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and I'm very happy to join you in the third Station 
of our Activist suitcase. On this part of the 
journey, we will talk about strengthening 
advocacy as girls and adolescents. We have the 
right to have our voices taken into account and in 
this Station, we will address strategies to make 
them come across louder. 

We will work on strategies to reach as many 
people as possible with our message, planning a 
step by step way of how we want to express 
ourselves. We will encourage the development of 
a community that collaborates to build the 
gender-equal world we dream of. This text will 
also help us create and organize outreach 
campaigns for our feminist projects. 

Hello!
I’m Simone
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Inside the Station you will find four main sections:

1.  Strategic communication tools for our project.
2. Spokesperson tools.
3. Responsible and strategic use of social networks for advocacy.
4. Strategies to enhance our impact.

I invite you to review each one of these chapters, imagining the 
challenges you face as an organization. To make it easier to understand, 
we will work with the example of We Are Girls! that we met with Michelle 
in Station 2. 
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When expressing an idea as an organization, it is very important to build a 
communication strategy. For this purpose, in this section we will discuss 
three key components to consider when designing it:

1) What do we want to communicate and what for?
2) What are the elements to consider when communicating?
3) How to collaborate to achieve better communication?

To build our strategy, the first step is to identify what we want to 
communicate and what for. This will help us define our content, target 
our audience and, above all, specify our purpose. 

In order to have an adequate communication strategy, we must identify 
our communication objective and its intention. When defining our 
objective, it is important that you consider what you want to 
communicate as an organization. Will you create educational content? 
Will you release news? Will you issue an invitation? Whatever the 
objective, it is important not to forget the purpose and the problem we 
are addressing, which we have already reviewed in Station 2. 

“I'm waiting for them to tell 
me what the impossible 
things are, because I'm 

looking forward to 
continuing to do more.”

Luciana Aymar, Argentina

Strategic communication 
tools for our project

1) What do we want to communicate and what for?

Section 1
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Understanding communicative intention answers what we are 
communicating for and, to do so, we must think about who we are 
addressing and know the best way to get our message to them. We can 
ask ourselves: do we want them to learn something new, to understand 
something specific, to act in a certain way, to join our cause? It is also 
totally valid if there are occasions when we just want to express ourselves. 
To better understand this point, we will base our practice on the project of 
We Are Girls! the same organization that Michelle introduced us to at 
Station 2.

Hi Simone, hi everyone! 
Let's remember which strategies we decided with the 
organization. These strategies seek to solve the core problem 
that we identified and defined together.
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The organization's participants chose to address two alternative solutions:

Thank you, Michelle!
As an example, we will focus on the strategic 
communication that We Are Girls! developed with the 
awareness and information campaigns on machismo and 
care roles. Let’s not forget that each alternative solution 
requires strategic communication. Next, we will see what 
questions we should ask ourselves to elaborate this 
communication.

Awareness and information campaigns, which will be composed of:

1. Awareness and information campaign on machismo and caregiving 
roles.

2. Awareness and information campaign on the rights of children and 
adolescents. 

An advocacy strategy with the municipality for the creation of a care 
centre.
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What do we want to communicate 
this campaign for?

Our overall goal is to promote a culture of gender equality within 
Villa Hermosa.

Three specific goals are drawn from this objective:
 
1. Raise community awareness about gender inequalities in 

caregiving in Villa Hermosa.
2. Appraise the value of the care work carried out in Villa Hermosa.
3. Inform the community about basic concepts related to the 

gender perspective.

What do we want to communicate?

Specific objective Message content

Objective 1: Raise
awareness

Show news and figures that account for gender 
inequalities in caregiving.

Objective 2: Appraise
Present explanatory content on the importance 
of caregiving in the community.

Objective 3: Inform
Explain some relevant concepts: machismo, care 
roles, gender inequalities. 
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Defining an objective is a good opportunity to rethink our ideas, our 
reality and how we want to bring about change. In this way, we will have 
a compass to guide the content of our communication, i.e., what we 
want to communicate. 

With the objective and the communicative intention clear, we can move 
forward in the design of our strategy and learn new key elements that 
integrate it. 

2. What are the elements to consider when communicating?

The next step, after determining and understanding our objectives, is to 
know and detail two essential elements to achieve communication: the 
audience and the media or channel. To do this, it is important to 
consider the context and the tools available to us. In this way, our 
message will be more likely to be received and interpreted in the way we 
expect.

The first element to consider is the target audience. It is important to 
know and empathize with them. Everyone is unique and may interpret 
messages differently; therefore, you should always consider individual 
characteristics and how all people are different. Understanding this is key 
to knowing how your audiences will interpret your message.
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Knowing your audience helps you know 
where to target content development, 
what type of content to create, where to 
create it, what digital channels to use, 
how to communicate and how to engage 
and maintain followers. To do this, you 
should ask yourself some questions about 
your audience:

Where do they live?
How do they use digital media and social 
networks?
What are their motivations and dreams? 
What are their problems and needs?
What ideas and concepts do they use? 
What media do they use? 
In what context will they find our 
message? 
How can they interact with our message? 

