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1. Executive Summary 

 

Achievements 

 

2017 marked  the final year of the Global Communication and Public Advocacy Strategy 2014-2017 

(GCPAS) and the UNICEF Strategic Plan for the same time period. The GCPAS was the first developed 

and implemented in UNICEF, which to date has been implemented in 139 countries. Introduced at 

the end of 2014, the Strategy redefined the role of UNICEF’s public-facing communication and 

established clear targets around voice, reach and engagement.  

 

2017 was also the first full year of implementing the new Cause Framework which brings together 

advocacy, public engagement, fundraising, brand and communications, with the active participation 

of HQ Divisions, ROs/COs and National Committees, to drive results for children. The most successful 

key moments in 2017 were the first World Children’s Day that saw 161 countries celebrating; the 

Children Uprooted campaign having 5.4 million supporters join UNICEF in endorsing the Agenda for 

Action for migrant and refugee children globally; the EVAC Data launch achieving UNICEF’s highest 

performing tweet ever.  It was also a year with extensive media coverage of UNICEF marking the 

sixth year of conflict in Syria.  

 

DOC has surpassed its highly ambitious objectives of the GCPAS: solidifying its position as the leading 

voice for and with children - ranking in the top positions among competitor organizations; 

consistently reaching 1 billion people around the world with UNICEF’s powerful messages; and 

engaging over 60 million people to take action for children (exceeding the original target by over 10 

million).  

 

This achievement was accomplished through new strategic approaches, such as a “digital first 

approach” to communications and through the implementation of the ‘glocal’ model of addressing 

global priorities through adaptation at country level to meet local needs, and a well-articulated 

vision of integrating the work of communication and public advocacy to programmatic objectives 

and results.  

 

UNICEF’s investment project, the Digital Transformation Project (DTP), which centered around a new 

unicef.org, as a knowledge and advocacy engine for children's rights was completed in 2017 and has 

moved into a steady state. A ‘digital first’ approach and a new digital strategy focusing on audience-

friendly content and use of multiple channels have facilitated tremendous growth on digital 

platforms – starting from 19 million followers at the start of the GCPAS to the now 47.9 million – 

positioning UNICEF as the leading non-profit organization in both reach and audience engagement.  

 

Compared to last year, there was a 16% increase of UNICEF’s web presence (17 million visitors in 

2017 vs. 14.7 million visitors in 2016) and a 17% increase in our social media base (42.7 million 

supporters from 2016). UNICEF’s global English Facebook page passed the 7 million fans mark and 

UNICEF’s Instagram followers passed the 2 million followers mark in 2017. UNICEF’s Instagram 

https://icon.unicef.org/iconhome/ICON%20Document%20Library/9%20June%20FINAL%20Global%20Communication%20and%20Public%20Advocacy%20Strategy%20(approved).pdf
https://icon.unicef.org/iconhome/ICON%20Document%20Library/9%20June%20FINAL%20Global%20Communication%20and%20Public%20Advocacy%20Strategy%20(approved).pdf
https://unicef.sharepoint.com/teams/DOC/integratedframework/CF%20Secretariat%20%20Strategic%20docs/Forms/AllItems.aspx?id=%2Fteams%2FDOC%2Fintegratedframework%2FCF%20Secretariat%20%20Strategic%20docs%2FCause%20Framework%20brochure%2F2018%20Cause%5FFramework%5FBrochure%5Fvf%5FWeb%2Epdf&parent=%2Fteams%2FDOC%2Fintegratedframework%2FCF%20Secretariat%20%20Strategic%20docs%2FCause%20Framework%20brochure&p=true&slrid=c5304b9e-c067-5000-d141-77cf10e6a79d
https://www.unicef.org/
https://www.unicef.org/


engagements were significantly higher in 2017, and exceeded 19 million, which is an 800% growth 

(19M likes and comments in 2017 vs. 2.1 likes and comments in 2016). In 2017, the UNICEF followers 

on Global Arabic Facebook passed the 1 million mark in December, almost double of the followers 

from January 2016. Twitter global followers in Arabic also reached 400K followers in the end of year. 

Arabic platforms keep being our fastest growing digital channels. 

 

Again this year, UNICEF was named the “most effective international organization on Twitter” 

according to the new Twiplomacy study. The study also reported that UNICEF is the most liked 

international organization on Facebook, the most followed and engaged international organization 

on Instagram and the second most followed international organization on LinkedIn. 

