa (ICASA). Among 

other media partnerships, ASU partnered with Inter Press Service to cover stories related to HIV and AIDS in 

connection with the ICASA conference and with the Mail & Guardian for a Critical Thinking Forum on World 

AIDS Day.  

 

DOC continued to implement media and communication activities within the UNICEF Strategic Framework for 

Partnerships, particularly through the use of new platforms and new forms of engagement, i.e., social media. 

Internally, DOC worked within the external relations ‘cone’ of divisions on new guidelines for donor visibility; 

branding guildelines for the UNICEF-European Union partnership; a new strategy for the mobilization and 

leveraging of regular resources (RR); and on ensuring an effective communication response in humanitarian 

situations. DOC and DPS established the basis for an internal advocacy committee, which will oversee and 

coordinate UNICEF policy advocacy and public advocacy activities. DOC continued to provide the secretariat of 

the UNICEF Publications Committee, which governs publishing activities throughout the organization. 

 

United Nations Coherence Initiatives: DOC played a prominent role vis-à-vis United Nations Coherence in 

2013, assuming the Chair of the Communication Inter-agency Task Team of the United Nations Development 

Group (UNDG), working closely with Governance, UN and Multilateral Affairs (GMA), and in collaboration with 

United Nations agencies on the development of Standard Operating Procedures (SOP) in connection with the 

‘Communicating as One’ initiative. SOP guidance covers three major areas: (1) the common communication 

group mechanism in ‘Delivering as One’ settings;  (2) the scope of the joint communication strategy, including 

common messaging and resolving differences around sensitive issues; and (3) the use of the United Nations 

and United Nations agencies’ brand identities. The guidance should prove essential towards further clarifying 

the meaning of ‘One Voice’, ensuring complementarity with current normative guidance, and in response to 

the many requests from the field. DOC participated in a retreat organized in December by the United Nations 

Development Programme, where SOPs were discussed and recommendations made on how these could be 

fully implemented. DOC continues to respond to numerous field requests on UN Coherence, specifically on 

UNICEF’s position on brand and communication. 

 
 

Intermediate Result 3.2: Planning and M&E processes and systems in place. Financial and human capacity managed 

and functioning effectively and efficiently. 

 

Management practices, systems and structures: DOC consolidated its work in 2013 under three pillars – 

equity, humanitarian action, and UNICEF as the organization of choice for children – and gained agreement 

from senior management to focus the work of communication in 2014 in key priority areas. These frameworks 

have facilitated the work of communication priority-setting and message development. DOC introduced a 

corporate communication calendar, issue-based briefing books and emergency crisis communication plans for 

purposes of joint planning, collaboration and information-sharing at all levels throughout the organization. 
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DOC convened the global communication team for the purposes of information exchange and to improve the 

alignment of communication activities between HQ, regional and country levels. Virtual meetings (by 

teleconference or the WebEx mobile platform) took place, on a monthly basis, to discuss upcoming priorities, 

crisis communication, talent recruitment, workflows and other matters; and, on an as-needed basis, to brief 

on major initiatives, such as the SOWC 2013 report, released in May, and the End Violence Against Children 

initiative, launched in July.  

 

In connection with the Efficiency and Effectiveness initiative, DOC kicked off the development of a global 

communication strategy at meetings in July with the DOC team and in August with a reference group of 

communication professionals, made up of colleagues from DOC and the global communication team, several 

HQ divisions [Change Management Office, DPS, EMOPS, GMA, Office of Research (OoR), PD, PFP and the 

Office of the Executive Director] and National Committees, together with several UNICEF country 

representatives. The reference group met in August and November 2013 and will meet for a third time to 

conclude its work in February 2014, when the strategy is expected to be approved by the Global Management 

Team and then proceed towards its effective implementation.  

 

Within DOC, section chiefs and section deputies attended weekly editorial meetings and all staff met with the 

Director monthly. An annual work planning meeting and mid- and end-year reviews of the work plan were 

held in 2013. The Divisional Management Team met three times, once in connection with the development of 

the DOC Office Management Plan (OMP) for 2014‒2017. 

 

The 2014‒2017 OMP approved in September envisaged a new DOC structure that would facilitate effective 

communication towards UNICEF’s new Strategic Plan goals and objectives. The OMP articulates a single 

outcome for the plan period, i.e., UNICEF’s global position as a trusted and credible advocate for children’s 

issues and child rights drives vibrant and sustained public engagement on equity and an increase in resources 

for children. The work of DOC has been reorganized into four main sections – brand-building, digital strategy, 

media and public advocacy – with an enhanced Director’s Office focusing on strategic planning, demand 

management, communication support, field outreach and support, knowledge management, and 

communication crisis management. The Office of the Spokesperson will reside in the DOC Director’s Office.  

