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1. Overview 
Foreword 

UNICEF’s private sector fundraising and engagement work across National Committees, regional offices, 
country offices, PFP and other Divisions achieved remarkable results in 2017, concluding the year and the 
2014-2017 Private Fundraising and Partnerships Plan above the planned targets and helping UNICEF 
achieve critical results for children.  

Throughout 2014–2017, the Division of Private Fundraising and Partnerships (PFP) continued to lead, 
coordinate and maximize UNICEF’s private sector fundraising, engagement, partnerships and advocacy for 
children. PFP provided strategic advice and technical support to 34 National Committees and 21 country 
offices with private sector fundraising activities, as well as to other country offices engaging with the private 
sector to deliver on the child rights agenda. 

2017 was a record breaking year for PFP, reaching $1,895 million dollars1 in gross revenue, $275 million 
more than was raised in 2016, compared to $1,612 million raised in 2014. Growth was achieved in nearly 
every country where UNICEF raises private sector revenue, and in every channel. Equally important is the 
acceleration of growth: 2017 brought the highest year-on-year income growth ever (excluding ORE raised 
during the year of the Tsunami). This is evidence of a very healthy business model with strong underlying 
growth and diversification of opportunities to better manage risks. It was also a record-breaking year for net 
revenue. After fundraising costs and other costs were deducted, $1,485 million was available for UNICEF 
programmes, exceeding the goal in the 2014–2017 Plan and meeting the 2017 budget submitted to the 
Executive Board.  

While pledge is the most important source of private sector revenue, UNICEF benefits from a diverse 
portfolio of donors, including foundations such as The Bill & Melinda Gates Foundation, wealthy individuals, 
membership groups such as Rotary International, faith based organisations such as LDS Charities and 
corporate donors such as retailer H&M and the bank ING. 

Most of the money raised came from well-established fundraising markets in countries with a National 
Committee, such as Germany, Japan and the United States. However, an increasing proportion came from 
rapidly developing markets in countries where UNICEF is represented by a country office. In 2017, revenue 
from country offices accounted for 12 per cent of the total raised, while just five years ago, their share was 
seven per cent. 

The 2014–2017 period underwent an evolution in engagement with the private sector to advance children’s 
rights. In 2014, nine National Committees and country offices were engaging business partners on their 
impact on children rights, rising to 15 National Committees and 34 country offices by 2017. At the same 
time, hundreds of companies mainstreamed impact on children into their business objectives, supply 
chains, market development and advertising. This success was based on an increasingly strategic 
approach: PFP led the development of a corporate partnership strategy; work on the impact of business on 
children was integrated with programmes in multiple country offices; PFP provided advocacy leadership on 
Cause Framework campaigns; and monitoring of public and private sector results across UNICEF, including 
National Committees, was made possible through the roll out of a comprehensive results framework. 

UNICEF continued to harness the power of partnerships and collaborative efforts with the corporate sector 
and foundations, strengthening its engagement through ‘priority integrated partnerships’ – multifaceted 
relationships with companies that have been identified as instrumental for UNICEF to implement the next 
Strategic Plan for 2018–2021. Among the partnerships fostered in 2017 were with Amadeus, Barça 
Foundation, LEGO and Unilever. 

In November 2017, the inaugural meeting of the UNICEF International Council was held in New York, 
bringing together many of UNICEF’s most important and influential private partners to recognize their 
significant contribution to UNICEF, and providing a platform to learn from their experiences and harness 
their power to help UNICEF achieve greater change for children.  

This Annual Report gives more details on the results, outcomes and achievements in 2017 and over the 
past four years of the Private Fundraising and Partnerships Plan 2014–2017. These accomplishments have 
laid the foundation for UNICEF to achieve the ambitious goals of its new IMPACT Plan 2018–2021, placing 
the organisation on the right path to continued success.  

Gary Stahl 

Director, Private Fundraising and Partnerships  

                                                
1 Note: this overall revenue figure is subject to an evolving revenue recognition policy for UNICEF which may change the timing of reporting 
for one or more major philanthropic gifts. This would not affect the overall results for the period of the 2014-2017 Plan. 
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Executive summary 
 
The key results achieved in 2017 by PFP are as follows: 
Private sector fundraising (PSFR) 

 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 

Private sector engagement  
 

 Growing success in child rights education allowed UNICEF to reach 2.98 million children and young people.  
 By the end of 2017, the Child Friendly Cities Initiative was reaching an estimated 30 million children in 

almost 40 countries, and in that year alone, over 10 million children were reached by work with business 
addressing its impact on children and families 

 Fifty-nine companies introduced practical measures to address their impact on children. 
 The Office of Innovation engaged with National Committees and PFP on approximately 31 partnerships that 

harnessed business core assets. The most significant development was on the number of companies 
engaged in providing data and/or data science, software, and design expertise to innovative data initiatives. 

 National Committees included in the Response to the Migrant and Refugee Crisis in Europe successfully led 
advocacy efforts leading to changes to relevant legislation in a number of European countries. 

 
Strategy, knowledge and tools 

 
 2017 saw the finalization of robust and highly consultative planning process for ambitious growth with the 

private sector for UNICEF around the world, resulting in a new plan known as the Private Sector IMPACT 
Plan for 2018-2021 which aims to deliver step change for UNICEF’s work with the private sector. 

 The initiative to create a platform for individual fundraising and donor management (CRM) was launched. 
 The Division’s knowledge management activities in 2017 included delivery of global and regional workshops, 

technical trainings, webinars, online courses and sharing of best practice on private sector fundraising, 
engagement and communication across UNICEF’s private sector network.  

 Knowledge management and exchange was complimented through the continued development of IT 
platforms to enable collaboration.  
 

Challenges and lessons learned 
 

 While income growth is accelerating, it hasn’t yet reached the levels required to meet the income 
goals by 2021.  

 Growth has also been uneven across countries - underlying market trends and analysis shows room 
for improvement in many markets.  

 Investment in fundraising by National Committees and country offices remains behind the level 
described in the UNICEF Private Fundraising and Partnerships Plan 2014-2017 – which means that 
faster growth could have been achieved by increasing the strategic alignment on this area.  

 To sustain growth UNICEF must make accompanying investments, in people, technology, systems 
and innovation. 
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2. Analysis of strategies and results: Development 
effectiveness and special purpose 

 
OUTCOME 1: By the end of 2017, annual contributions from private individuals, 
business and foundations to UNICEF programmes for children reach 
$1,485 million, including $665 million in regular resources 
 
The total net revenue raised in 2017 was $1.485 billion, up from $1.280 billion in 2014. The net value 
of regular resources (RR) was $572 million in 2014, and increased to $665 million in 2017.  
 
UNICEF private sector fundraising achieved record breaking growth in 2017. Gross revenue reached 
$1,895 million dollars, $275 million more than was raised in 2016 and on track with the budgeted 
amount of $1,878 million. Year-on-year growth was 17 per cent, the highest growth in more than a 
decade. Growth was achieved in nearly every country where UNICEF raises private sector revenue, 
and in every channel. The critical drivers of growth were continued investment in fundraising by both 
UNICEF and National Committees, together with continued focus on the channels and countries 
where the opportunity was greatest. In addition, UNICEF was able to raise relatively high levels of 
emergency revenue in response to ongoing crises such as the war in Syria, a testament to the 
strategic drive to integrate more effectively and to increase the predictability of emergency giving. 
 
Gross revenue generated by private sector fundraising grew across almost all markets, significantly in 
countries with well-established fundraising markets, as well as in those where the market is 
developing. National Committees increased revenue by 17 per cent and country offices by 24 per 
cent. The share of total private sector gross revenue raised in country offices also increased year on 
year, and reached 12 per cent in 2017. For the first time during the 2014-2017 Plan, exchange rate 
impacts were favourable – but still the majority of that record growth (10.1%) is actual growth rather 
than exchange rate impact. 
 
In addition to having been a record-breaking year for money raised (gross revenue), 2017 was a 
record-breaking year for contributions (net revenue). After fundraising costs and other costs were 
deducted, $1,485 million was available for UNICEF programmes. That was $153 million, or 11 per 
cent, more than in 2016, and exceeded the goal in the 2014–2017 Private Fundraising and 
Partnerships Plan. Contributions from regular resources (RR) reached $665 million, a year-on-year 
growth of $42 million, or 7 per cent. Pledge giving remained the most important driver of private sector 
RR. 
 
While income growth is accelerating, it hasn’t yet reached the levels required to meet the income 
goals by 2021. Growth has also been uneven across countries - underlying market trends and 
analysis shows room for improvement in many markets. Investment in fundraising by National 
Committees and country offices remains behind the level described in the UNICEF Private 
Fundraising and Partnerships Plan 2014-2017 – which means that faster growth could have been 
achieved by increasing the strategic alignment on this area. To sustain growth UNICEF must make 
accompanying investments, in people, technology, systems and innovation.  
 
Output 1.1: Annual gross contributions from individual pledge donors exceed $768 million and 
from legacies exceed $79 million by end 2017 
 
Gross contributions from pledge donors – that is, individuals who make regular, automated donations 
– grew from $604 million in 2014 to $778 million in 2017, and gross contributions from legacies – gifts 
from individual donors in a will – increased from $73 million in 2014 to $85 million in 2017, exceeding 
budgeted targets. 
 
The annual gross revenue of $778 million from pledge donors in 2017 meant that year-on-year growth 
was strong. Pledge giving grew by $125 million, or 19 per cent, with 54 countries reporting growth. 
UNICEF is a world leader in this type of giving, and the rate of growth more accurately reflects the 
potential to increase revenue than prior year results, which have been hampered by unfavourable 
exchange rate movements. Pledge giving remains the largest single source of unrestricted revenue 
(RR), and growth in this channel was the main reason why RR also grew significantly in 2017. 
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The growth in pledge revenue was driven by more people joining the UNICEF cause. Over 1 million 
new pledge donors started giving to UNICEF in 2017 – another record-breaking achievement. The 
most important way of acquiring new pledge donors remains face-to-face fundraising, which creates a 
dialogue between potential donors and fundraisers. Other methods such as telemarketing and the 
combined reach of television advertising and digital fundraising are also important. Small but 
fast-growing sources of new pledge donors are mobile phone fundraising and acquisitions via 
corporate partnerships. 
 
Legacy giving achieved the goal by contributing $85 million in 2017, with a small decline year on year 
because of some large legacies boosting revenue in 2016. However, the number of people interested 
in leaving a legacy gift has been increasing rapidly because of increased efforts to promote this form 
of giving, which generates high levels of unrestricted revenue over the medium term.  
 