 

Full implementation of the new Brand strategy was rolled out in 2017 and is part of the Global 

Regulatory Framework. Launched in 2017, a new Brand book showcased the key assets and guidance 

to fully implement the new global brand strategy, UNICEF, for every child, across our entire 

organization and has been identified as a key change strategy in the new UNICEF Strategic Plan 

2018-2021. 

 

The media desk, established in 2016, was exceedingly useful to coordinating and quickly responding 

in real time to media topics, potential risks and maintaining voice leadership for UNICEF, with over 

76% of positive news mentions in the top tier media in 2017. 

 

UNICEF appointed two new global Goodwill ambassadors in 2017, both focused on reaching new 

demographics. UNICEF appointed its first GWA from the digital world, YouTuber Lilly Singh, following 

a field visit in India that focused on Adolescent Empowerment and Education. Lilly’s announcement 

was featured in major international and regional outlets including: The Hollywood Reporter, NPR, 

Daily Mail, The Times of India, France24, AFP, IBT, EFE, ABC, The Indian Express, among others.  

UNICEF also appointed its youngest ambassador, Muzoon Almellehan, 19 year old Syrian activist and 

refugee who has worked with UNICEF since her time in the Jordan camp in Za’atari. Muzoon 

Almellehan was the most in-demand of all GWAs for 2017 and worked with UNICEF through multiple 

field trips and high level events including giving an address at the G20 summit in Germany. At the 

G20 Summit, Muzoon met privately with world leaders including the German Chancellor, Angela 

Merkel, the Norwegian Prime Minister, Erna Solberg, and the Dutch Prime Minister, Mark Rutte. She 

also represented UNICEF alongside GWA Priyanka Chopra at the UN General Assembly and was also 

the face of the award-winning School Bus video created for that week.  

In 2017, communication and public advocacy continued to be an integral part of UNICEF 

programming in many countries. An increasing number of Country Offices are developing strategic, 

advocacy-based programming and integrating communication and public advocacy in their country 

programme documents (CPDs). This has implications for the organization with regard to a strategic 

approach to advocacy and the further integration of advocacy, public engagement, fundraising, 

brand and communications. DOC is capturing these lessons learned in case studies to help facilitate 

the continued integration of communication and public advocacy in country programme documents. 

 

Partnerships 

 

https://unicef.us9.list-manage.com/track/click?u=e7a88db79ac88b6a81d5df6de&id=766b535662&e=a5876a50e0
https://icon.unicef.org/iconhome/ICON%20Document%20Library/UNICEF_Brand_Book_Version2.0_Dec18.pdf


New and existing partnerships proved instrumental in achieving Cause framework campaign goals, 

particularly around ECD and World Children’s Day. In UNICEF’s first World Children’s day 

celebrations, DOC engaged key partners for numerous children’s takeovers, and activations in over 

160 countries. Prior to World Children's Day on Nov. 20, the singer, P!nk, teamed up with UNICEF for 

an all-new take on her recent hit "What About Us." On the day, Prime Ministers, Head of States, and 

Parliamentary Institutions from all over the world supported WCD. Most notably, Basel Al Rashdan, a 

12-year-old Syrian refugee living in Canada had a call with Canadian Prime Minister Justin Trudeau. 

High profile influencers, music stars, athletes, and partners participated in World Children’s Day 

activations by sharing their message in support to the children’s cause including Pope Francis, FC 

Barcelona, Sheryl Sandberg, Bill & Melinda Gates Foundation and Unilever.  

For ECD campaigns in 2017, the partnership with the LEGO Foundation and the LEGO Group were 

very strong and the campaign’s strategy of involving them in the early stages of creation of campaign 

moments and assets has strengthened the relationship. Additionally, the partnership with the H&M 

Foundation and Sesame Street workshop were strengthened as a result of the report launch, Early 

Moments Matter for Every Child, when in September, UNICEF, WHO, the World Bank, Scaling Up 

Nutrition, Every Woman Every Child, The Partnership to End Violence Against Children, Global 

Partnership for Education, Sanitation and Water for All, and the ECD Action Network (ECDAN) joined 

forces, for the first time, during the UN General Assembly to launch the report and to discuss the 

urgency of investing in a child’s early years.  