 

Use of KPIs: DOC has adopted a results-based approach, in which performance against work plan and 

management indicators is reviewed by the Divisional Management Team. Three Divisional Management Team 

meetings were held in 2013, as well as mid-year and end-year review of the work plan.  Management 

indicators cover human resources (staffing and recruitment), finance and budget, contract management, 

travel, and staff attendance and performance evaluation.  

 

Studies, surveys and reviews planned as part of the Integrated Monitoring and Evaluation Plan (IMEP) 

provided insights, particularly the quarterly media analysis reports, social and digital media analytics, the 

weekly Communication Highlights reports, ‘post-mortem’ reviews of major events and publication launches 

and a brand compliance study. Several planned activities, including internal customer satisfaction surveys and 

an evaluation of the Voices of Youth platform, were postponed.  
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Further effort is needed to consolidate and share data and knowledge from IMEP activities more widely across 

DOC and with field offices to ensure broader learning. Greater attention is also needed to ensure necessary 

follow-up on the findings and recommendations made in studies and reviews. In the context of the global 

communication strategy, DOC promoted the establishment of commonly agreed-upon KPIs for use by all 

offices, which is expected to result in a fuller understanding of the impact of communication efforts and 

investment throughout the organization. 

 

Efficiency and effectiveness (E+E): Following an intensive review of HQ functions as part of UNICEF’s Efficiency 

and Effectiveness initiative, DOC identified two areas for potential E+E improvement: communication strategy 

integrated with advocacy and brand strategies; and the ways in which UNICEF delivers its communication. 

Without integrated strategies, coordination, clear accountabilities and workflows, a standard level of 

communication expertise and support throughout UNICEF, common reporting standards, etc., it will not be 

possible to fully deliver on the goals of the Strategic Plan 2014‒2017 or to realize the greatest impact of 

communication as a return on efforts and investment. Two E+E working groups were formed in May 2013 for 

the purposes of developing the global communication strategy (#15) and establishing the basis for its effective 

delivery (#16).  

 

A mapping of UNICEF communication by DOC identified six ‘hot spots’ or specific areas for improvement: 

overall key messages, target audiences, impact planning and measurement, communication structure, brand, 

digital dissemination, and communication resources; these were validated by the global communication 

strategy reference group at its first meeting, in August 2013. The reference group then set about updating 

UNICEF’s mission statement, vision statement and guiding principles, as the basis for the work on the global 

communication strategy that would follow. In late 2013, a team representing UNICEF HQ, RO, COs and 

NatComs began drafting the strategy. 

 

A team of DOC staff was tasked with gathering and analysing evidence in support of several working 

hypotheses stemming from the communication-mapping exercise; the team presented its analysis for review 

and feedback by the reference group at a second meeting, in November 2013. On the basis of that analysis, 

Working Group #16 has proposed four areas that will be critical in order to deliver on the communication 

strategy: making a strong business case for communication and its integration with advocacy and programme; 

clarifying roles, responsibilities and structures of communication throughout the organization; human 

resource related, including capacity building; and identifying KPIs that can be agreed upon and measured 

uniformly by all communicators at all levels throughout the organization. The four areas will be developed as 

costed proposals as part of the E+E exercise. 

 

Emergency preparedness and response: In line with its responsibilities under the corporate commitments to 

children (CCCs) in emergencies, DOC provided senior-level support and guidance to a number of emergencies 

in 2013, notably in the Central African Republic, the Philippines, South Sudan and the Syrian Arab Republic. 

DOC provided guidance on messaging, media and communication strategy; and human resource support 

through the deployment of DOC staff to the Philippines and the Middle East and North Africa Regional Office 

(MENARO). DOC also provided HQ leadership on the communication campaign in support of the ‘No Lost 

Generation’ initiative for Syrian children. 
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DOC worked closely with PFP and National Committee partners to design a new communication campaign in 

partnership with the European Union (EU), to raise awareness and understanding of the impact of EU/UNICEF 

collaboration on children in times of crisis. The full campaign will roll out in 2014. 

 

DOC worked with EMOPS on global initiatives, including the launch of the annual Humanitarian Action for 

Children report, and in developing organizational policy and principles in relation to public communication and 

advocacy on humanitarian issues. The latter has resulted in draft guidance on processes and accountabilities 

to ensure a consistent approach across the organization, which is expected to be finalized and introduced 

globally in early 2014. 

 

Financial and human resource capacity: DOC managed a total budget of $7.7 million in 2013, including 

$1.7 million funded by the Support Budget, $4.2 million from Regular Resources and $1.8 million from Other 

Resources. Actual expenditure against the budget was 99 per cent. More than half of DOC’s budget is spent on 

consultant and other contracts; DOC issued 149 contracts in the amount of $4.0 million in 2013, with 

74 contract amendments.  