Both pledge giving and legacies have benefited from investment in fundraising by UNICEF. Most 
investment funds are allocated to pledge giving, with legacy fundraising receiving a small share. In 
addition, PFP has worked closely with National Committees and country offices to share successes 
and build on the network’s considerable expertise. 
 
Output 1.2: Annual gross contributions from corporate donors exceed $177 million by end 2017 
 
Annual gross revenue from corporate donors amounted to $134 million in 2014 and reached 
$183 million in 2017. An additional $35 million was raised in 2017, a growth rate of 24 per cent. This 
reversed a trend of low levels of growth from corporate donors over the past few years. The change 
was driven by a greater focus on securing new global partnerships and renewing and reinvigorating 
relationships with existing global partners, together with credit given to corporate fundraising teams for 
the full range of revenue types generated.  
 
Over 30,000 companies made donations to UNICEF in 2017, ranging from small one-person 
businesses to global companies that contribute the majority of revenue. Most corporate support is 
given as other resources regular (ORR) – that is, revenue that is restricted in some way. UNICEF 
stewards partnerships with some of the world’s best known companies. Some of the most important 
relationships are described on pages 16-19. Increasingly, the largest companies are seeking a deeper 
engagement with the organizations they support. UNICEF’s global presence offers a unique 
advantage for companies with global brands. It is a strength that will be developed as the new strategy 
for building relationships with the business sector is rolled out. 
 
There is increasing integration between corporate fundraising and individual fundraising. Customers 
and staff engage in the relationship with UNICEF, and this has contributed to the increase in the 
number of pledge donors. In 2017, 74,000 new pledge donors were acquired through the relationship 
with corporate partners. 
 
Output 1.3: Annual gross contributions from major donors exceed $60 million and from 
foundations exceed $332 million by end 2017 
 
Gross contributions from major donors increased from $32 million in 2014 to $55 million in 2017, and 
gross contributions from foundations and membership based organizations went from $385 million in 
2014 to $409 million in 2017. 
 
For UNICEF’s work in private philanthropy, 2017 saw the climax and delivery of financial and 
engagement goals for 2014–2017, as well as intense consultation and planning for ambitious new 
plans and goals for the Strategic Plan 2018–2021. Three key strategic achievements were: the launch 
of a global new business process focused on securing multi-million dollar gifts; the development of 
UNICEF’s first-ever global foundations strategy to harness the potential of foundations in terms of 
revenue, influence and expertise; and the inauguration of UNICEF’s International Council, a global 
engagement platform to build a community of key influencers and philanthropists for children’s rights. 
 
This new strategic direction has already come into fruition, raising $409 million from foundations and 
membership based organizations, $77 million over the budgeted target, exceeding the Plan’s goal by 
$76 million. Significant successes in 2017 in foundations and non-profit revenue included $78 million 
in new polio funding from the Bill & Melinda Gates Foundation; the launch of a $2.5 million partnership 
with the newly-founded Clooney Foundation for Justice to support access to education for Syrian 
refugee children; a new $9.4 million contribution from LDS Charities to support early childhood 
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development and education for displaced children; and the expansion of the partnership with the 
Children’s Investment Fund Foundation to support the treatment of severe acute malnutrition in India. 
 
Financial contributions from major donors increased by 22 per cent to reach $55 million in 2017, 10 
per cent lower than the $60 million target. The year 2017 also marked the completion of phase 1 of ‘7: 
The David Beckham Fund for UNICEF’, which has raised over $9 million for children in seven 
programme areas. 
 
Output 1.4: The private sector in programme countries is mobilized in support of the goals set 
out in the UNICEF Strategic Plan 2014–2017 
 
Over the period of the UNICEF Strategic Plan 2014–2017, country offices expanded and deepened 
their engagement with the private sector to deliver results for children – through maximizing private 
sector revenue as well as by addressing the impact of business activities on the rights of children and 
harnessing the potential of private sector partnerships to advance the child rights agenda.  
 
Private sector fundraising in UNICEF country offices almost doubled from $118 million in 2013 to $228 
million in 2017 (annual gross revenue). In 2017, the gross revenue represented a 24 per cent increase 
over 2016. Most of these funds funded UNICEF’s domestic country programmes. Additionally, private 
sector contributions in these countries helped children worldwide, through other resources as well as 
UNICEF’s core resources (RR); $35 million contributed to RR, an increase of 27 per cent over 2016. 
UNICEF Argentina contributed $14 million to global RR, while Malaysia and Thailand also made 
multi-million dollar contributions. Several country offices contributed more than $1 million, including 
Brazil, Chile, Colombia and Uruguay, and five offices contributed between $500,000 and $1 million 
(Ecuador, Indonesia, Mexico and the Philippines). 
 
Country offices were largely focused on monthly pledge giving in line with the UNICEF Private 
Fundraising and Partnerships Plan 2014–2017. The number of pledge donors in country offices 
increased by 11 per cent to 1.3 million at the end of 2017. The highest number of pledge donors is in 
Argentina, where 291,000 individuals support UNICEF. The total revenue from pledge through 
UNICEF country offices increased from $93.5 million in 2016 to $115 million in 2017. In addition, 
offices were engaged in relationships with major foundations and individual philanthropists 
($78 million) and corporate partnerships ($20 million). 
 
In line with the new Private Sector IMPACT Plan 2018–2021, PFP guided country offices in 
developing new private sector plans (PSPs), which will be updated annually. Leadership and capacity 
of representatives and regional senior staff in private sector fundraising and engagement was 
strengthened through a three-day PFP orientation as well as through sessions at the orientation for 
first-time representatives. 
 
Output 1.5: Clear and differentiated UNICEF brand positioning for private sector activities is 
developed and communicated 
 
In 2017, the Global Communication and Public Advocacy Strategy (GCPAS) was further implemented 
in the Private Sector Network thanks to the support of Communication and Brand Think Tank 
activities. PFP continued to support the implementation of the GCPAS among National Committees 
and monitored key performance indicators during the Joint Strategic Planning process. The public’s 
brand perception was assessed in 14 countries through the Barometer study, while the performance of 
UNICEF’s media efforts in 2016 was assessed in 35 countries. Numerous related workshops were 
held to enable countries to take stock of the results and adjust their strategic and operational plans 
accordingly. 
 
Early in 2017, UNICEF’s Division of Communication (DOC), together with PFP, co-hosted a workshop 
in Geneva to define the next steps of the global brand strategy deployment. Subsequently, PFP 
supported DOC in developing UNICEF’s global brand book and related tools to support further 
deployment at regional and national levels in 2018.  
 
Brand positioning is recognized as being a foundational element of the IMPACT Plan 2018–2021. In 
the context of the development of the Plan, brand positioning outcome, outputs, supporting strategies 
and key performance indicators have been defined and rolled out among National Committees to be 
implemented in their Strategic Plans. The capacity of 100 staff from National Committees was further 
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strengthened through a brand building and communication capacity building event took place in 
October 2017. 
 
Several multimedia content packages were developed and issued to support the launch of various 
brand building initiatives. Also, PFP took the lead in developing two compelling global campaigns, 
‘Children Uprooted’ and ‘Every Child Alive’, supporting participating country offices and National 
Committees in their brand positioning efforts. 
 
Output 1.6: Strategic and essential contractual services and goods are available in support of 
PSFR and partnerships 

PFP’s main procurement objective is to achieve best value for money for the organization in 
contracting for goods and services. The Procurement Strategy is a key element of support for PFP. In 
2017, PFP engaged with vendors for approximately $20.5 million to provide diverse goods and 
services, and was successful in reducing the number of waivers from competitive bidding to 2.5 per 
cent of the total expenditure. Furthermore, PFP established 32 long-term framework agreements 
(LTAs), issued 349 bids (i.e. requests for proposals, requests for quotations, invitations to bid) and 394 
institutional contracts. Additionally, allowing for greater support of PFP and other Geneva-based 
entities, PFP participated in 11 joint tenders with Geneva-based United Nations-affiliated agencies to 
achieve competitive advantages through economies of scale. PFP successfully shared 105 LTAs in 12 
categories of spending, providing opportunities to leverage economies of scale across countries 
contracting for private sector fundraising activities and identifying opportunities for synergies, cost 
savings and joint tenders benefiting HQ, National Committees and country offices. In addition, through 
the strengthened collaboration with the Common Procurement Activities Group, PFP benefited from 
joint tenders and cross-agency sharing of LTAs/contracts, resulting in cost savings of approximately 
$1.4 million for UNICEF. PFP has continued to provide procurement support to the Europe and 
Central Asia Regional Office and the Office of Emergency Programmes. PFP recognizes that, as 
UNICEF evolves, expertise and support are required in country offices with private sector fundraising 
programmes, and the recruitment of additional staff capacity has been completed. PFP has ensured 
that its procurement capacity was strengthened to support these country offices and to maximize the 
generation of revenue for UNICEF through private sector fundraising activities. 
 
Output 1.7: Investment in fundraising is sufficient to drive ambitious growth 
 
Investment in fundraising is a prerequisite for growth. UNICEF finances investment in private sector 
fundraising from two sources: PFP investment funds and direct investment by National Committees 
and country offices. 
 
PFP investment funds are managed by PFP. They are used to support fundraising initiatives that are 
beyond the resources of National Committees or country offices alone. In 2017, PFP deployed 
$83 million of investment funds that will drive at least $240 million in gross revenue over 36 months, 
up from $50 million deployed in 2014. Most of the funds are invested in pledge, which is the most 
reliable and cost-effective source of private sector RR, and has the greatest growth potential. PFP 
investment funds supported over 110 initiatives in 47 countries in 2017, with funds focused on the 
most cost-effective fundraising in the markets with the largest potential. A small but growing share of 
the budget ($12 million) was allocated to legacy fundraising, which offers an even greater return and 
very high levels of RR in the midterm to long term. 
 
Direct investment by National Committees and country offices reached record levels in 2017, but was 
still behind the goal set in the Plan. Most investment is focused on growing revenue from individual 
donors, including pledge donors. Other ORR-generating revenue streams such as foundations, 
companies or major donors work to different dynamics and are more dependent on highly skilled staff 
than on high levels of expenditure. As a result, the absolute investment is lower in these channels but, 
nevertheless, growth requires an appropriate level of resourcing. 
 