 

Ahead of the UN General Assembly, UNICEF once again curated the Global Goal Awards as part of 

their Global Goals partnership with Project Everyone, bringing four leaders from different countries 

to a high-level dinner in New York to Award them for accelerating progress on the SDGs.  The 

winners included a medical student dedicating his life to reducing maternal and child mortality rates 

in rural areas of Tanzania; a fashion student who founded an organization to support survivors of 

acid attacks; and a Colombian woman who helps former guerrillas reintegrate into society. 

Categories for the 2017 Awards included: The Innovation Award, The Healthy Not Hungry Award, 

The Leave No One Behind Award, the Young Goalkeeper Award and the Leadership Award. In 2017, 

this Awards dinner was funded by the Bill & Melinda Gates Foundation as part of their new 

Goalkeepers initiative. Priyanka Chopra and Muzoon also participated in the Awards ceremony. 

There is an opportunity for UNICEF to elevate its work with the BMGF Goalkeepers initiative in 2018, 

with a focus on youth advocacy.   

 

Shortfalls 

 

As UNICEF begins transitioning to achieve the new Strategic Plan targets, it is vital that UNICEF’s 

leadership in digital and media be fully linked to the new Supporter Engagement Strategy and 

advocacy efforts across the organization. Clarity is also still needed on UNICEF’s policy for 

accumulating and using supporters’ emails and to update the existing email list policy, or DOC risks 

hampering its ability to market content, engage with supporters for various calls to action, and 

understand how people interact with UNICEF digitally. The fact that UNICEF currently has no client 

management system to collect and redistribute leads will represent a major barrier to a digital 

engagement evolution in the coming years, although the new Customer Relations Management 

(CRM) project should ease this issue but has a multi-year timeline. A potential model for sharing 



information with interested national committees could and should be worked out as part of the 

Supporter Engagement project. 

 

In the initial year of implementing the Cause Framework it has accomplished increasing engagement 

and awareness with the public, however, there is further need to integrate fundraising and advocacy 

objectives and activities - pillars to the overall campaign that provide substantive content especially 

for programme officers and corporate partners. Moreover, the ambitious targets of the Cause 

framework campaigns will need to be met with corresponding financial and human resources in 

order to achieve results.  

 

2. Divisional Targets and Strategies 

 

Successful elements of DOC’s work to date have been the implementation of the ‘glocal’ model of 

addressing global priorities through adaptation at country level to meet local needs, and a well-

articulated vision of integrating the work of communication and public advocacy to programmatic 

objectives and results.  

 

Global and Regional Programme outcome: 

Effective delivery of communication and public advocacy in support of shifts in public policy, a socially 

engaged public and an increase in private and public resources for children.  

 

In 2017, emphasizing a more integrated and cohesive manner of collaborating across the 

organization, DOC began working in line with the Cause Framework, which brings together advocacy, 

public engagement, fundraising, brand and communications, with the active participation of HQ 

Divisions, ROs/COs and National Committees, to drive results for children. DOC housed campaign 

leads for the Cause Framework campaigns on #Children Uprooted, EVAC, ECD and World Children’s 

Day.  

 

World Children’s day saw an unprecedented number of historic firsts, not only the type of content 

and activities but also the platforms that harnessed a truly global activation in 161 countries with 

many top-line media outlets showcasing the numerous celebrations including children take-overs of 

the General Assembly, Heads of State, parliaments, corporations and news outlets. For digital assets, 

a “Follow the Sun” approach was used to share and amplify content from UNICEF offices and key 

partners from the first activations in the East Asia and Pacific region right through to the West Coast 

of the United States.  UNICEF’s Facebook livestream of #Kidstakeoverat UNHQ was the longest and 

most engaging livestream to date with 1.9 million views and over 11,700 likes. DOC also engaged 

with Tagboard, a content aggregation and curation tool, embedded on unicef.org/worldchildrensday 

was used to feature WCD content in real time. Over 700 pieces of content from all over the world 

were featured in many languages beyond UNICEF’s official ones. 

 

On all fronts, and as the longest running campaign, the EVAC Data launch in 2017 exceeded 

expectations, and demonstrated remarkable engagement with UNICEF content around this 

topic. The campaign also had the highest-performing UNICEF tweet of all time.  Building on EVAC 

activations, DOC launched UNICEF’s flagship report, State of the World’s Children 2017: Children in a 

https://icon.unicef.org/iconhome/ICON%20Document%20Library/171220%20World%20Children's%20Day_ICON%20version.pdf
https://www.dropbox.com/s/1xq534jop0zjsvx/171110%20EVAC%20snapshot%20report%20-FINAL.pdf?dl=0
https://www.dropbox.com/s/1xq534jop0zjsvx/171110%20EVAC%20snapshot%20report%20-FINAL.pdf?dl=0


digital world, that focused on children in a digital world and spanned themes covering different ways 

in which digital technology is affecting children’s lives, including dangers as well as opportunities. 

