
                                                                                                                                                          
 

TERMS OF REFERENCE 

 

UNICEF & EU joint initiative on Education  

Digital Activation 
 

BACKGROUND:  

 

UNICEF and the EU are joining efforts to promote equitable access to quality education for all children, 

everywhere.  

 

In the context of the COVID-19 pandemic, the right to education of hundreds of millions of children is under 

threat. Yet, education is essential for recovery at all levels. In the short-term, it allows parents to work and 

contributes significantly to economic growth and social cohesion. As reports from all over the world show, as 

children stopped going to school, the most vulnerable ones were left without education because many 

governments and families lack resources to give them access to remote forms of learning. In the long-term, 

children who do not learn for a prolonged period of time are more at risk of dropping out, violence and abuse, 

exploitative labour, early marriage etc.  We must urgently protect and increase investment in education to 

ensure that all children continue to learn, as part of the COVID-19 response and recovery.   

 

If we want to build back better, we must prioritize education to ensure that every child learns the skills they 

need to succeed in life and work. The COVID crisis gives us an opportunity to address the pre-existing learning 

crisis by fast-tracking innovative solutions to address deep inequalities in access to school, learning outcomes 

and digital connectivity.  

 

In order to engage the general public (including children, parents and teachers) on the above, UNICEF and the 

EU will launch a digital activation in January focusing  on the continuity of schools to ensure that all children -

especially the most vulnerable ones and girls- are able to attend school and get a better quality education. This 

initiative will be in connection with #Reimagine, the new UNICEF Global Campaign framework.    

 

THE MESSAGE 

 

After months of school closures due to COVID-19, and immeasurable disruption to the lives, learning and 

wellbeing of the most marginalised children and youth around the world, we were leading the call for schools 

to be among the first spaces to reopen and maintain them open as much as possible.  

 

Recent evidence suggests children and schools are not the main drivers of the epidemic across countries. 

However, evidence on the negative impacts of school closures on children’s learning, safety, health and 

wellbeing is overwhelming. The longer children are out of school, the greater their exposure to physical, 

emotional and sexual violence, exploitation and abuse such as child labour.   

  

In recent years, great strides have been made in increasing access to education. Unless governments ensure 

that schools are among the first public spaces to reopen, we will see a reversal in these gains, inequity will 

increase, and societies and economies will suffer for generations to come. As countries prepare to ease their 

lockdowns, they must prioritize schools in their re-opening plans – for the sake of children, but also for the 

sake of the recovery. The best interests of every child should be paramount.  

 

THE ACTIVATION 



                                                                                                                                                          
 

The UNICEF Office for Relations with EU Institutions in Brussels is seeking a creative agency to propose a 

concept and a video, together with a comprehensive promotion plan, for a social media activation (UNICEF and 

EU platforms), which will encourage and engage different stakeholders to speak up about the importance of 

going to school. Particularly with children and young people, the idea is to inspire them to share their fears and 

their hopes around being away from school and how returning would make their lives better. In addition, this 

activation fosters to call on decision makers to invest in the future of young people around the world.  

 

The creative concept revolves on comparing the reality of going to school now and how the current models are 

not necessarily adapted to the COVID era, highlighting what going to school could mean if the proper 

investments are (or are not) made. The video and activation will have an emotional and personal style and will 

convey the message that children's education and schools should be a priority. This activation could be 

connected to the high-level AU-EU education event in January 2021 (date TBC).   

 

How would be going back to school   Versus   how could be going back to school? 

 

…with no soap or water?    or  … with new WASH facilities installed?  

…with no books or meals provided?  or                …with books and lunch provided? 

…having no education in the last 4 months?  or                                     …with teachers helping to catch up? 

…if you have no internet?   or  …with access to the internet and tools?  

 

Audiences 

 

The primary audience for the digital activation are the main parts involved in going to school: children and 

young people, parents, and teachers. In addition to being places of learning, schools enable children to learn 

new skills, build friendships, stay safe, and access the psychosocial support that can help them overcome 

traumas and fulfill their full potential. We hope that this priority group will stand together to support the 

fundamental and universal right to education. 

  

The secondary audience, although indeed very important, is decision-makers, who are responsible for 

allocating public budgets (including for education) and determine the prioritization of funding for the COVID-

19 response and recovery. 

 

OBJECTIVES 

 

The digital campaign will be launched to create momentum and allow for audiences to amplify UNICEF and the 

EU message on the importance of going to school. The goal would be to have a full social media take-over on 

the day of the launch and continue to gain attention from the target audiences for days and weeks after. The 

activation should have considerable pick up on digital and traditional media outlets as well as within UNICEF, 

EU and other related organizations social media profiles.  

 

SPECIFIC OUTPUTS 

 

Within the context of the above outlined concept, the selected Creative Agency company will 

have the following responsibilities:  

 

 Design and propose an overall concept for the digital activation  

(activation title, visual style, priority digital platforms, storytelling narrative) 

 



                                                                                                                                                          
 Produce a 3-minute video telling the story of going back to school in the context of COVID-19  

 

 Present and implement a comprehensive media promotion plan for the activation 

 

EVALUATION PROCESS & METHODS 

 

The proposals received will be evaluated for both their financial and technical aspects. A cumulative analysis 

will be used to evaluate and award proposals with the financial offer weighing 30% and the technical 

proposal weighing 70% of the points. 

 

 DELIVERABLES & TIMELINE: 

 

Date Product/Deliverable 

5th January 2021 1x Proposal/concept for Digital Activation  

15th January 2021 1x 3-minute video on Education  

20th January 2020 1x Media and promotion plan  

* The full amount highlighted in the proposal will be processed only upon receipt of all deliverables 

 

KEY COMPETENCES, BACKGROUND & EXPERIENCE REQUIRED: 

• Knowledge of UNICEF & EU institutions, with practical experience working for them or with them. 

• Experience in creative design and visuals for social and digital media as well as brand positioning. 

• Experience in conducting successful digital campaigns at national and/or global levels. 

 

Applicants are requested to send the financial proposal to Celine Dawans (cdawans@unicef.org) and the 

technical proposal to Natalia Alonso Cano (nalonsocano@unicef.org) separately. 

 

Deadline: 19th November 2020, COB (CET)  

Approved by Sandie Blanchet, Director
6.11.2020