A good way to answer these 
questions is to consult directly with 
people who belong to the groups 
that represent your audience. 
Knowing them is a great advantage.
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The second element are the media or channels through which we will 
convey our message. These will define the format of the content, set 
limits to the message and how to convey it. 

There is a great diversity of media:

Social networks
Mail

Conversations

Presentations
Posters and banners

Television, radio,
magazines and newspapers

The choice of medium provides attributes to our message. For example, a 
social media post is easier to share but requires us to be eye-catching 
with the design. Therefore, we must ask ourselves: do we know the media 
well; which people use this channel and will see my message; will we 
reach the audience we want; is the design appropriate for this channel? 
By asking these questions, we can choose the right media for what we 
want to communicate. 

When choosing the media, pay close attention to its advantages and 
disadvantages. I invite you to find out which local and regional media 
there are in your territory. Look for existing or new platforms that can 
best bring your message closer to your target community.
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With a social media account you can reach a 
large audience, although you have to be 
aware of their dynamics and be careful of 
the risks involved (See section 3, for further 
material). 

Let's go back to the previous example 
about We Are Girls! to better 
understand the elements we should 
consider for our strategic 
communication. 
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The organization's participants were already clear about the objective 
and content of what they wanted to communicate in the awareness and 
information campaigns. However, they realized that, in order to run a 
successful campaign that would have the widest possible broadcasting 
within Villa Hermosa, they had to consider the tools they had to convey 
their message and the context in which they found themselves. In order 
to get a more complete picture and better target your campaign, the 
following questions were asked:

Leading questions Reply from We Are Girls!

Who is our target
audience?

People over 12 years old, residents of Villa
Hermosa.

In what context
will they find our
message?

The community of Villa Hermosa is quiet and 
close-knit. They usually get together to celebrate 
important events such as the anniversary of Villa 
Hermosa. However, in everyday life, each person 
is focused on their chores, whether they are work 
or study, care, etc. 

What ideas and
concepts do they use?

Some of the adults in the Villa Hermosa village 
are reluctant to accept concepts such as 
machismo and gender equality. This is mainly 
due to the misinformation that exists about these 
concepts.
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Having answered these questions, we thought about how to make our 
message reach the whole community and be understood in the way we 
want it to be understood. The first thing to consider is to choose the best 
communication channel(s) for our message. For this, it will help us to 
build a table containing the possible strengths and weaknesses of each 
channel we consider. The following table was constructed by We Are 
Girls! and can help you as an example.

Channels or
media Potential strengths Potential weaknesses

Facebook

A large part of the adult 
population of Villa Hermosa 
uses this social network. 
People are often present and 
active on Facebook. This 
channel allows the mass 
broadcasting of the 
message.

This communication 
channel could exclude 
children and adolescents 
because they do not use this 
social network regularly.

Instagram

Adolescents and part of the 
adult population of Villa 
Hermosa use this social 
network. People are often 
present and active on 
Instagram. This channel 
allows the mass 
broadcasting of the 
message.

This communication 
channel could exclude 
children, as they do not use 
this social network.

Email

With this channel we ensure 
that people see the 
message.

Difficulty in obtaining mail 
from a large part of the 
population.
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Distribution of
posters and
pamphlets in
busy places
and schools

Anyone from Villa Hermosa 
will have access to this 
channel.

These posters and 
pamphlets may be 
destroyed, scratched or 
interfered with, which would 
hinder broadcasting. More 
funds are required for 
materials.

Presentation of
the organization
and the
campaign in
schools

This channel can be used to 
generate opportunities for 
resolving doubts and for 
direct contact with the 
target community.

It depends on the 
acceptance of each school. 
Requires training and 
preparation of presenters. It 
involves more development 
and implementation time, 
as well as support materials.

Communication channels chosen by We Are Girls!:
Considering the weaknesses and strengths of each one, the organization 
decided to choose two channels to broadcast the campaign: social 
networks (Instagram and Facebook) and the distribution of posters or 
flyers. In addition, taking into account that our target audience rejects 
some concepts or does not know them, we decided to keep our message 
simple, close to the point and creative. 

When we create posters for broadcasting, they must be attractive. Our 
main objectives are to attract attention and to make our message clear. 
Below is the poster created by We Are Girls! for its awareness and 
information campaign.
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WE ARE
GIRLS!

It's getting closer! Having answered all these questions is a 
great step forward in communicating our message in the 

best possible way. 
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First, it is important to invite each of the members of the organization 
to participate collaboratively in the creation of communication 
messages.