 

In 2013, DOC was staffed by 56 people on IP and GS posts, 3 staff on temporary appointment (TA) and 

62 consultants working onsite, for a total of 121 people. At year end, 13 posts were vacant, including new 

posts established as part of the 2014-2017 OMP. This concluded an extraordinary effort on the part of DOC 

with the Division of Human Resources to recruit not only the 15 existing posts that became vacant throughout 

the year but also 9 new posts established as part of the 2014‒2017 OMP, and to bring on board these new 

staff by 1 January 2014.  

 

DOC’s 24 vacancies in 2013 is a significant number compared with 19 vacancies in 2012 and 7 in 2011. A new 

Director joined DOC in March 2013, concluding a recruitment process begun in 2012. Fully half of the vacant 

posts under recruitment in 2013 were at the management level, including 7 P5 recruitments.  

 

Learning: At the end of 2013, 42 per cent of DOC staff had participated in the Managing Performance for 

Results training organized by the Division of Human Resources. Several DOC staff successfully completed the 

UNICEF/Harvard Dynamic Leadership Certificate (DLC) Programme, and one staff member completed the 

UNICEF/INSEAD Leadership Programme. Two DOC staff members completed the C4D learning programme 

with UNICEF and the Universities of Ohio and Witwatersrand. Due to the divisional restructuring and transition 

in 2013, no major group learning activities were organized.  

 

Staff issues: Issues raised in the 2012 Global Staff Survey continued to be relevant to DOC staff in 2013, 

despite measures adopted by DOC to improve information sharing and include staff in management meetings 

and deliberations. The new DOC Director was briefed on the survey and the recommendations of a DOC task 

team. A planned follow-up survey and team-building retreat in 2013 were postponed given that the new OMP 

structure was not yet in place and several key posts had yet to be filled. 
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5.  Innovations and Lessons Learned 
 
The End Violence Against Children initiative has broken ground as a new campaign model for UNICEF. It 

adopted a “glocal” (global–local) approach, providing a framework at the global level but flexibility at the local 

level, with the following lessons: (1) engaging with the field while creative concepts were being drafted was 

critical for the field to provide input, reflect on their relevance to local contexts, further refine and focus the 

concepts and inform rollout; (2) given the vast manifestations of violence, it was vitally important to have a 

clear and sharp message along with a creative concept that could be adapted to local contexts; (3) the 

flexibility to encourage COs to launch according to the own timeframes allowed the initiative to resonate with 

strategic priorities in countries and offices to avail themselves of their own creative resources and initiatives; 

(4) reaching out to key external partners and engaging them early on, including sharing information about the 

initiative before it was launched, contributed to a collective ownership of the iniatitve and an interest in 

working with UNICEF to address issues of violence against children. 

 

UNICEF now has an established presence on five social media platforms – Facebook, Twitter, Google+, 

LinkedIn and Instagram – and continued growth in 2014 will require strategies for each platform, particularly if 

UNICEF is to deepen engagement with supporters beyond their ‘likes’ and the ‘shares. The launch of The State 

of the World’s Children 2013: Children with Disabilities was a springboard for the development of compelling 

social media activities, including a powerful hashtag #thisability focusing on inclusion. Success was attributed 

to early project planning, an overarching strategy and an integrated marketing plan. The use of the Social 

Toaster platform for the Shakira baby shower allowed for the integration of email marketing for the first time, 

but many of the people who engaged were potentially bigger fans of Shakira than supporters of UNICEF. Plug-

in to PFP and NatCom donation platforms was an innovation but was not optimized due to technical 

limitations of the platform; a temporary solution (using ‘smart’ URLs) was found but the lack of integrated 

platforms between DOC and PFP will have to be addressed if this sort of project is to happen again. Traditional 

information-heavy infographics have typically not performed as well as photo-led content on social media 

platforms (i.e., Facebook). Thus in 2013 DOC produced a number of powerful, image-led ‘factographics’ on 

topics like FGM/C, immunization and sexual violence, which have been popular and widely shared. 
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6.  Studies, Surveys, Evaluations and Publications 
 
 

 
    
    

Title Main audience and objectives Authors Quantities printed (or 

electronic only) 

Estimated cost 

(research, writing, 

editing, copy-

editing, design, 

printing and 

distribution – 

exclude staff costs) 

CARMA Media Analysis 

Reports 

Internal; analysis of media 

coverage 

CARMA Electronic only   

Brand Management Study Internal; analysis of brand 

management 

UNICEF Electronic only  

Brand Compliance 

Sampling Study 

Internal; analysis of brand 

compliance 

UNICEF Electronic only  

The State of the World’s 

Children 2013: Children 

with Disabilities 

Audience: Governments, 
policymakers, opinion formers, 
civil society, media.  
Objectives: Advocacy  

UNICEF 65,000 printed copies 

(in 3 languages) 

$800K 

UNICEF Annual Report 

2012 

Audience: Partners, donors, 
general public.  
Objectives: Report on results 

achieved for children; disclose 

income and expenditures  

UNICEF 35,000 printed copies 

(in 3 languages) 

$150K 
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