DOC identified 44 social media influencers and millennial driven websites, blogs and platforms 

across all regions to spread the word about the findings of the report. English, French, Spanish and 

Arabic speaking influencers were identified to reach all target markets. In the first week after the 

launch of the report, PR and influencers engagement strategy focused primarily on promotion of 

SOWC messaging in major media outlets globally. 

 

Following 2017 activations including during the G7 summit, G20 Summit and the UN General 

Assembly as key moments of the Children Uprooted global campaign, UNICEF gained more than 5.3 

million actions supporting the #ChildrenUprooted “Agenda for Action” for migrant and refugee 

children. During the UN General Assembly education for children uprooted was the thematic focus 

of UNICEF’s public engagement and broader advocacy efforts. To support this, DOC published a 

dedicated advocacy brief ‘Education Uprooted’, held a public stunt with Muzoon and 27 empty 

school buses in New York City and drove forward the education financing agenda during the SG’s 

‘Financing the Future’ event.  #ChildrenUprooted billboards were placed in 8 highly-frequented 

locations across Manhattan generating 64.5 million impressions. Education Uprooted posts on 

Facebook and Instagram were among UNICEF’s 5 most engaging social media posts, potentially 

reaching 7 million. UNICEF also hosted a Facebook Live Q&A session with Goodwill Ambassador 

Muzoon, generating over 52,600 video views and reaching 242,500 users. 

 

Father’s Day was leveraged around the world for the ECD campaign, as part of the Super Dads 

initiative, UNICEF called social media users around the world to share their personal “superdad” 

moments. This generated wide-spread attention and response. 74 high level Goodwill Ambassadors, 

influencers and partners participated in the campaign with 10 actors, 26 athletes, 14 musicians, 2 

comedians, 3 humanitarians, 2 celebrity advocates, 2 children’s show characters and 14 partners.  

 

Development Effectiveness outcome: 

UNICEF recognized as a credible and trusted voice for children; 1 billion people reached globally by 

2017 with UNICEF’s passionate message about the rights and well-being of children; 50 million 

citizens engaged to take action and demand change for the world’s most vulnerable, excluded and 

disadvantaged children.  

 

To illustrate advocacy arguments and narrative told from the field, DOC packaged data, 

programmatic evidence and real human stories and disseminated them using multimedia channels 

at opportune media moments.  

 

The establishment of the Media Desk, a rapid reaction editorial mechanism, in 2016 with the direct 

involvement of the DED for Partnerships in its daily operations has continued to be beneficial. This 

new way of working has proven useful for flagging sensitive items (New York Times story on 

UNICEF’s use of a contractor also working with the US military in Yemen); an embargo break 

(Children Uprooted report); flagging sensitive items to COs and ROs; early coverage on UNICEF 

media products; offering a useful guide for topics in the news affecting children that can be 

amplified on social media.  

 

https://www.dropbox.com/s/wblbjbmpplmlnq3/180126%20SOWC%202017%20-%20Snapshot%20report%20FINAL_including%20Lessons%20learned.pdf?dl=0
https://www.dropbox.com/s/wblbjbmpplmlnq3/180126%20SOWC%202017%20-%20Snapshot%20report%20FINAL_including%20Lessons%20learned.pdf?dl=0
https://www.dropbox.com/s/qml865o0hd8rabw/171026%20UNGA%202017%20snapshot%20report.pdf?dl=0
https://www.facebook.com/unicef/photos/a.10150563250124002.425954.68793499001/10155587087249002/?type=3&theater
https://www.facebook.com/unicef/photos/a.10150563250124002.425954.68793499001/10155587087249002/?type=3&theater
https://www.instagram.com/p/BZClix1jzCj/?taken-by=unicef
https://www.facebook.com/unicef/videos/10155593816174002/
https://icon.unicef.org/iconhome/ICON%20Document%20Library/170623%20Early%20Moments%20Matter%20report%20-%20FINAL.pdf
https://icon.unicef.org/iconhome/ICON%20Document%20Library/170623%20Early%20Moments%20Matter%20report%20-%20FINAL.pdf


Despite the constraint posed by the extent to which the current US administration dominated the 

news agenda, leaving little room for stories that have traditionally received significant coverage – 

even affecting digital news sites which in the past carried UNICEF video content, DOC made great 

strides in increasing media coverage for cause framework campaigns, humanitarian issues and 

thematic issues around WASH, Education, etc. with the percentage of articles that include UNICEF’s 

key message raising from 73% in 2014 to 95% at the end of 2017 and the percentage of quotes from 

UNICEF spokespeople in the new rose from 27% in 2014 to 52% in 2017.  