Overall, direct investment in fundraising accounted for 77 per cent of total investment in fundraising, 
with PFP investment funds making up the remaining 23 per cent. 
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OUTCOME 2: Private and public sector stakeholders provide increased 
resources and support for the realization of children’s rights 
 
The 2014–2017 period underwent an evolution in engagement with public and private sector actors to 
advance children’s rights. All National Committees engaged in policy advocacy, with significant growth 
in capacity. There was growing success in child rights education (CRE), reaching 2.98 million children 
and young people. By the end of 2017, the Child Friendly Cities Initiative was reaching an estimated 
30 million children in almost 40 countries, and in that year alone, over 10 million children were reached 
by work with business addressing its impact on children and families. Additionally, in 2014, nine 
National Committees and country offices were engaging business partners on their impact on children 
rights, rising to 15 National Committees and 34 country offices by 2017. At the same time, hundreds of 
companies mainstreamed impact on children into their business objectives, supply chains, market 
development and advertising.  
 
Multi-stakeholder platforms such as the World Economic Forum created new opportunities to promote 
child rights advocacy and for strategic engagement with key business. In policy dialogue with FIFA 
and the organizing committee of the Tokyo Olympics, UNICEF ensured children’s rights are central to 
the bidding and hosting of the 2026 World Cup and the 2020 Olympic Games. Partnerships with 
LEGO and other global businesses saw companies review their impact on children and put in place 
measures to improve it, reaching millions of children. Policy advocacy successes by National 
Committees included putting child poverty on the national agendas on Slovenia and New Zealand. 
PFP’s work to advance child safeguarding practices with National Committees and business, begun in 
2016, took on additional prominence.  
 
This success was based on an increasingly strategic approach: a Public and Private Sector 
Engagement results framework was rolled out, PFP was heavily involved in developing its wider 
corporate partnership strategy, work to address the impact of business on children was integrated with 
programmes in multiple country offices (Programme Division and PFP worked together to develop 
Programme Guidance for country offices on engaging business to achieve results for children), and 
PFP provided advocacy leadership on Cause Framework campaigns and significant CRE 
contributions to World Children’s Day. 
 
Output 2.1: Businesses respect child rights 
 
Working with business to address social impact and achieve results for children was integral to 
UNICEF partnerships with companies, business networks and multi-stakeholder platforms. This 
involved working with business partners to identify and address impact and building capacity to 
integrate this into country programmes. 
 
In 2017, three country offices included the impact of business on children in situation analyses. 
Governments and businesses across sectors ranging from garment manufacturing and extractives to 
mobile operators completed assessments, some taking a comprehensive look at operations, others 
focusing on issues such as child online safety or violence prevention. A study by UNICEF Mexico on 
children and the hotel industry was selected as one of the best pieces of UNICEF research during 
2017 and the report stimulated policy discussion with the government. 
 
During the year, 59 companies introduced practical measures to address their impact on children. 
GSMA and UNICEF convened stakeholders to address child online protection in Malaysia. LEGO 
rolled out company-wide e-learning on child safeguarding and child digital safety. Barrick worked with 
the Canadian Committee for UNICEF and the Government of Canada to develop a Child Rights and 
Security Checklist. Work was in development with Google, Microsoft and Tencent. 
 
The impact of global supply chains and marketing and advertising on children were major themes. The 
Bangladesh, Colombia, Cote d’Ivoire, India, Indonesia, Mexico, Sri Lanka and Viet Nam country 
offices implemented research, advocacy with government and business, or workplace programming 
reaching hundreds of thousands of parents and children. UNICEF and the Norwegian Committee for 
UNICEF partnered with NBIM, the world’s largest sovereign wealth fund with investments in over 
9,000 companies, to develop a garment sector child rights network. The Hong Kong and Japan 
Committees engaged with businesses on breastfeeding practices and child online protection 
respectively. 
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In Bangladesh, the workplace programme is implementing interventions to promote breastfeeding 
rates in 10 pilot factories from current levels of 17 per cent, which are much below national averages. 
Ten global companies worked with UNICEF to develop good practice on digital marketing and 
children. Seven major palm oil buyers (Unilever, Neste, Ferrero, Mondelez, Cargill, Marks & Spencer, 
and Tesco) promoted the integration of child rights into palm oil sourcing. The Roundtable on 
Sustainable Palm Oil (RSPO) – 3,500 member organizations – developed new sustainability 
standards with explicit reference to children’s rights. 
 
Government policy is an important way of influencing business practice. UNICEF India convened 
industry and government to review the Plantation Labour Act on outcomes for children in the tea 
sector (over 100 tea gardens worked with UNICEF and local government to address workplace 
practices supporting children). UNICEF Colombia supported government to develop child-focused 
guidelines for its Policy of Corporate Responsibility. 
 
Output 2.2: Businesses contribute core assets to deliver results for children 
 
During 2017, PFP collaborated with the Office of Innovation to mainstream the work on innovation 
partnerships and core business and assets, and to develop partnerships tapping into core assets such 
as expertise, data, networks, digital products and channels, and new technologies. 
 
At the global level, the Office of Innovation engaged with National Committees and PFP on 
approximately 31 partnerships that harnessed business core assets. The most significant 
development was on the number of companies engaged in providing data and/or data science, 
software, and design expertise to innovative data initiatives. 
 
At the national level, UNICEF is harnessing business core assets to reach the most disadvantaged 
communities, providing them with access to services and giving them a voice. In Tanzania, UNICEF is 
working with Tigo (largest mobile operator) and the government on scaling up birth registration and 
mhealth. Through Tigo’s support, 1.5 million children have been registered and birth registration has 
increased from 13 per cent to 90 per cent in six of the most disadvantaged regions. Tigo’s support 
included 5 million free SMS, access to high-speed Internet in 30 district offices, dedicated staff time, 
access to infrastructure for testing and piloting the system, and social mobilization via radio and TV. 
 
PFP led an interdivisional effort, together with National Committees, to develop a framework to assess 
the value of non-financial contributions from corporate partners. The project seeks to encourage 
National Committees and country offices to pursue selective, strategic partnerships with business that 
harness non-financial resources. Furthermore, UNICEF collaborated with the Partnering Initiative to 
develop a framework for assessing business value and a more strategic approach to engagement in 
platforms, organizations and networks involving business. 
 
Output 2.3: Strengthened advocacy and child rights education 
 
PFP continued to support National Committees’ policy advocacy on priority issues, and provided 
advocacy leadership on the Cause Framework campaigns. National Committees included in the 
Response to the Migrant and Refugee Crisis in Europe successfully led advocacy efforts leading to 
changes to relevant legislation in Slovenia and Italy, government decisions in France and the UK, and 
the promotion of standards for the protection of migrant children in Germany. 
 
For example, National Committees successfully brought about the following policy changes in support 
of children’s rights: 
 
 In Italy, the Parliament passed the Law on Unaccompanied Children (Zampa Law), guaranteeing 

them the same rights as all other children. 
 National Committees successfully placed child poverty on their governments’ agenda – the 

Government of Slovenia created a high-level Council for Children and Families. The new 
Government of New Zealand focuses on fighting child poverty, following the National Committee’s 
campaign during the 2017 elections. 

 
National Committees – including in Austria, Canada, Hong Kong and Japan – recorded significant 
numbers of targeted influencers echoing UNICEF’s advocacy messaging on priority issues. Close to 
3 million children and young people were reached through child rights education initiatives in 2017. 
These initiatives included an increasing number of National Committees – 16 compared to 6 in 2014 – 
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engaging in high-impact ‘whole school approaches to CRE’, such as Rights Respecting Schools. 
Others are embedding child rights into teaching resources and strengthening children’s participation in 
child rights issues. At least 217,000 children across 18 National Committees were involved in World 
Children’s Day, promoting children’s rights in their own countries and around the world. 
 
The year 2017 was crucial for the Child Friendly Cities (CFCI), which now reaches an estimated 30 
million children in almost 40 countries. The launch of the CFCI Toolkit strengthened learning and 
knowledge sharing. There are now more than 1,100 child-friendly cities and municipalities in countries 
with a National Committee presence, with 22 National Committees engaged on CFCI. The city of 
Postojna, Slovenia, became a Child Friendly City, allocating two seats for migrant and refugee 
children in the new youth council. 
 
Strategic engagement with platforms and initiatives involving business advanced UNICEF’s advocacy 
agenda. UNICEF’s Executive Director spoke in private-sector-related events during the United Nations 
General Assembly and advocated for investments in young people at the World Economic Forum, 
convening influential partners on the issue.  
 
OUTCOME 3: National Committees implement the strategic direction set by the 
2014–2017 Private Fundraising and Partnerships Plan and have technical 
guidance, tools and operational support to deliver the Plan results 
 
National Committees are an integral part of UNICEF. Established as independent, local 
non-governmental organizations, the 34 National Committees across the world raise funds from the 
private sector for UNICEF programmes and champion children’s rights in industrialized countries. 
 
In 2017, PFP continued to leverage UNICEF’s relationship with National Committees to maximize the 
potential and effectiveness of UNICEF’s presence in industrialized countries and increasing the 
contribution of National Committees to the achievement of UNICEF’s overall goals. PFP also led and 
managed the Joint Strategic Plan (JSP) process and supported the Standing Group of National 
Committees, ensuring alignment with UNICEF’s overall priorities and goals and mitigating potential 
risks. 
 
PFP continued to provide specialized strategic advice and technical support to National Committees in 
various governance areas, including developing new or revising existing Statutes, board effectiveness, 
supporting a risk management culture, establishing and strengthening ethics frameworks, crisis 
preparedness and management, audit and compliance and operations policies. 
 
Output 3.1: Strengthened cohesion and coordination among National Committees and UNICEF 
 
Increased cohesion among National Committees and between Committees and PFP continued 
through several avenues in 2017. 
 
Effective relationships with National Committee boards and senior management are maintained 
through regular communications and meetings including two signature events – Executive Directors’ 
Meeting and Annual Meeting of National Committee Directors and Board Chairs. UNICEF’s holistic 
understanding of National Committee opportunities and challenges as well as strategies and results 
are ensured through internal Joint Strategic Plan alignment meetings, quarterly reports to the Senior 
Management Team and to the Office of the Deputy Executive Director. 
 