Second, briefly present the intention and the communication 
objectives that we have defined.

Third, carry out a brainstorming activity in which the ideas and 
experiences of the participants can be collected. For more tools on 
how to carry out an activity of this type, you can review the details in 
Station 2.

Fourth, collaboratively agree on what elements will be taken into 
consideration so that the communications team can then incorporate 
them and carry out what is required. 

3) How can we collaborate to achieve better
communication?

To achieve our goals, we need to collaborate with our target community. 
Collaboration is one of the key strategies for communication, as it allows 
us to create and validate messages along with the different people in the 
organization, enabling their participation in the process. In doing so we 
will be helped in finding the appropriate language while remaining close 
to our organization and the community in which we work. In this way, our 
message will be relevant and will respond to the characteristics and 
expectations of those who will receive it. 

Collaboration can be done in two ways: internally or externally. If you 
collaborate internally, I suggest that you develop instances and space for 
participation so that the different members of the organization can give 
their opinion and be part of the creation of messages and objectives. 

How can you develop internal collaboration? 
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And external collaboration?
Well, this is something that is extremely important and strategic to 
helping generate impact. It helps us to spread our message, as it takes it 
to other circles and, in doing so, we are able to reach new audiences. This 
way we can generate strategies for broadcasting, program 
implementation, referral of specific cases, etc. Finally, it allows us to 
generate alliances and networks to strengthen collaborative 
transformations. 

First, it is important to recognize who we could collaborate with and 
choose those stakeholders we consider appropriate accordingly.

Second, draft a summarized invitation that presents our objectives and 
communication strategy. 

Third, highlight why we want to carry out this communicative 
collaboration and what benefits we can offer to the external 
organization or person.

Fourth, state how long the collaboration will last, for example, define a 
start date and an end date.

Fifth, clarify the roles and functions that each party will have in this 
collaboration.

How can you develop external collaboration?

Types of stakeholders with whom to collaborate externally: 
Neighbourhood organizations, villages, schools, churches, social 
organizations and NGOs to name some. When collaborating with local 
networks, it is necessary to seek out influential stakeholders who are aligned 
with the voices and interests of your organization. These are people who can 
help you mobilize groups and carry out initiatives. They may come from a 
variety of backgrounds, such as teachers, religious leaders, political 
representatives, influencers, coaches, women's organizations, feminist 
organizations, neighbourhood youth organizations, etc. 
It is always important to know the events, experiences, needs and interests of 
the groups that live in your area, especially those with whom we collaborate.
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Some recommendations that I invite you
to follow are:

Maintain communication with those you interview or have had
contact with to define your message. 
 
Record the contact information of those who participate in your
organization's activities, so that you can create databases that
allow you to reconnect with those people and send them
information or invitations.

Develop strategies for broadcasting, such as meetings,
interviews, workshops and presentations in addition to constantly
informing our community about the activities and processes of
your organization.

Exercise active listening, which means that you should listen 
carefully to what the other person expresses and then show
them that you have understood what they have said, that is,
that you have understood their feelings, ideas or thoughts. 

1

2

3

4
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, 

When we want to communicate and broadcast something to publicize our 
initiatives, we often find that we must explain it in a simple, efficient yet striking 
way. 

I invite you to imagine that you will coordinate a meeting in your 
neighbourhood to present your organization to your neighbours, applying the 
tools you have already learned. They will need some content planning. To 
effectively address this community, they will need to create support material (it 
can be audio-visual) and plan their public presentation. I will give you some tips 
to prepare for this. 

1) Tips for oral expression
Experience allows us to develop our ability of communicating effectively within 
our own style; practice and improve as much as possible; take advantage of 
every opportunity; and make mistakes and learn from those mistakes. Here are 
some ideas to achieve a good projection of the message you want to deliver.

When communicating with a group, it is important to plan the overall message, 
considering the diversity of the audience and ensuring that your participation 
allows room for that diversity. To accommodate this spectrum, I recommend 
creating opportunities for them to share their realities, experiences and ideas. 
This will make it possible to establish dynamic and collaborative relationships 
with greater impact on the community. 
 

“We women can and must
make a difference.”

María Fernanda Espinosa, Ecuador.

Spokesperson tools

Section 2
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I recommend that you prepare the presentation
considering: 
1. An introduction that is appealing to the audience, which can consist of 

a story or questions, with concrete and real examples.
2. Content that deepens the idea and message.
3. A conclusion that retrieves the most important aspects of what they 

have presented and that encourages participant action and 
collaboration.

Example of a comic strip of We Are Girls! 