 

DOC also proactively created media moments with child alerts and  reports on the central 

Mediterranean migration route; the situation for children in Myanmar; the impact of six years of 

conflict in Syria; the impact of the conflict in Yemen; the use of children by Boko Haram; 

unaccompanied refugee and migrant children in Europe; the situation for children affected by 

conflict in Iraq; children on the move in west and central Africa; children in South Sudan; the 

exploitation and abuse of refugee and migrant children; the number of children out of school 

because of conflict; the Rohingya refugee crisis. The media team also drove coverage of the hunger 

crises in South Sudan, Somalia, northeast Nigeria and Yemen; and natural disasters in Central 

America, Mexico, the Caribbean and Asia. 

 

The Digital Transformation Project (DTP) concluded in 2017 and is moving into a steady state in 

2018. The DTP centered around a new unicef.org, as a knowledge and advocacy engine for children's 

rights. As a content resource and platform, unicef.org is now a visually engaging space for advocacy, 

engagement and fundraising, seamlessly integrated with social media platforms. Through blogs, 

mobile applications, open data, and other means, UNICEF's flagship external web presence reflects 

one brand, with many facets, voices and areas of expertise. In collaboration with ICTD, DOC has also 

transformed the traditional waterfall web development approach into an agile product development 

approach for the new platform, with new development processes and standards based on industry 

best practices. The transformation was essential to make sure the web platform can be maintained, 

updated and renewed constantly. 

 

To protect digital assets, DOC established an LTA with a brand protection external vendor to provide 

monitoring and enforcement of brand abuse in the following areas: internet (trademark 

infringement, false affiliation, offensive content, traffic diversion), mobile apps, social media, 

counterfeit goods sold online, paid search. This is a significant increase in brand protection services 

for UNICEF compared to previous years. DOC also created and launched two new online courses: 

web accessibility (in collaboration with the Disabilities Team) and search engine optimization (SEO), 

both courses registered around 100 participants and received excellent reviews. 

 

UNICEF launched its first ever Climate Comic Contest in 2017. DOC co-developed the concept of this 

year-long campaign with the Youth and Partnerships teams. The team secured pro bono support 

from an artist, obtained social media support from a key environmental organization, WWF, and 

continues to work closely with our partner Comics Uniting Nations. The campaign had both offline 

and online components with the goal to meaningfully and creatively engage children and young 

people worldwide in addressing climate change, as well as highlight to decision makers the 



importance of child and youth participation in climate action. UNICEF asked young people to submit 

a climate change fighting superhero for a chance to have their very own comic come to life. UNICEF 

received over 2,8oo submissions in different languages from young people from 99 countries, both 

through online and offline activations. 20 finalists from 19 countries were selected and the winner 

was announced after COP23 - the winner was a 21-year-old young woman from India who will 

develop her very own comic that we will launch on Earth Day, April 2018. 

 

DOC has continued to support UNICEF globally with normative guidance on the creation, production 

and promotion of photography and video to the highest standards in terms of accuracy and visual 

narratives using dignified representations of children and linking it to related development policies 

and achievements.   Creative approaches in content creation for video and photography supporting 

all major DOC initiatives, campaigns and emergencies resulted in successes in reach and 

engagement.  

 

A new innovative video series was created by DOC, “Stuff UNICEF Cares About”. The series is hosted 

by “Gabby,” and “Timmy,” ten and five years old, respectively. As the titles suggests, the hosts 

inhabit a fanciful set where they consider various UNICEF related topics (e.g. malnutrition, hygiene, 

vaccinations, refugees, education, et cetera). The premise is that it’s a show by kids/for kids but 

packed with ironic references to keep adults and millennials engaged as well. Worth noting is 

outgoing Executive Director Anthony Lake was so taken with the show that he stated it was the 

single best distillation of what UNICEF is and does and even guest-starred in an episode. 