National Committees were regularly and systematically consulted during the development of 
UNICEF’s new Strategic Plan and accompanying Private Sector Plan 2018–2021. National 
Committees were active participants in the Cause Framework campaigns and events, including World 
Children’s Day. Moreover, National Committees could voice their views at the highest decision-making 
levels of UNICEF through various working groups and in their capacity as observers of the UNICEF 
Executive Board Meetings. Standing Group members had the opportunity to discuss pertinent issues 
with the UNICEF senior management team in 2017. The chair of the Standing Group participated in 
the meetings of the UNICEF Global Management Team and the 2018 Work Plan of the Standing 
Group developed in December 2017 was endorsed by all National Committees and reflects clear 
alignment with UNICEF strategies and plans. 
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Throughout the year, PFP played a key role in the response to the refugee and migrant crisis affecting 
National Committee countries by facilitating relationships, providing strategic input and ensuring a joint 
UNICEF response to the crisis. The global milestones of the Uprooted Campaign in Italy (G7) and 
Germany (G20), led by PFP, were an example of strengthened collaboration among National 
Committees and UNICEF as part of the Cause Framework. 
 
Output 3.2: All National Committees are implementing JSPs aligned with the 2014–2017 Plan 
 
The shared vision and mutually agreed targets of the UNICEF Private Fundraising and Partnerships 
Plan 2014–2017 continued to be reflected in Joint Strategic Plans (JSPs) in 2017, which captured the 
key elements of the relationship between UNICEF and National Committees, including direction, 
strategic priorities for fundraising, public and private sector engagement, communication and 
governance. In 2017, 33 National Committees signed JSPs with PFP. The outstanding JSP with the 
U.S. Fund has been aligned and finalized at senior management team level.   
 
Based on the feedback of National Committees, JSPs were digitised in 2018, as part of a new 
planning, monitoring and reporting platform that aligns plans and results in JSPs, as well as country 
office private sector plans, to the new UNICEF Strategic Plan and Private Sector IMPACT Plan for 
2018–2021.  
 
Output 3.3: Enhanced governance in National Committees 
 
In 2017, National Committees continued to enhance their overall governance as per agreed JSP 
governance improvement strategies. Persisting or new challenges were addressed through tailored 
strategic and technical governance advice and guidance to boards and National Committee executive 
directors, as well as a greater focus on structured peer-to-peer support. Risk management workshops 
were held in several National Committees during the year, with participation from staff and boards. 
The learnings and documented risk registers will inform both strategic planning as well as day-to-day 
risk mitigation efforts. 
 
In 2017, boards continued to sharpen their strategic role, enhancing their impact for UNICEF. For 
example, during the 2017 Annual Meeting of the National Committees for UNICEF, 23 National 
Committee board chairs delivered a broad range of ideas for the new 2018-2021 strategic plan, from 
the board’s role in driving strategy to how to deal with inactive board members, how to better engage 
with young people on boards, and how to harness the advantages of modern technology for 
exchanging knowledge.  
 
Tailored technical advice to individual National Committees continued to be provided, for example, to 
support board reform initiatives, revise existing Statutes or to establish ethics frameworks and policies, 
with a special emphasis on child safeguarding. Other thematic support was provided on basic 
management and operations policies, crisis preparedness, business continuity planning, and 
strengthening internal controls. 
 
Cooperation Agreement and compliance monitoring 
Bespoke support to individual National Committees through ongoing interactions and collaboration 
between technical specialists continued to strengthen compliance efforts with the Cooperation 
Agreement. 
 
In 2017, a joint working group with participation from UNICEF and National Committees was put in 
place to provide an interpretation and clarification on Cooperation Agreement provisions related to 
territorial exclusivity. It concluded that UNICEF should inform and consult a National Committee before 
engaging with corporate or civil society partners in their territory, as a principle, but that there always 
would be exceptions in the best interest of children. 
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3. Analysis of organizational effectiveness and 
efficiency results 

 
OUTCOME 4: Effective and efficient management and operations support 
 
The impressive accomplishments in fundraising and engagement with the private sector are possible 
because of not only the strong partnership approach within the Division, but also a sound foundation 
of planning, operational and enabling support. PFP delivered several milestones, described below, 
that enabled the efficient and effective delivery of its goals.  
 
Output 4.1: Effective and efficient governance and systems 
 
Output 4.1.1: Representation, strategic direction and effective relationships for PFP and 
partnerships 
 
2017 saw the finalization of robust and highly consultative planning process for ambitious growth with 
the private sector for UNICEF around the world, resulting in a new plan known as the Private Sector 
IMPACT Plan for 2018-2021, endorsed by National Committees, country offices, regional offices, 
headquarters and the Executive Board. This plan not only lays out key strategies for growth, but also 
tackles the key barriers that require the organisation to address to achieve step change. The Plan was 
then complemented by the development of the 2018–2021 Office Management Plan (OMP) to ensure 
success over the next four years.  
 
Output 4.1.2: Coordination, management and oversight of PFP activities, which maximizes the 
positive impact of available resources 
 
In 2017, based on PFP sections’ risk registers, PFP conducted the divisional Risk and Control Self-
Assessment (RCSA) in line with UNICEF’s global enterprise risk management instructions. PFP 
reported its 2017 most significant risks into the global database and conducted several internal risk 
management trainings and briefing sessions. PFP’s responsibilities as co-owner of the global risk 
category ‘Funding and external stakeholder relations’ (jointly with the Public Partnerships Division) 
have was further streamlined in 2017. 
 
The General Data Protection Regulation (GDPR) promulgated by the European Union comes into 
effect in May 2018. The law will affect National Committees’ individual fundraising strategies. PFP 
supported implementation of the regulation by National Committees and also initiated a dialogue with 
relevant Divisions on the effect GDPR could have on Europe and Central Asia country offices, as well 
as the broader organization. 
 
Output 4.1.3: Provide information and communications technology support to maximize related 
efficiencies and effectiveness 
 
With support from the Information and Communication Technology Division (ICTD), PFP continued to 
enhance, streamline and integrate IT platforms and systems. This included revamping the intranet to 
enhance knowledge exchange across the private sector network; launching an initiative to create a 
platform for individual fundraising and donor management (CRM) in 2017 as part of the global CRM 
strategy with DOC and ICTD for wider supporter engagement; enhancements to the private 
partnerships CRM known as UNISON, with features related to the integration with fund remittance 
management; and design of the new Planning, Monitoring and Reporting (PMR) platform for managing 
joint strategic plans, private sector plans, and annual work plans. As part of consolidating PFP 
applications, the PMR architecture, combined with the federation of the National Committee active 
directory, will be the standard for authentication and authorization for other PFP applications, with 
most of the finance applications scheduled to integrate into the new architecture. 
 
In terms of service delivery, over 99.88 per cent of serviceability was achieved in 2017 for critical ICT 
systems/services. Both primary and secondary Internet connections were upgraded by 10 folds 
without incurring additional cost. The Europe and Central Asia Regional Office was assisted with 
technical advice on web-security to handle a website managed by a third party. Significant cost and 
operational efficiency gains were achieved by implementing LIGHT infrastructure in 11 offices in the 
region, and Skype for Telephony in seven ECAR locations.  
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Output 4.1.4: Information and knowledge is shared and best-in-class performance replicated 
through the global UNICEF network 
 
In 2017, PFP continued to strengthen communication, enable collaboration and foster a culture of 
learning and sharing among colleagues from PFP, National Committees and country offices to 
advance the latest strategies and skills for delivery of shared goals for children.  
 
This was achieved through delivery of global and regional workshops, technical trainings, webinars 
and online courses on private sector fundraising, engagement and communication across UNICEF’s 
private sector network. Knowledge management and exchange was complimented through the 
continued development of IT platforms to enable collaboration.  
 
Improvements were made in the structure of and content on the PFP intranet as the main 
communication platform for knowledge exchange among UNICEF’s private sector network. These 
included regular updates of toolkits, guidance documents, training materials, reports and 
communication and fundraising assets such as human interest material, photos and videos production 
of high-quality news content; a monthly newsletter was rolled out to promote priority intranet content 
and to support staff recognition; and over 100 good practices were captured and disseminated. The 
PFP intranet has been aligned to UNICEF’s global Digital Workplace enhancements, ensuring private 
sector interests are taken into consideration. 
 
Onboarding sessions were conducted with PFP staff, mid-level and senior-level staff and board chairs 
from National Committees and key private sector fundraising markets. Networking and peer to peer 
learning was enhanced among PFP and country-based colleagues through Randomized Coffee Trials, 
workshops, trainings, and engagement in online communities. 
 
Enhancing knowledge also included robust research on the private sector landscape - research on key 
fundraising markets (including donor satisfaction); the competitive environment for fundraising; and 
research on potential corporate partners. This was continuously generated, disseminated and used in 
strategic planning and decision making; identifying key areas for revenue growth, brand positioning 
opportunities, and the biggest opportunities for engaging with business to deliver impact for children. 
 
Output 4.2: Effective and efficient management and stewardship of financial resources 
 
More than 97 per cent of the PFP budget was used by December 2017, and the large majority of 
unused resources was non-post resources.  
  
A key requirement to the continued success of the brand is the integrity of the private sector financial 
reporting of National Committees and country offices, which was facilitated by PFP. One component of 
success in 2017, was the successful deployment and monitoring of investment funds. To ensure 
oversight and monitoring, PFP continued to develop and strengthen IT systems related to planning, 
disbursement, monitoring, reporting and overall governance of investment funds. This helped to 
secure future investments for 2018-2021 that will be critical to ambitious growth in the next plan. 
 
PFP continues to be an important business partner for National Committees and country offices. In 
2017, PFP successfully concluded a series of agreements on specific policies that will drive 
fundraising in country offices. Data systems and analysis remain vital to ensuring that countries are 
credible, efficient, transparent, adaptable and, therefore, trustworthy for external stakeholders.  
 
All statutory financial reporting from National Committees and country offices was on time as per the 
reporting calendar agreed with National Committees and country offices. The actual financial and 
non-financial information for the Revenue and Expenditure (RER) report was also submitted by all 
National Committees and country offices as per the agreed reporting calendar. The RER records 
official financial information and reports management information on the previous year’s financial and 
non-financial results. 
 
PFP reviewed its strategic planning systems in 2017, consulting with internal and external 
stakeholders to develop the IMPACT platform. All financial and non-financial planning, monitoring and 
reporting for National Committees and country offices will be recorded in the Planning, Monitoring and 
Reporting (PMR) IMPACT Platform, supporting the IMPACT Plan 2018–2021. Furthermore, reporting 
requirements for National Committees and country offices were reviewed and streamlined to diminish 
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the number of reports submitted, while at the same time improving the quality of the information 
received. 
 