Did you know that women spend 
more than twice as much time as 
men on domestic work and unpaid 
care?1 Did you know that 67 per cent 
of child domestic work is done by 
girls?2  

"Take care of your brother," "Help him 
with his homework," "Wash the 
dishes," "Cook lunch," and "You must 
learn to clean to be a good 
housekeeper" are some of the 
phrases we girls hear every day.

Boys are told: "Go play", "Release your 
energy by running", "You must be 
strong", "You must work to support 
your family".

  

Today, we come to say
enough is

¡enough!

1 UN Women, ‘Redistributing unpaid work’, <www.unwomen.org/es/news/in-focus/csw61/redistribute-unpaid-work>, accessed March 
2022.
2 International Labour Organisation, ‘Do not leave girls behind: Child work and gender in Latin America and the Caribbean’, 
<www.iniciativa2025alc.org/sites/default/files/no-dejar-a-las-ninas-atras_TrabajoInfantil-Genero.pdf>, accessed in March 2022.
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We Are Girls!

We are an organization from 
Villa Hermosa that seeks to 
bring a stop to this situation. 
Speci�cally, we seek to decrease 
the care workload of girls and 
adolescents in the village.

To achieve this, we want to in�uence the 
government of Villa Hermosa for the creation 
of a public care centre; inform the 
community of Villa Hermosa about the rights 
of children and adolescents, and sensitize the 
community of Villa Hermosa about 
machismo and gender roles.

And for that we need everyone's collaboration. 
We must unite to end this unjust reality.
How can you support us?
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Sharing our content on social networks, 
joining our work team or contributing
resources to �nance our activities.

Thus, there will be more and 
more voices defending our rights 
and making it clear that:

We Are Girls!
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It is to be expected that we feel nervous when speaking in public, for 
example, before a presentation, interview or dialogue. The most effective 
techniques to reduce anxiety are always those that make you feel more 
prepared, such as practising your speech, public speaking and ideas 
beforehand. Some tips for these situations are:

Review important phrases aloud (alone or along with your team). 
Role-play the situation you are going to face (one person plays the 
interviewer, others the audience, etc.). 
Measure how long the presentation lasts. This is a very good way to 
prepare, as it helps to convey the message clearly and accurately. 
Studying as this will prevent being caught off guard, even if it is a 
rather difficult interview. We recommend that you anticipate possible 
questions and prepare your answers.

It is always preferable to use ‘common’ language, with words that your 
audience use on a daily basis and without making sentences 
complicated. It is not worth trying to speak in overly complicated or 
technical language (it could be seen as pretending to give the impression 
of wisdom). If you need to use complex concepts, when you do not know 
if your audience is familiar with them, explain them beforehand to 
connect with your audience and for them to understand what you are 
saying. In short, simple language and disposition to explain things are 
very valuable tools for getting our message across.
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Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut laoreet 

 I will share with you some tips:

Don't forget that speaking out is your right and that it is not a 
privilege to be given a forum. You deserve to make your ideas 

heard and no one should stop you from doing so!

Make a list to help organize your ideas and put 
them into words. The exercise of putting down on 
paper what you care to express helps to verbalize 
and structure the speech, as well as serving as a 

memory aid. It is not necessary to write down 
everything we plan to say because this can often 
cause issues if we do not follow them verbatim.

Write short sentences that convey a 
strong message as part of the prompt 
or guideline, we will call them “spot”. 

It is good to write the spots 
beforehand, because we usually tend 
to embellish the sentences with more 
words, and it is important that these 

are precise. 

Do not speak too fast and take pauses for emphasis or breathing. 
Make sure to pronounce every word entirely, taking time for each 

one, modulating and speaking at the pace that is most
comfortable for you. You control the rhythm, allowing the 

audience to follow.

Control your breath, trying to 
keep it calm and steady. If 

necessary, take a break and 
try to clear your head.
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Maintain eye contact with
the speakers; it helps the
audience pay attention.

Be rigorous with audio-visual 
support and review it with a 

critical perspective. Make sure 
that the slides, images or dia-

grams you present contribute to 
your message, that they are not 
distracting and that they relate 

to what you want to convey.

Interact with the audience; 
speaking directly to your 

audience gets their 
attention and gets them 

involved.

Value those who hear them. Your 
audience is smart and has its own 
expertise. Allow yourself to get to 
know the message and bring it 

closer to home.

Be yourself, giving your own 
style and uniqueness to 
language by expressing 
yourself authentically.  
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Try an
exercise! 

Imagine you get a call from a local radio station to inform them about 
your organization. They ask you to talk about how it originated, what it 
does and what its mission is. The presentation should last three minutes.
How would you do it? What aspects would you prioritize? Let's practice!
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2) Participation in interviews, discussions or debates

As we have seen, communication occurs in different settings and at 
different times. Some of them can be planned and generate some 
guidelines that will allow us to feel more confident and secure when 
transmitting the message. The advice given in the previous points of this 
chapter relates precisely to these instances. But what happens when we 
don't know what we are going to be asked. There strategies to face these 
uncertain contexts and communicate as we want to. Below, I will share 
with you some elements that I have learned from experience and have 
used in these events.