   

Marketing and paid social initiatives were deployed in 2017, particularly the second half of the year, 

to support and amplify content, key launches and cause framework initiatives. In addition, DOC also 

initiated tactics, tests and platform-explorations to strengthen and build our audience segmentation 

and targeting, resulting in much learning and successes. Expanding paid social marketing to include 

the global Arabic, French and Spanish channels for key campaigns led to huge Facebook language 

growth:  315% for French, 12.4% for Arabic and 7.6% for Spanish. 

 

In 2017, DOC experimented with several types of livestreams to great effect, including the first 

Facebook livestream from the field and livestreaming an interview with Deputy Executive Director 

Justin Forsyth from the G7 summit on Twitter. The feature is an effective way to: show the impact of 

our work in real-time, engage in conversation with our supporters, connect with followers instantly 

from the field - especially challenging locations, reach new audiences and deliver breaking stories 

live. DOC produced three Facebook livestreams for the UNICEF global channel: G20 summit, UN 

General Assembly and World Children’s Day. Working with Facebook, DOC produced livestreams 

with David Beckham and Sheryl Sandberg to mark World Children’s day. On Twitter, DOC sought out 

opportunities to livestream news-related content, examples include the Rohingya crisis in 

Bangladesh and UN noon briefing.  During the UN General Assembly DOC filmed our first ever 

Instagram livestream, which featured Priyanka Chopra. 

 

Management outcome: 

An environment that enables the effective delivery of communication and public advocacy activities 

towards outcomes at global, regional and country levels. 

https://www.youtube.com/watch?v=m0IsFgVwp-w
https://www.youtube.com/watch?v=9Y5NzGQcndA
https://www.facebook.com/unicef/videos/10154962259644002/
https://www.facebook.com/unicef/videos/10154962259644002/
https://twitter.com/UNICEF/status/868162160710569984
https://www.facebook.com/unicef/videos/10155360142024002/
https://www.facebook.com/unicef/videos/10155760365454002/
https://www.facebook.com/Beckham/videos/10154863885796571/
https://www.facebook.com/sheryl/videos/vb.717545176/10159516676650177/?type=2&video_source=user_video_tab
https://twitter.com/UNICEF/status/915126466869788673
https://twitter.com/UNICEF/status/932657264888090624


 

Learning from the successful implementation of the GCPAS, in 2017, DOC began positioning itself to 

support the achievement of the goals of the new Strategic Plan and to contribute to UNICEF 

becoming an even stronger advocacy, campaigning, fundraising and communications force for 

children – becoming the leading voice, leading advocate, and leading brand for children, and 

engaging 100 million new supporters.  

 

The Global Communication and Public Advocacy Strategy has allowed for the creation of a new, 

comprehensive set of key performance indicators at global and national level. These enable 

communicators to demonstrate the scale and, to some extent, the impact of UNICEF’s 

communication and public advocacy work. At the same time, considerable investment has been 

made, in conjunction with efforts by UNICEF’s Programme Division and Field Results Group, to 

strengthen planning and monitoring processes in a way that communication and public advocacy is 

better integrated into country planning processes. The standard indicators on communication and 

public advocacy are now included in Insight and the Results Assessment Module (RAM) of the 

VISION performance management system. This is a step forward in streamlining communication and 

advocacy within the organization as a driver of results which will be strengthen by DOC’s work 

highlighted in the “How” change strategies of the new Strategic Plan 2018-2021. 

 

For the third year in a row, UNICEF was awarded Silver for Best Multi-market reporting for DOC’s 

global M&E programme. UNICEF was also awarded Bronze for best use of a measurement 

framework, this one is for the work done by PFP supporting Natcoms and PSFR COs, using the 

framework and KPIs developed in support of the GCPAS. DOC supported several ROs and COs to 

implement the M&E framework, conducting bilateral calls and trainings on:  localized measurement 

plans & KPIs; accounts, trainings & technical support for media monitoring tools; TORs for hiring a 

local media monitoring vendor; reporting on RAM standard indicators for Communication and 

Advocacy; and related topics. To date, DOC has engaged 62 country and all 7 regional offices in the 

M&E on-onboarding process, and the Team continues to reach out to additional countries. 