PFP conducted several missions to National Committees and country offices to provide advisory 
support, and provided training through webinars to train country offices on PFP systems and 
procedures. During 2017, the 2016 United Nations Board of Auditors report was published, confirming 
all outstanding prior year audit recommendations to PFP were closed. 
 
PFP continued to provide support to all Geneva-based stakeholders in finance-related matters and as 
a strategic partner of the Global Shared Service Centre (GSSC) to remain an effective interlocutor 
between Geneva and GSSC. PFP was successful in managing multiple accounts with GSSC as 
confirmed by the audit where no observations were noted in that area. 
 
Output 4.3: Effective and efficient management of human capacity (human resource 
management and learning) 
 
In 2017, PFP successfully supported global HR Reform initiatives and implementation in the three 
main reform areas of recruitment, performance management and business partnering. 
 
To achieve more efficiency in recruitment, UNICEF’s new Staff Selection Policy was successfully 
implemented in PFP. This was done through capacity building, guidance to hiring managers and 
implementing new practices throughout the year. Implementing the policy also entailed decentralizing 
the recruitment function to hiring offices, with PFP taking on the responsibility for roles previously 
managed by the Division of Human Resources. This includes shortlisting and carrying out approvals 
processes in the Talent Management System. The change in approval processes managed locally (up 
to P-4) resulted in significant improvement in speed and hiring manager satisfaction when 
implemented in the second half of 2017. 
 
PFP completed recruitments for 35 IP fixed-term posts, 4 GS fixed-term posts, 16 fixed-term 
temporary appointments and 2 GS temporary appointments, with an additional 57 consultants and 5 
individual contractors, bringing teams closer to full capacity. During the 2017 rotation exercise, eight 
staff members were successfully supported to secure new roles, with one moving in the formal rotation 
exercise. Fourteen staff on abolished posts received HR support, with 12 offered new positions prior to 
the abolishment date. In addition, PFP managed the recruitment for some non-PFP posts in regional 
support centres and other offices. 
 
In addition, PFP implemented UNICEF’s new Performance Management Policy throughout the 
Division. This was done through staff capacity building, guidance to staff and managers, and 
workshops and clinics delivered throughout the year. A completion rate of 90 per cent for closing 
performance evaluation reports by 28 February was achieved, increasing to 96 per cent by early 
March 2018. 
 
PFP continued implementation of the third component of HR reform, business partnering, in line with 
the HR global initiative transitioning from traditional transactional HR services to provision of greater 
strategic support of the business. This approach included capacity building of HR staff, adding 
additional HR capacity (some temporary), to effectively manage the significant increase in recruitment 
and staff onboarding for the OMP-related recruitment that started in Q3 2017. 
 
In relation to business partnering, HR Learning and Development worked closely with PFP business 
units to tailor learning activities in response to their requirements. This has been a successful 
approach and resulted in increased demand from business units to engage with HR to design/deliver 
interventions for their teams to improve their effectiveness. A new Training Calendar was launched, 
providing technical and soft skills for all staff in response to learning needs discussions with senior 
managers. The New Staff Orientation Programme was delivered in January and September to new 
staff, and the 7 Habits of Highly Effective People training was delivered three times in 2017 with very 
positive reviews. 
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4. Impact of partnerships on children 
 
Partnerships and collaborative efforts with the corporate sector play a critical role in UNICEF’s ability 
to deliver results for children in 2017. UNICEF works to harness the power, reach and influence of 
business on behalf of children by working with corporate partners on their responsibility to respect and 
commitment to support children’s rights. UNICEF works closely with multinational corporations, 
national companies and small to medium-sized businesses in support of UNICEFs programmatic 
activities, to address the impact of business policies and operations on children, and as part of leading 
advocacy with and through business on child rights. 
 
Amadeus 
Leading global travel technology provider Amadeus has partnered with UNICEF since 2012 to foster 
inclusive development involving the world’s most disadvantaged children. In 2017, Amadeus enabled 
UNICEF to raise approximately $1 million through its micro-donation engine. These funds went 
towards UNICEF’s unrestricted regular resources as well as UNICEF’s Schools for Asia and the global 
vaccination programme. In addition, Amadeus is providing aggregated travel data to UNICEF’s 
Innovation unit to develop an open-source platform that uses real-time information for humanitarian 
responses in emergency situations, and has supported UNICEF’s World Children’s Day, Children on 
the Move campaign and the Americas emergency through their media channels. 
 
Barça Foundation 
Barça Foundation supports UNICEF programmes by contributing 2 million euros annually to the 
partnership to implement projects to foster children’s education through sport. The partnership has 
provided more than 1.5 million children with access to quality education, sport, play and programmes 
that help protect children from HIV/AIDS, and has supported UNICEF in successful integration of sport 
in child development programmes. Barça Foundation also contributed to the UNICEF emergency 
response to the earthquake in Mexico to protect children from violence and ensure access to water, 
sanitation and hygiene facilities. 
 
Cartier Philanthropy 
Committed to helping free children’s potential, Cartier Philanthropy has been a UNICEF global partner 
since 2014, supporting UNICEF programmes in China, India and Madagascar with a grant of 
$6.7 million over three years. The partnership provides thousands of children with access to safe 
drinking water and sanitation, quality education and the knowledge needed to reduce the risks of 
natural disasters. 
 
Change for Good 
Change for Good® is one of the best-known and longest-running UNICEF partnerships. Since its 
launch in 1991, Change for Good has raised $165 million globally for children. Ten airlines support the 
Change for Good programme: Aer Lingus, American Airlines, Asiana Airlines, Cathay Pacific, Cebu 
Pacific Air, easyJet, Hainan Airlines, Japan Airlines, Tianjin Airlines and Qantas Airways. Funds are 
raised by collecting coins from passengers on board the airplanes. The donations contribute to 
UNICEF’s efforts to help save and improve the lives of millions of children around the world. 
 
Garnier 
In 2017, Garnier and UNICEF signed a three-year agreement to help children and families affected by 
emergencies. In 2017, Garnier associated its brand with UNICEF in three key markets and financially 
supported UNICEF to provide the life-saving and life-changing support children and families need. 
 
H&M Foundation 
UNICEF has partnered with H&M since 2004 and H&M Foundation since 2014, together contributing 
over $40 million to UNICEF programmes for children. In 2017, H&M Foundation and UNICEF 
continued their collaboration on early childhood development with a new $3.5 million grant, with a 
focus on inclusion of young children with disabilities. 
 
ING 
ING and UNICEF have been partners since 2005. Since 2015, the partnership is investing in 
empowering young people with knowledge and skills to be successful in life and contribute to society. 
After three years, the partnership is close to its goal of empowering and equipping 335,000 
adolescents with financial knowledge and skills to build a brighter future. 
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“la Caixa” Foundation 
“la Caixa” Foundation and UNICEF joined forces in November 2015 to tackle child pneumonia 
mortality, the world’s number one infectious killer of children under 5. The innovative project, which 
aims to develop and scale up community-level pneumonia diagnostic aid devices, has led to a new 
architecture for how to orchestrate and drive product innovation. In 2017, the first field trial of an 
ARIDA device, conducted in a hospital in Ethiopia, was critical in understanding the challenges 
associated with validating automatic respiratory rate counting devices. An expert summit, co-hosted 
with the Bill & Melinda Gates Foundation on 3 November 2017, made a difference in increasing the 
focus on pneumonia as a major killer of children and the innovations needed to address the 
challenges. It called for stronger engagement by the public and private sectors. UNICEF is excited 
about the indications it is getting from manufacturers and countries regarding the 2018 plans, and 
looks forward to advancing field trials in 2018 to inform decisions related to scaling ARIDA and 
developing second-generation devices. 
 
LEGO 
The LEGO Group, the LEGO Foundation and UNICEF have been partnering since 2015 to promote 
responsible business practices that respect and support children’s rights and the importance of 
learning through play for child development. In 2017, the partnership made some key achievements in 
supporting adults to engage in more playful interactions with children, and supported a historical policy 
shift in South Africa by including play-based learning as a fundamental principle in the new early 
childhood development policy. Thanks to LEGO, play boxes were distributed to refugee children to 
alleviate trauma and support learning. It is essential for the LEGO Group to ensure safety for children 
when using LEGO products, both online and offline; as part of the partnership, a new Child 
Safeguarding toolkit for the industry was launched globally. 
 
Les Mills International 
In 2017, UNICEF and the global fitness organization Les Mills started a global partnership with the 
goal of creating a world where every child survives and thrives. Together with its 19,000 gym partners 
and its tribe of 130,000 passionate instructors, Les Mills and UNICEF coordinated a global event on 
World Children’s Day in November 2017 known as MOVE THE WORLD. With the participation of 
celebrities and activations in multiple countries, MOVE THE WORLD raised over $1 million. 
 
Louis Vuitton 
Since January 2016, the Louis Vuitton for UNICEF partnership has helped raise funds for 
humanitarian support in Syria, Jordan, Lebanon, Nigeria and Yemen, bringing hope to children who 
have endured the horrors of war and deprivation. In Syria, for example, the contributions of Louis 
Vuitton and other UNICEF partners made a difference for more than 4.5 million children and their 
families by providing lifesaving access to water. 
 
Takeda Pharmaceuticals 
Takeda Pharmaceutical Company Ltd has committed to support 1.3 million mothers and children 
through UNICEF’s health and nutrition programmes in Benin, Madagascar and Rwanda to assist in the 
first 1,000 days of life over a five-year (2017–2022) period with 1 billion Japanese yen. The 
programme will focus on improving the health and nutrition of pregnant women and newborn children 
by strengthening the health workforce, improving access to service in remote areas, and building 
awareness in the community. 
 
Unilever 
UNICEF’s global cause-related marketing campaign with Domestos, Unilever’s leading toilet cleaner 
brand, raised funds for UNICEF’s global sanitation programmes for a sixth consecutive year in 2017. 
Every specially marked bottle of Domestos sold during the campaign period in a number of countries 
worldwide contributes directly to help save and change the lives of children by empowering millions of 
families to have clean and safe toilets. Since 2012, the global partnership between Domestos, 
Unilever and UNICEF has helped more than 6 million people have clean and safe toilet facilities. More 
than 75,000 children have benefited from clean water and toilet facilities in their schools, helping to 
improve attendance and educational achievement. 
 