The interviews are instances of conversation that allow us to strategically 
present our project, ideas and reflections. They focus on the people 
involved and are supported by an interviewer. We can use them to 
influence and position our opinion as relevant actors in a subject. 

In relation to interviews, you may consider the following strategic points:

Interviews:

Invitation

While you may be invited for interviews, you can also look for 
opportunities and offer to participate. Therefore, constantly evaluate 
where you would like to participate and communicate to offer interviews 
from time to time.

A.
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Guideline

When planning an interview, try to request some guidelines. Generally, 
the organizers have an agenda for the interview, or some of the questions 
they will ask. If this is not the case, you can offer to send guidelines as a 
suggestion. It is very useful to know the questions beforehand, in order to 
be able to better prepare the answers or to have an idea of the topics to 
be addressed in the interview. Likewise, if you are the one organizing the 
interview, do your best to prepare guidelines and give them to the 
interviewee prior to the interview.

B.

Preparation

Always come prepared for interviews. Do some research on the media, 
the organization or the person who will be interviewing you. Know the 
audience that will listen to you and look for information or data that may 
be attractive to the audience. 

C.

Notes

A good strategy is to keep notes on what you might say, i.e., a short 
prompt that helps you feel more confident and that they can refer to in 
order to remember key numbers, words or ideas. It is not necessary to 
draft a script, much less read the answers verbatim. Simply write down 
points you don't want to forget and strong ideas for the interview.

D.

Spots

Develop two or three standout phrases for the spot that you would like to 
say in the interview. Generally, the spots have a denouncing tone of some 
reality, or present relevant facts or figures, or the problem they are 
addressing in their project. If there is a time when you can incorporate 
them into your answers, feel free to do so. 

E.

28



Answers

Keep your answers short and clear. During the interview, you may be 
asked questions that you did not anticipate or may make you feel 
nervous. In this case, I recommend that you always go back to a topic 
that you are familiar with. They can strategically find a way to relate the 
answer to the work they do and, in this way, continue to talk about topics 
that make you feel safe. Never lie or say things you are not sure of. It is 
very legitimate not to master some topics and, if you are asked about 
them, say humbly that you don't know and go back to talking about what 
you do know well.

F.

Authenticity

Show yourselves as you are; be spontaneous and authentic.

G.

Interaction 

Always try to encourage interaction between the interviewer and the 
audience. Address them directly, ask questions you can ask yourselves, 
and consider the questions or comments they ask during the interview.

H.

Cierre

In closing, I recommend that you always thank them for the opportunity 
and repeat the main ideas that you want the audience to remember. A 
good option is to end with an invitation to the public to continue 
reflecting on the subject, to learn about your project or to join in what 
you are doing. 

I.
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Discussions and debates:

These instances of dialogue are ideal opportunities to communicate your 
ideas and influence people’s perceptions. Though they are similar to 
interviews (which is why I recommend you review the previous point), 
there are other uniques aspects you may want to consider. 

Other participants 

Before arriving, it is recommended that you find out who the other 
participants will be. Try to get to know their opinions and your points of 
agreement and disagreement. 

A.

Respect

Always promote an environment of respect. For this, make sure your 
responses are empathetic and kind. Do not be afraid to make opposing 
points, but always maintain respect and good manners, avoiding 
personal attacks.

B.

Synthesis 

Try to answer in a simple and clear way. A good strategy is to think of 
three elements for your answer and list them. In this way, they will grasp 
the attention of the listeners and will you will present your ideas in a clear 
and orderly manner. 

C.

Retrieve ideas

Take into account ideas, comments or questions that arise, whether from 
other guests, the audience or the moderator. Include their points of view 
to use them strategically in your speech. 

D.

Stick to the schedule

It is essential for this type of participation that you stick to the schedule. 
Share the floor and dialogue turns.

E.
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Going back to the exercise in the previous section, 
now that you have more tools, I invite you to 
imagine that, after your three-minute presentation 
on the radio, the announcer starts asking you 
questions about your organization. I propose that 
you role-play and have one of your colleagues in 
the organization interview you about what you 
presented. How would you respond? What 
strategies would you include when expressing 
yourself?
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Social networks are a very important platform for communication, and 
they are increasingly achieving a greater global reach. It is important to 
plan our presence, and, at the same time, be aware of the exposure they 
entail. Therefore, I will dedicate this section to talk to you about social 
networks, giving you recommendations on two ways to use them:

1)  Strategic use.
2) Responsible use.