 

In support of achieving the ambitious goals of the new Strategic Plan DOC led a high-level meeting 

that focused on the state-of-the-art in measurement, research, and impact analysis for 

communications and advocacy work that brought together senior executives and experts from UN 

agencies, global non-profit organizations, private sector companies, governments, research, and 

academia. DOC also held a Global Strategic Planning Meeting in New York with colleagues from 

across the organization. The meeting served as a forum to discuss the strategic planning of the Cause 

Framework global initiatives and campaigns. 

 

ICON continued to serve as a main channel to ensure that UNICEF global staff are aware of and help 

promote key external facing campaigns among their local audiences and constituencies. The internal 

UNICEF’s super dads campaign, which was launched on ICON as part of the broader ECD Cause 

Framework campaign in the lead up to Father’s Day featured 60 staff members from across UNICEF 

in their super dads’ roles. Posts about UNICEF’s super dads remained among the top 30 ICON stories, 

while the main campaign piece ranked first in “Most popular ICON stories of 2017” based on the 

readership and engagement scores.  Exclusive ICON content, “Five Questions”, “IMPACT” and “On 

the Frontline” series, continue to resonate and are among the most read, shared and liked. 

https://icon.unicef.org/iconhome/SitePages/5%20Questions%20Page%202015.aspx
https://icon.unicef.org/iconhome/SitePages/IMPACT%20page.aspx
https://icon.unicef.org/iconhome/SitePages/On%20the%20frontline.aspx
https://icon.unicef.org/iconhome/SitePages/On%20the%20frontline.aspx


 

In line with DOC’s new OMP and to achieve results in the new Strategic Plan, the division undertook 

a restructuring exercise, developing two pillars to organize their function by advocacy and 

communication. The restructuring involved capacity building around advocacy and transferring the 

civil society partners’ portfolio and position to DOC. DOC continued to address a key priority as 

identified in the last Global Staff Survey, in reference to the high percentage of consultants utilized 

for staff functions in the division. One third of DOC’s workforce is comprised of consultants, 

however, efforts were made to reduce this number through the establishment of new posts.  

Unfortunately, the division was unable to secure the full funding requested in the OMP, therefore 

only a limited number of positions have been established. Additionally, due to the ever-growing 

demands on the division, DOC will continue to constrained by inadequate staffing models and 

limited resources to fully deliver on its functions unless additional non-post funds are invested.  

 

 

 

 

 



3. Annex I: Publications 

 
Title: UNICEF Annual Report 2017 
Audience: General  
Authors: UNICEF 
Quantities: 2,857 
Estimated Cost: $90,000 
 
Title: The State of the World’s Children 2017: Children in a Digital Word 
Audience: Traditional 
Authors: UNICEF 
Quantities: 15,000 
Estimated Cost: $200,000 
 
Title: Early Moments Matter for Every Child  
Audience: General  
Authors: UNICEF 
Quantities: 15,000  
Estimated Cost: $90,000 
 
Title: Child Alert: Outcast and Desperate: Rohingya refugee children 
Audience: General  
Authors: UNICEF 
Quantities: 3,000  
Estimated Cost: $20,000 
 
Title: A Deadly Journey for Children: The Central Mediterranean Migration Route 
Audience: General  
Authors: UNICEF 
Quantities: 3,000  
Estimated Cost: $20,000 
 
Title: Lives on Hold: Making sure no child is left behind in Myanmar 
Audience: General  
Authors: UNICEF 
Quantities: 3,000  
Estimated Cost: $20,000 
 
Title: UNICEF results 
Audience: General  
Authors: UNICEF 
Quantities: 3,250  
Estimated Cost: $25,000 
 
Title: Narrowing the gaps  
Audience: General  
Authors: UNICEF 
Quantities: 5,800  
Estimated Cost: $28,000 
 
Title: Brand Book 



Audience: Internal  
Authors: UNICEF 
Quantities: Electronic 
Estimated Cost: $2,000 (design made in-house) 
 

 

 

 

 

 

 

  



LIST OF ACRONYMS USED IN THIS REPORT 

 

CO Country Office 

DED Deputy Executive Director 

DOC Division of Communication 

DTP digital transformation project 

ECD early childhood development 

GWA Goodwill Ambassador 

GCPAS Global Communication and Public Advocacy Strategy 

KPI key performance indicators 

M&E monitoring and evaluation 

PFP Private Fundraising and Partnerships Division 

RO  Regional Office 

SDGs Sustainable Development Goals 

WASH water, sanitation and hygiene 

WHO World Health Organization 

 

 