United Internet 
The United Internet for UNICEF Foundation was established in September 2006. Its primary objective 
is to support the work of UNICEF and children in need. The Foundation’s chairpersons decide on 
specific UNICEF projects and appeal to millions of people to help through the United-Internet-Group’s 
websites. Furthermore, users of WEB.DE, GMX and 1&1 services receive regular emails calling for 
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donations to support UNICEF. As one of Germany’s leading Internet services, United Internet uses its 
web portals and mail services to draw the attention of their web users and, under the umbrella of the 
United Internet for UNICEF Foundation, United Internet boosts UNICEF’s calls for humanitarian 
action. With the power and rapidity of United Internet technologies, the United Internet for UNICEF 
Foundation can effectively mobilize donor funding within 24 hours after a catastrophe, reaching over 
30 million users in Germany. The Foundation has contributed more than 40 million euros in donations 
and secured approximately 12,500 regular pledge donors to UNICEF online. 
 
Licensing partners 
 
Hallmark, Editor, Pictura and Belarto support UNICEF by providing flexible, unrestricted funds to 
reach vulnerable children through programmes that contribute to child well-being. Collectively, the four 
companies have contributed more than $43 million to UNICEF through product-based fundraising over 
the lifetime of the partnerships. Thanks to the sale of the UNICEF greeting cards and products that 
they manufacture and sell, the companies also help raise awareness of the work of UNICEF among 
millions of people in North America and Europe. 
 
Examples of integrated partnerships in a country office 

In 2017 the UNICEF Dominican Republic Office has actively engaged with the private sector, both to 
raise awareness on key advocacy issues and to instil behaviour change on issues pertaining to early 
childhood development and child protection. Below are examples of advocacy campaigns led by the 
UNICEF Dominican Republic Office. 

Super Papas campaign 
The Super Papas campaign in the Dominican Republic was launched in June 2017 for one month and 
involved 22 UNICEF corporate partners representing different sectors and industries such as banking, 
insurance, retail, advertising, construction and travel and tourism. The objective was to raise public 
awareness on the importance of fathers’ involvement and interaction with their children to contribute to 
their healthy development and growth during their first 1,000 days of life and beyond. ‘Super Papas’ 
also aimed to fight gender stereotypes on parenthood. Throughout the campaign, businesses reached 
and influenced other stakeholders and influencers, and raised the campaign profile through their 
networks as well as to promote business policies supporting parenthood. The campaign – the first 
national of this kind on this specific issue in the country – was widely shared and positively received 
on social media. It is estimated to have reached 7 million people, including 3 million employees of 
participating businesses. One short-term success is that campaign partner Meliá Paradisus Palma 
Real Hotel, a Dominican Republic subsidiary of the hotel chain Melia Hotels, is now reviewing its 
internal policies to promote responsible parenting. 

The Worst Novel Campaign 
UNICEF has been working on child protection issues and the prevention of child sexual exploitation in 
the Dominican Republic for a long time, with the support of the Government and with industry and 
media partners. Building on the success of the 2016 ‘No Excuses Campaign’, UNICEF partnered with 
seven media groups and two advertising companies to launch a three-month campaign in October 
2017 entitled ‘the Worst Novel’. The campaign was supported by a UNICEF Goodwill Ambassador 
and featured family drama stories of two adolescent girls, to raise awareness on child marriage and 
sexual exploitation of girls. Fourteen television channels, five newspapers and three advertising 
companies participated in the campaign. According to Nielsen data, the drama series was viewed by 
over 2 million people. The campaign promoted reform of national legislation, which allows boys to 
marry at age 16 and girls to marry at 15, to increase the age of marriage to 18 years. The campaign 
further supported UNICEF’s policy advocacy efforts with the Government and the Senate to finalize 
the reform, helped galvanize public support though collaboration with the media, and highlighted the 
role of the private sector in providing improved and equitable opportunities for girls. 

Case studies of integrated campaigns in National Committees 

Canada: Launching the Child Rights and Security Handbook 
Action: In 2017, a multi-stakeholder working group of companies, governments, civil society 
organizations and experts developed the Child Rights and Security Checklist, followed by the creation 
of the Child Rights and Security Handbook. The Handbook provides guidance on how to promote and 
protect child rights in security settings, and includes examples of mechanisms and procedures that 
companies and organizations have in place to uphold children’s rights in their operations. 
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Results: Four companies have signalled their intent to implement the handbook less than a month 
after its launch: Barrick Gold, Sherritt International, Goldcorp and B2Gold. Barrick Gold took a 
leadership role in the development, mobilization and communication of the handbook – including 
through peer-to-peer engagement and helping to secure industry support. High-level government 
officials and influential partners attended the launch of the Handbook, allowing the Canadian 
Committee to engage a cabinet-level government minister who had no previous involvement with 
UNICEF. The Committee had an instrumental role in co-creating global guidance for industry by 
influencing public policymakers and companies. 
Impact: Children and young people are particularly vulnerable to the impact of security arrangements 
in the context of extractive activities. The Handbook will equip governments and companies to 
integrate child rights into public and private security arrangements, and help reduce security-related 
human rights abuses of children and young people around the world.  

Italy: Parliament passes Law on Unaccompanied Children 
Action: The Italian Committee led a group of civil society organizations in a campaign to improve the 
situation of unaccompanied and separated migrant and refugee children. 
Result: The Parliament passed the Law on Unaccompanied Children (Zampa Law), guaranteeing 
them the same human rights as all other children. 
Impact: Once fully implemented, the law is expected to strengthen the rights of all unaccompanied 
and separated migrant children in Italy. 

Netherlands: Childhood obesity and kids marketing 
Action: The Dutch Committee’s primary focus has been to put the right to grow up in a healthy 
environment and to be protected from the marketing of unhealthy food on the agenda of businesses 
and policymakers. It joined forces with local health and consumer organizations, municipalities and 
academics in a ‘Stop Unhealthy Food Marketing to Kids Coalition’ to advocate for better regulation 
(age limits, nutrition criteria, packaging and labelling). In addition, it organized, with PFP, a 
multistakeholder conference in The Hague to discuss the impact of marketing on children’s rights. 
Representatives from academia, government, business, and civil society examined marketing trends, 
the impact of marketing and the opportunities to support children’s rights in marketing. 
Result: The Committee, as part of a coalition, convinced the government to start independent 
monitoring of the implementation of the industries’ advertising code (first edition to be released in early 
2018) and to push for the removal of cartoon/licensed characters on the packages of unhealthy foods. 
As a result, some of the largest supermarket chains in the Netherlands have stopped using licensed 
characters on their house brands. The conference on Marketing and Children’s Rights in December 
brought together advertisers and companies (including Unilever, AholdDelhaize and advertisers’ 
association representatives) with university researchers (Liverpool and Leiden), WHO, UNICEF, 
NGOs and policymakers to review ongoing efforts and best practices versus the ambition towards 
responsible marketing with respect to children’s rights (from health to information and privacy). 
Impact: The regulation and reduction of marketing of unhealthy foods to children in the Netherlands is 
helping families and children to choose healthier diets to reduce the incidence of childhood obesity.  

USA: Early Childhood Development Event 
Action: In July 2017, the U.S. Fund for UNICEF joined several organizations to host ‘Ensuring All 
Children Thrive: A Global Challenge’, the first-ever US Congressional event on global early childhood 
development (ECD). The Fund partnered with NGOs including the American Academy of Pediatrics, 
the Basic Education Coalition, Catholic Relief Services, Global Alliance for Children, Global Partners 
United, PATH, 1,000 Days, RTI International, RESULTS, and Save the Children, and with corporate 
partners the LEGO Group, LEGO Foundation and Sesame Workshop. The purpose of the event was 
to show the importance of ECD as part of an effort to encourage the US Government to better 
implement ECD interventions in its foreign assistance programmes. Such programmes are currently 
weak in coordinated ECD-focused interventions. 
Result: The event helped to coalesce stakeholders into a coalition focused on promoting ECD in 
international developments programmes; LEGO also shared its global experience on early play with 
policymakers. The event reached more than 100 audience members, including from Congressional 
offices, to educate them on ECD and why it is important as a priority for all children, including in 
developing countries. UNICEF’s global expertise and leadership was evident during the event, and 
helped bolster UNICEF’s name recognition and positive impression by Congressional staff. 
Impact: The event launched a campaign to incorporate ECD into US foreign assistance programmes. 
This effort will lead to more effective and coordinated programmes focused on early childhood, which 
will improve health and education outcomes for many children in relevant countries. 
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Annex 1: List of studies and publications 
 
 
Study reports 
 
Title: UNICEF KPI Barometer  
Year: 2017 
Sequence number: 2017/1 
Themes: Awareness of humanitarian organizations; relative brand image of UNICEF; 

media and fundraising habits. 14 markets surveyed in 2017. 
  
Title: JSP and PSP reports 
Year: 2017 
Sequence number: 2017/2 
Themes: Fundraising revenue; brand; competition; media; donor experience. 44 

markets covered in 2017. 
  
Title: Media Performance (online news) 
Year: 2017 
Sequence number: 2017/3 
Themes: Media; key messages; perception; spokespeople; Goodwill Ambassadors; 

positive coverage. 36 markets. 
  
Title: Social Media Listening 
Year: 2017 
Sequence number: 2017/4 
Themes: Social media; key messages; influencers; positive coverage; public 

engagement. 35 markets. 
  
Title: Mystery Shopping Supporter Services 
Year: 2017 
Sequence number: 2017/5 
Themes: Donor support; donor experience; communication; channels; organizations. 

36 markets. 
  
Title: Peer Review (Main non-profit organizations) 
Year: 2017 
Sequence number: 2017/6 
Themes: Competitors; revenue; individual; corporate; foundations; regular giving; 

legacy; channels; public funds; growth; emergencies; markets; regions. 
  
Title: World Children Day Survey 
Year: 2017 
Sequence number: 2017/7 
Themes: Children’s voice; children’s perception of world problems; children’s worries; 

children’s expectations from world leaders; people children would like to 
meet; children’s interests; children’s media consumption. 14 countries 
surveyed. 

  
Title: Cause Framework Study 
Year: 2017 
Sequence number: 2017/8 
Themes: The public’s perception of world problems; the public’s perception of the 

magnitude of world problems; the public’s willingness to support 
development and humanitarian causes; global versus local citizens; media 
coverage of global issues; the public’s interest in cultural and sports events. 
10 countries surveyed. 
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Title: When West Meets East (Mega Trends in Asia) 
Year: 2017 
Sequence number: 2017/9 
Themes: Mega trends; Asia; innovations; fundraising implications; commercial and 

charity sectors. 
  