1) Strategic use
Social networks allow us to reach and communicate with a massive and 
diverse audience. Sometimes we will have to summarize our publications 
and messages; that is to say, we will have the challenge and, at the same 
time, the power to summon with the simple in a direct and attractive 
way. To do this, the first thing to do is to recognize and understand the 
audience we have and the audience we are looking for in social networks. 
To deepen the relationship, you establish with your audience, you can 
consider the following steps:

“We must position ourselves 
from the avenues where we can 

make communication and 
create new perspectives for the 

new generations.”

Mactzil Camey, Maya-Kaqchikel
of Guatemala

Responsible and strategic 
use of social networks for 
advocacy

Section 3
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Presence:
First, you will have to generate presence, determining 
aesthetic aspects, communication, actions, and 
principles and causes, including the colours that 
represent their organization, the labels you use and 
your message.

Commitment:
Third, you have to generate content 
that captures the interest of the 
audience. Through content and calls 
to action an audience is engaged. If 
your target community is engaged, 
the interactions you can have with 
them will be more participatory. You 
may be asked for comments or other 
input. 

Sensitization:
Second, it is necessary 
to reach out to the 
target community and 
engage a base 
audience. A good way 
to do this is through 
the interaction tools 
that social networks 
have, such as polls or 
the question box in 
Instagram stories. 
These tools will help 
you interact, build 
rapport with your 
target community and 
get to know them a 
little better.

Participation:
Finally, fourthly, the target community 
will begin to integrate itself through 
participation exercises, both in the 
movement and in its work team, as 
well as to spread the cause and
contribute directly to it. 
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They have to take into account that each social network has its own rules, 
content formats, best practices and communities. That is why we 
recommend you learn more about each of the social networks, in order to 
develop the strategy that will allow you to achieve your communication 
objectives. You should talk to people who use these networks for 
activism, research forums, hashtags (#) and publications of other 
organizations or people linked to their causes. Social networks are 
constantly changing, so it is important to monitor and study them 
constantly and keep up to date with them.
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There are different types of social networks, and each has different uses 
and benefits. Let's review their strengths and weaknesses:

Social Networks Strengths Weaknesses

Instagram

It facilitates creative 
communication and 
rapport of the message.
Aims at diverse goals.
Young audience.
It generates strong 
community loyalty.
It has good direct 
communication channels.

It requires a lot of visual 
creativity.
Algorithms are very 
demanding and prevent 
your message from being 
massively visible. 

Facebook

It offers a variety of 
content formats for 
sharing.
Groups can be formed 
according to different 
themes and specific 
interests.
You can share invitations 
to events.

Older audiences.
Creating the organization's 
page requires more time.

Tiktok

Young audience.
Dynamic and attractive 
content for girls and 
adolescents.
Allows greater visibility by 
creating content in line 
with trends. This helps to 
reach a wider audience.

The time of the 
publications is very short 
(one minute).
It has a lot of daily content, 
which can lead to some 
messages getting lost.

YouTube

Communities can be 
created through 
subscriptions.
It has good interaction 
with Google, which makes 
it easier for people to find 
the content.
It is the leading video 
viewing platform.

Comments cannot be 
blocked.
The creation and editing
of the video are time 
consuming.
There are many rules and 
requirements for
uploading content to the 
platform.
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Twitter

Massive platform with a 
high number of daily 
participants.
Facilitates the delivery of 
short and precise 
messages. 
Allows the creation of 
threads for the 
development of longer 
content.

Limit of 140 characters.
It can be difficult to 
emphasize relevance in the 
message.

WhatsApp

Allows sharing of 
multimedia content.
End-to-end encryption.
It is a social network that 
allows the creation of 
groups or lists for the 
promotion of content.

Content may be lost in 
chats. 
Its objective is not the 
mass broadcasting of 
content, so some people 
may be annoyed when 
receiving messages 
through this channel. 

The strength of all these networks is that they facilitate communication 
channels with our target community. However, they share, unfortunately, the 
problem that the existence of fake pro�les and situations of content plagiarism 
is very common. 

Social Networks Strengths Weaknesses
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It is important that you pay special attention to 
your profile on the social networks in which you 
are active, especially the following elements:

• The qualities of profile pictures.
• Descriptions.
• Publications.
• The ways in which you interact with the 

audience.
• The frequency of publications you can upload.
• The words you use.
• Tone and message.
• Links to other pages.
• Negative comments and popularity statistics 

(such as number of followers, "likes", 
subscriptions, shares, etc.). 
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One way to start building your presence is to connect with local 
organizations that work on issues that are complementary or similar to 
those of your organization, or that work with the same audience you 
want to reach. With this connection, we are taking our first steps in 
digital broadcasting. For example, you can suggest a collaborative 
publication to leverage both messages, follow them on social networks, 
or propose a meeting to get to know each other and explore 
opportunities to collaborate.