Title: Applying Behavioural Economics to Fundraising 
Year: 2017 
Sequence number: 2017/10 
Themes: Behavioural economics; System 1/System 2; decision making; framing; 

nudging; availability; anchoring; mental accounting; present bias; need for 
closure; social reference; emotions. 

  
Title: Applying Behavioural Economics to Face-to-Face Fundraising 
Year: 2017 
Sequence number: 2017/11 
Themes: Behavioural economics; priming; pre-suasion; implementation intent; 

reciprocation; compare and contrast; commitment; the IKEA effect; the Salt 
effect; Peak/End effect; unit asking; metaphors. 

 
Publications 
 
Title: Access to the Internet and Digital Literacy 
Audience and 
objectives: 

Industry, policymakers, civil society, academic institutions, independent 
experts. This paper explores barriers that children face to having meaningful 
online experiences. There are promising initiatives to help children connect to 
the Internet and all it has to offer, but there are also concerns about the nature 
and scope of the access children are offered. Equally, the access must be 
paired with digital literacy training for children to safely and confidently 
exercise their rights online. This paper underscores the growing importance of 
meaningful Internet access for children, and explores the role and 
responsibility of industry in making the access universal. 

Authors: PFP Private Sector Engagement 
Quantities: Not printed/electronic version 
Estimated cost: $5,000 
  
Title: Child Rights and Mining Toolkit – Best practices for addressing 

children’s issues in large-scale mining 
Audience and 
objectives: 

Sustainability managers and practitioners, business advisers, management 
consultancies, business and human rights experts and UNICEF programme 
colleagues. The Toolkit is designed to assist those in the mining sector who 
are responsible for designing and implementing strategies related to social 
and environmental performance at the project level. It provides 10 tools for 
improving social and environmental performance towards respecting and 
advancing children’s rights. 

Authors: PFP Child Rights and Business Unit 
Quantities: Not printed/electronic version 
Estimated cost: $60,000 
  
Title: Child Rights and Security Checklist 
Audience and 
objectives: 

The Checklist is designed to help governments and companies assess the 
extent to which their security frameworks are attentive to and protective of 
children’s rights. It can be used by both extractive and non-extractive 
companies to identify, improve and create greater stakeholder confidence in 
their protection of children’s rights within their security programmes. The 
Checklist can be used in the same way by governments as a means of 
maintaining accountability for their public security agencies. Its overall aim is 
to help companies and governments in reducing security-related human rights 
violations against children and young people around the world. 

Authors: PFP Child Rights and Business Unit, Canadian Committee for UNICEF, 
Government of Canada, Barrick Gold 
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Quantities: Not printed/electronic version 
Estimated cost: $500 
  
Title: Freedom of Expression, Association, Access to Information and 

Participation 
Audience and 
objectives: 

Industry, policymakers, civil society, academic institutions, independent 
experts. This paper considers how children’s expression and information 
rights can be realized online. The Internet provides children with unparalleled 
opportunities to form opinions, share ideas, and gather with peers, and gives 
children direct access to boundless information. At the same time, the Internet 
has facilitated the creation and distribution of illegal, harmful and inappropriate 
content. This paper explores both the risks to and opportunities for children’s 
freedom of expression and access to information online, and discusses the 
role and responsibility of industry. 

Authors: PFP Private Sector Engagement 
Quantities: Not printed/electronic version 
Estimated cost: $5,000 
  
Title: Mining-Related In-Migration and The Impact on Children in Mongolia 
Audience and 
objectives: 

Academic institutions, sustainability managers and practitioners, business 
advisers, management consultancies, business and human rights experts and 
UNICEF programme colleagues. The study was undertaken to better 
understand and generate evidence on the impacts of in-migration on children 
specifically, and provide guidance to extractive companies on how to manage 
in-migration impacts in policies and processes including operational planning 
and community development initiatives regarding in-migration and children. 

Authors: PFP Child Rights and Business Unit and UNICEF Mongolia 
Quantities: Not printed/electronic version 
Estimated cost: $40,000 
  
Title: Privacy, Protection of Personal Information and Reputation 
Audience and 
objectives: 

Industry, policymakers, civil society, academic institutions, independent 
experts. This paper analyses the complex relationship between children’s 
privacy and the Internet. While the Internet can emancipate children’s 
autonomy and enhance independence, children’s privacy can be undermined 
by a number of risks related to the collection and onward sale of their data 
and browsing habits, behaviour targeting and advertising, the use of 
biometrics, age verification and the mandatory use of identification, 
government surveillance and a variety of parental controls. This paper 
explores the risks to children’s privacy online and puts forward the 
responsibilities of and opportunities for the ICT sector to respond to the risks. 

Authors: PFP Private Sector Engagement 
Quantities: Not printed/electronic version 
Estimated cost: $5,000 
  
Title: Report on Regular Resources 2016 
Audience and 
objectives: 

Public and private donors. The report highlights how regular resources are 
critical to UNICEF’s work. The funds, contributed without restrictions on their 
use, help UNICEF and partners deliver results for children, especially the 
most disadvantaged. The intended audiences are all donors – public, private, 
individuals and foundations – who have contributed to regular resource 
funding. The report is available online to all in the UNICEF donor community. 

Authors: PFP, in collaboration with Public Partnerships Division, Programme Division, 
Division of Data, Research and Policy, Office of Emergency Programmes, 
Division of Financial and Administrative Management, regional offices and 
select country offices 

Quantities: 500 printed, electronic distribution through UNICEF website and PFP intranet 
Estimated cost: $8,000 (including editing and printing) 
  
Title: Schools for Asia 2016 Annual Report 
Audience and 
objectives: 

Corporate and major donors at a global level, fundraisers from National 
Committees, and partners of the initiatives. The objectives of the report are to 
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inform corporate and major donors about the programme and fundraising 
results of the campaign; recognize the contributions of corporate and major 
donors and other partners; and provide National Committees with the 
necessary programme data and human interest material to report to their 
donors about the programme and fundraising achievements of the campaign. 

Authors: PFP Private Sector Fundraising, the UNICEF East Asia and Pacific Regional 
Office and the UNICEF Regional Office for South Asia 

Quantities: Digital 
Estimated cost: None 
  
Title: Schools for Africa 2016 Annual Report 
Audience and 
objectives: 

Corporate and major donors at the global level, fundraisers from National 
Committees, and partners of the initiatives. The objectives of the report are to 
inform corporate and major donors about the programme and fundraising 
results of the campaign; recognize the contributions of corporate and major 
donors and other partners; and provide National Committees with the 
necessary programme data and human interest material to report to their 
donors about the programme and fundraising achievements of the campaign. 

Authors: PFP Private Sector Fundraising, the UNICEF Eastern and Southern Africa 
Regional Office and the UNICEF West and Central Africa Regional Office 

Quantities: Digital 
Estimated cost: None 
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Annex 2: Results Matrix 

PFP Work Plan Outcomes/ Outputs Performance Indicators  Baseline 2013* 
2017 

PFP Plan 
Target/Budget Target 

Actual Dec 2017 
 

Outcome 1: By the end of 2017, annual revenue from 
private individuals, business and foundations to 
UNICEF programmes for children reach US$1.485 
billion, including US$665 million in regular 
resources (RR). 

Net Total Revenue $903 million $1.453 billion/ $1.485 
billion 

 $1.485 billion 

Net Value of RR $444 million $960 million/ $665 
million 

$665 million 

Percent of quality OR 40 % 50 %   
 

Output 1.1: Annual gross contributions from 
individual pledge donors exceed US$768 million by 
end 2017 and from legacies exceed US$ 79 million 
by end 2017 

a) Gross contributions from pledge $595 $I billion/ 
$768 million 

$778 million 

b) Proportion of pledge contributions remitted as RR 86%  87% 83% 

c) Total number of active pledge donors 3.6 million  5.2 million 4.8 million 

d) Mean annual pledge contribution $170 (2012)  $171 $183 

e) Gross contributions from legacies $78 million $102 million/ $79 million $85 million 

f) Proportion of legacy contributions remitted as RR 85%  90% 97% 

Output 1.2: Annual gross contributions from 
corporate donors exceed US$177 million by end 
2017 
 

a) Gross contributions from corporate donors $198 million (67 of 
which is from 
foundations) 

$241/$177 million $183 million 

Output 1.3: Annual gross contributions from major 
donors exceed US$60 million by end 2017 

a) Gross contributions from major donors $44 million $50 million/ $60 million $55 million 

b) Gross contributions from foundations $163 million $264 million/ $332 
million 

$409 million 

Output 1.4: The private sector in programme 
countries is mobilized in support of the goals set 
out in the UNICEF Strategic Plan 2014–2017 (CO 
PSFR) 

a) Number of country offices (COs) with structured 
private sector fundraising (PSFR) activities 

21 21 21 

b) Private sector gross revenue from COs (all COs) $117 million $214 million $201 million 
c) RR revenue from PSFR COs $15 million $29.5 million $35 million 

d) Guidance for COs on the Management of PSFR is 
produced, updated and disseminated (annually) 

Produced   Produced  

e) Number of Fundraising Strategic Plans (FSPs) in 
place 

7 21 21 
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PFP Work Plan Outcomes/ Outputs Performance Indicators  Baseline 2013* 
2017 

PFP Plan 
Target/Budget Target 

Actual Dec 2017 
 

f) Number and percentage of COs whose staffing 
structures for PSFR COs are reviewed annually during 
PBR process and updated per requirements 

No baseline All PSFR COs (100%) 
will be reviewing their 
staffing structures 
annually. 

All 21PSFR COs (100%) are 
reviewing their PSFR 
structures annually, as part of 
the PFP budget process, and 
through regional PBR 
submissions. 