Considering all of the above, we can begin to plan our presence in social 
networks and define the content of the publications we want to make in 
order to meet our communication objectives. Planning requires that we 
have a clear purpose that guides our strategy. We may want to publicize 
an event, share knowledge or simply generate an online audience.

With this in mind, we can define:

1. Who the members of our target community are.
2. A story and a tone that allows people to understand our purpose.
3. The platforms we are going to use.
4. Statistics that will tell us whether or not we are achieving our goal.
5. Who will be in charge of producing the content.

Some websites for organizing posts are Creator Studio, 
Hootsuite, Buffer, Social Oomph and Tweetdeck.
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A recommended tool for planning our content in social networks is what 
is known as a "content grid" or "planning template". Here are some 
sample templates (based on two specific social networks) that you can 
use as a guide to organize your social media posts. To better understand 
here is planning example for We Are Girls! on TikTok and Instagram:

General planner of a new version of an awareness event

Content
formatPlatform

Content and
sources

Person in
charge

Frequency
(per week) Comments

Tik Tok

Video about 
the highlights 
of the 
caregiving 
awareness 
event held in 
Villa Hermosa.

Best images of 
the awareness-
raising event 
and interviews 
with 
attendees.

Rita
and
Simone.

Ideally, five
publications
per week.

Videos 
prepared by 
Rita and 
Simone. See 
what are the 
trends, or the 
most viral 
videos of the 
moment, in 
order to adapt 
them to the 
present.

Instagram

Posts (or wall 
posts) and 
stories that 
invite you to 
participate in 
this new 
version.

Event 
brochure and 
pictures of 
the event 
(post) and 
videos of 
different girls 
extending an 
invitation to 
the event 
(stories).

Kunka
and 
Michelle.

Ideally three 
publications 
(posts).

Ideally one 
story per day.

Be creative. 
Look for 
eye-catching 
designs to get 
people 
interested in 
this event.

It is not only 
important to 
plan the posts, 
but also the 
stories that will 
be published 
each day.
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Now, in order to have more detailed planning, let's quickly remember the 
objectives of We Are Girls! and thus organize the day-to-day of your social 
networks:

General objective:

•  Reduce the care workload of girls of Villa Hermosa.

Specific objectives:

• Lobbying the government to create a public care centre.
• To inform the community of Villa Hermosa about the rights of girls and 

boys.
• To sensitize the community of Villa Hermosa about machismo and 

gender roles.
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With this information, let's move on to planning the social media content 
for We Are Girls!

Weekly planner

Tik Tok

Monday

Instagram

Make a video with the trend 
of the moment to comment 
on what We Are Girls! is 
about and draw the 
attention of new audiences.

Post a "Save the date" for next 
Wednesday. Thus, people will 
be interested and curious about 
what is going to be launched (it 
is a conversation that will be 
held by the organization).

Adapt this content to story 
format, including interactive 
reminder.

Tuesday

Video to announce the 
launch of the new version of 
the discussion on relevant 
concepts (machismo, care 
roles, etc.) of We Are Girls! 
with the best images from 
last year.

Video to announce the launch 
of the new version of the 
conversation We Are Girls! with 
the best images of the past 
year.

Wednesday

Video to present the basic 
pillars or areas of the
organization.

Post with basic pillars or areas 
of the organization.

Interactive story with 
question/insert answer option 
on what topics they would like 
to talk about in the discussion.

Day
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Video trend to talk about 
three topics to be addressed 
in the discussion (e.g., 
importance of childcare, 
non-sexist education and 
comprehensive sexual 
education).

A video that shows a 
compilation of different 
activities that We Are Girls! has 
carried out and invites to the 
discussion. Again, with the 
interactive reminder.

Video with figures on how 
machismo affects girls and 
adolescents in the region.

Interactive story with questions 
about one of the figures and 
multiple-choice answer, one of 
which is correct. For example, 
"Do you know what percentage 
of girls dropped school during 
the pandemic?" Then give 
three answer choices. Add a 
story with the correct figure 
and the respective explanation.

Trending video of five 
situations where gender 
inequality in childhood is 
made visible (for example, 
boys doing their homework 
while girls take care of their 
brothers) in which followers 
are invited to include 
situations they have 
experienced in their own 
videos, using the hashtags 
(#) chosen by the 
organization.

Story about other organizations 
or foundations that address 
similar issues to raise 
awareness and invite follow-up.

Video or graphic to introduce 
the founding team of the 
organization.

Video to introduce the team 
in charge of different areas 
of the organization. For 
example, communications, 
volunteers, etc.

Story with a historical fact 
about children's rights. For 
example, "Did you know that 
Article 12 of the Convention on 
the Rights of the Child 
recognizes the right of children 
and adolescents to express 
their views freely?"