Output 1.5: Clear and differentiated UNICEF brand 
positioning for private sector activities is developed 
and communicated (Brand) 

a) Brand equity – increase in brand trust and familiarity. 
Scores on key brand equity measures: trust and 
salience (by NatCom country), measured through an 
equity scorecard and annual equity review  

Score on most 
recent Barometer 
Country Study for 
each country 

    

Output 1.6: Strategic and essential contractual 
services and goods are available in support of PSFR 
and partnerships (procurement) 

a) Number of bids issued 71    349 

b) Number of contracts and services 498  400  394 Contracts 
32 LTAs 

b') Total value of contracts and services US $ 29 million  US$ 20 million  US $20,592,575 

c) Number of waivers of competitive bidding 52    11 

c') Total value of waivers of competitive bidding (%) US $3.2 million 
(11%) 

 Less than 5% of total 
spent 

 US $514,814 
(2.5%) 

Output 1.7: Investment in fundraising is sufficient to 
drive ambitious growth integrated into corporate 
fundraising (investment funds) 

a) National Committee investments in fundraising 18%  18% 16% 

b) % of National Committee fundraising costs spent on 
pledge 

44% 50% 50% 

c) Level of PFP investment funds $37 million $80 million $83 million 

Outcome 2:  Private and Public sector stakeholders provide increased resources and support for the realizations of children's rights 
 
Output 2.1: Businesses respect child rights a) Number of key business stakeholders that adopt 

policies and practices that are aligned with the Child 
Rights and Business Principles 

17 30 59 

Output 2.1.1: Increased action by businesses and 
key influencers on the direct and indirect impact of 
business operations and policies on children 

b) Extent to which UNICEF engagement with key 
business stakeholders has contributed to increased 
understanding of children's rights 

  15 1052 
 
 

Output 2.1.2: Businesses operate in an enabling 
environment for children's rights, with robust 
regulatory and policy framework, and active 
stakeholders 

c) Percentage of companies within a defined target 
group that indicate that they have knowledge, technical 
capacity and commitment to respect children's rights 

  N/A N/A 
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PFP Work Plan Outcomes/ Outputs Performance Indicators  Baseline 2013* 
2017 

PFP Plan 
Target/Budget Target 

Actual Dec 2017 
 

  d) Number and percentage of key stakeholders 
engaged by UNICEF that publicly commit to respecting 
children's rights in their core business operations and 
policies 

 4 10 15 

Output 2.2: Businesses contribute core assets to 
deliver results for children 

a) Number and percentage of program outcomes or 
result areas that benefit from businesses' core assets 
to achieve results for children 

 2 N/A Data not available 

Output 2.2.1: Strengthened contributions of core 
assets by targeted businesses to UNICEF 
office/country programming planning, 
implementation, monitoring and evaluation 
  

b) Number of businesses contributing core assets to 
support UNICEF's program planning and 
implementation 

81 N/A  72 

c) Number and percentage of UNICEF/NatCom staff 
engaging with business (on its direct and indirect 
impact on children and the deployment of its assets) to 
achieve results for children 

 4 N/A  16 UNICEF staff globally and 
24% of the NatComs 

Output 2.3: Advocacy and child rights education a) Number of targeted influencers that are echoing 
UNICEF's advocacy messaging on priority issues 

45 N/A 1514 

Output 2.3.1: Increased action by all stakeholders to 
promote, support, respect and fulfill children's 
rights domestically and globally 

b) Number and type of 
policies/laws/strategies/regulations/budgets 
developed/adopted by the public sector that support 
children's rights 

44 N/A 516 

Output 2.3.2: Improved awareness of child rights by 
children and adults 
  

c) Number of children and young people reached by 
CRE initiatives (including child participation/youth 
engagement) 

2.5 million  N/A 2.98 million 

d) Number of collaborative advocacy actions taken by 
UNICEF with other stakeholders that support a 
UNICEF child rights issues 

102 N/A  162 

 e) Number of companies and private sector influencers 
approached to advocate for UNICEF's priority 
advocacy issues with peers, their constituents, the 
broader business community, or other influencers or 
decision makers 

 128 N/A  27  

Outcome 3: National Committees implement the strategic direction set by the 2014–2017 Private Fundraising and Partnerships Plan and have technical guidance, tools and operational 
support to deliver the Plan results. 

Output 3.1: Strategic alignment and coordination 
between National Committees and UNICEF 
strengthened to maximize results for children 

a) Effective collaboration between National 
Committees and UNICEF (Percent of ED's satisfied 
with UNICEF relation)   

N/A  N/A 93% (89% satisfied, 4% very 
satisfied) 
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PFP Work Plan Outcomes/ Outputs Performance Indicators  Baseline 2013* 
2017 

PFP Plan 
Target/Budget Target 

Actual Dec 2017 
 

Output 3.2: All National Committees implement JSPs 
aligned with the 2014-2017 Plan 

a) Number of Joint Strategic Plans (JSPs) developed 
with National Committees 

34  34 33 

b) Joint Strategic Plan implementation monitored Baseline set in 
2014 -all JSPs 

 34 34 

c) Level of satisfaction reported by National 
Committees regarding the JSP on: i) technical 
guidance on JSP, ii) effective guidance on strategy 
setting, iii)strategic guidance on UNICEF priorities) 

none   (i) 4.22 (on a scale of 1 to 5) 
(ii) 3.74 (on a scale of 1 to 5) 
(iii) 3.7 (on a scale of 1 to 5) 

Output 3.3: Enhanced governance in National 
Committees 

a) Increased ratio (number) of National Committees 
with good or intermediate governance as measured 
against governance Key Performance Indicators (KPIs) 
defined in the Cooperation Agreement 

31  34  33 

Outcome 4: Effective and efficient management and operations support 

Output 4.1: Effective and efficient governance and systems 

Output 4.1.1: Representation, strategic direction and 
effective relationships for PFP and partnerships  

a) National Committees Plans are aligned with PFP 
Strategic Plan 

Partially aligned Fully aligned Partially aligned 

a') Country Offices’ Plans are aligned with PFP 
Strategic Plan 

50% 100% 100% 

b) Perception among National Committees of PFP as 
an efficient and effective partner (measured by % 
satisfaction of NatComs of PFP) 

N/A   93% 

Output 4.1.2: Coordination, management and 
oversight of PFP activities, which maximizes the 
positive impact of available resources  

a) Percentage of work plans completed on time (mid-
Dec) 

100% 100% 100% 

b) Work plans regularly monitored through SMT and 
are fully implemented. 

Yes Yes Yes 

c) Annual review of work plan and performance against 
targets conducted. 

Yes Yes Yes 

Output 4.1.3: Generation and application of research 
and knowledge 

a) Number of research, studies and evaluations 
planned annually and number completed, on-going, 
postponed and cancelled. 

0 No target set for 2017 11 studies and 9 publications 

b) Number of registered Yammer users 150   1,048 

c) Number of active community members/facilitators 3   11 active groups out of 46  

d) Number of SharePoint team sites for PFP 1   25 

e) Number of knowledge management (KM) focal 
points outside of coms and marketing section 

2   9 
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PFP Work Plan Outcomes/ Outputs Performance Indicators  Baseline 2013* 
2017 

PFP Plan 
Target/Budget Target 

Actual Dec 2017 
 

f) Number of brown bag launches (with an average of 
20 participants)  

12 (20)   4 brown bag (25); and 5 all 
staff live streaming during the 
Forum. 

Output 4.1.4: Provide Information and 
Communications Technology support to maximize 
related efficiencies and effectiveness 

a) The integrated ICT services and systems that 
support the operational processes of PFP, CEECIS, 
OoR Florence and PPD Brussels are effectively and 
efficiently implemented in alignment with the global ICT 
strategy 

On track  Yes O365 Telephony: 
4xcompleted, 2xongoing, 
1xplanned for Nov 2017 
LIGHT Infrastructure: 
15xcompleted, 4xin progress 
Development/Integration of 
PFP business applications 
are on track: Data 
Visualization, PMR, CRM. 

b) Support to PFP knowledge management and Digital 
strategies and to internal communications tools 
provided as planned (migration to SharePoint platform, 
tools and support) PFP's strategic ICT applications, 
projects and initiatives are implemented in timely 
manner contributing to the overall strategic goals of 
PFP 

No baseline  Yes Large number of PFP 
business Apps and KM 
Initiatives: 

 PFP Intranet 
 Unison Enhancement 
 PRM 
 CRM  
 Data visualization 

c) Timeline for responding to service faults for LAN and 
servers 

24 hours  Yes Serviceability >99% 

c*) The IT solutions are secure and compliant with 
organization's standards and policies, and 
implemented with industry best practices including 
innovative use of technology for advocacy, 
programmes and fundraising initiatives in UNICEF 

No baseline  Yes Infrastructure/Applications: 
Security and compliancy by 
design  
 
Efficient resolution of security 
incidents.   

Output 4.2: Effective and efficient management and stewardship of financial resources 

Output 4.2.1: Sufficient and reliable reporting 
oversight of National Committee and country offices 
'private sector revenue review 

a) Revenue forecast reviewed and updated on a 
quarterly basis 

Yes  Yes Yes 

b) Management indicators reports are regularly 
monitored as per the management plan 

Yes  Yes Yes 

c) Financial revenue and expense statement prepared Annually in May for 
previous year 

 Done Done 

Output 4.2.2: Effective operations and administrative 
management of Geneva office 

a) All new staff have received a general on-boarding 
and/or specific briefings on COS processes within 
three months after arrival 

Partial For all requests made Complete 



PRIVATE FUNDRAISING AND PARTNERSHIPS      2017 ANNUAL REPORT 

 
 

PFP Work Plan Outcomes/ Outputs Performance Indicators  Baseline 2013* 
2017 

PFP Plan 
Target/Budget Target 

Actual Dec 2017 
 

b) Standard operating procedures in place for major 
processes and shared with staff (SOPs on 
CRC/PCA/PSB/GOMT) 

Partial  100% 100% 

c) Number of days to close admin calls 3 days  90% Done 

d) Timely delivery of mail, UN rates applied for 
outgoing mail 

yes  95% 95% 

Output 4.2.3: Financial management of PFP 
integrated and Geneva COS budgets 

a) % of financial resources allocated for use and 
committed by 30 June and 31 October 

50% by 30 June, 
and 90% by 31 
October 

  95% 

b) Increased cost effectiveness of PFP operations 
(expense to revenue ratio) 
 
 
 

17 Target not set 4.1% 

Output 4.3: Effective and efficient management of 
human capacity (human resource management and 
learning) 

a) Average recruitment timeline 45  90 87 

b) % of PERs for IPs completion by 28 February of 
following year  

100% by revised 
deadline 

 90% 90% 

c) % of key assignments and work plan for IPs agreed 
by March of the same year 

94  90% Ongoing at time of reporting 

d) % of PERs for GS staff completed by 28 February of 
following year 

70  90% 90% 

e) % of key assignments for GS staff agreed by 31 
March of same year 

No baseline  90% Ongoing 

f) Training events implemented as % of events 
planned/approved by type of events (individual, group, 
divisional) 

80%  90% 90% 

Note: 
* Baseline values for outcome 2 are based on 2016 Private Sector Engagement report 
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