Video summarising the 
experiences of the people who 
attended the previous year's 
workshop.

Thursday

Friday

Saturday

Sunday
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2) Responsible use

Digital platforms are constantly active, so it is important to take care and 
avoid unnecessary risks when exploring and expanding our virtual 
community. The following are some important tips for using social 
networks responsibly:

• As an organization, establish basic rules for the use of your social 
network. By this we mean, for example, response mechanisms and 
protocols, action plans in the event of certain risk situations, etc.

• Get to know social networks and learn how to use them. These 
networks have reporting systems: find out what they are and when 
you can or should use them. For example, privacy and security settings 
can be configured for the social network they use.

• Identify the risks associated with social networks: cyberbullying, 
overuse, addiction, sleep problems, identity theft, fake news, among 
others.

• Create a safe and trusted environment for your followers.
• Differentiate between a real friend and a virtual friend. If they send you 

comments to be hurtful, don't let it upset you and report or block 
those accounts. People who approach you through social networks do 
not really know you and may even be using fake profiles.

• Be cautious and do not reveal passwords or personal information 
through your social network.

With this in mind, let's take a closer look at some aspects.

• It is important to contact someone you trust who can teach you how 
to take security measures and alert you to the risks of the platforms 
you are using, as well as accompany you as you explore the networks. 
It can be any trusted adult who can responsibly support us in this 
process (a family member, a friend, a teacher or someone in your 
community).

1
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It is important that you accept and allow a trusted adult to support 
you in your organization's social networks security, verifying who the 
people contacting you are and their motives.

It is important to know and observe the rules of digital platforms. 
These rules are made to protect us. For example, Twitter and 
Facebook are social networks that are not enabled for children 
under the age of 13.

We must ensure that there is always informed assent and 
consent when we participate in activities facilitated by other 
individuals or organizations. On the one hand, informed assent is 
a physical or digital file, or a recording, in which we are presented 
with the details and conditions of our participation in a specific 
activity. In this document we declare that we accept and give 
authorization to everything that is pointed out to us, generally 
through our signature. However, informed consent consists of 
the affirmative declaration, usually signed, of an adult person in 
charge of our care, in which they accept our participation in a 
setting or activity. In both cases, aspects such as the 
broadcasting of our image, videos or phrases mentioned, the 
realisation of joint work, etc. are detailed. It is important that we 
have informed consent and assent to request the participation of 
other children or adults in our activities. 

2

3
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As already mentioned, protecting our information is key. This 
means not publishing private information (phone numbers, 
family photos, our location, whether we are alone or traveling, 
etc.). The same rule applies to other people, i.e., do not publish 
other people's private information.

Let us try to create a climate of respect and understanding in 
social networks by refraining from posting or sending messages 
that may offend or insult other people because we may be doing 
them a lot of harm. 

There is the possibility of blocking. If someone insults, offends or 
harms you with their posts or messages, try to block that person 
and approach an authority that can take action to protect you. 
The authorities have a responsibility to help you and make social 
networks a safe space. 

4

6
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If you are interviewed or asked to appear in any 
media for subsequent publication on social 
networks, you should take into account the 
following security issues3:

• It is necessary that they explain what for and how 
your image will be shared.

• No one can force you to do so, and you can also 
decide whether or not you want your name to 
appear.

• Written consent from your caregivers is required.

• The media has an obligation to show you in a way 
that is respectful and does not put you at risk.

• You should be interviewed in a quiet and suitable 
place. The interview should be conducted by a 
respectful person.

• If you need translation, the interviewers must 
provide a person who is certified and who 
respects what you say when translating.

3 United Nations Children's Fund, WE PARTICIPATE AND THEY LISTEN! Guidelines for child and adolescent participation and civic 
engagement, UNICEF, New York, July 2020.
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Exposing and broadcasting our ideas is a great challenge. But we are not 
alone. At all times and in all places, there are people who need us to raise 
our voices and fight for a better world, for yourselves and for all of us. In 
this last section, I will talk about some ways to boost our advocacy by 
answering two questions: 

1) Are there alliances that strengthen our advocacy capacity?
2) How can we lobby for our opinion to be taken into account?

1) Are there partnerships that enhance our advocacy 
capacity?
All communities and groups, both local and global, have the potential to 
support our initiatives and causes. Civil society organizations are sources 
of support that will help us with people, resources, information, training, 
broadcasting and pressure towards the institutions we want to change. 

When considering the possibility of establishing alliances with civil 
society organizations, it is important to take into account their capacity to 
work together and their potential level of commitment to our cause, 
which will allow us to request, plan and carry out feasible actions that are 
relevant to both parties. 

Strategies to enhance
our impact

“We talk about feminism as a 
platform from which we engage 
with a variety of issues and as a 

source of collective strength that 
we can use to be agents of 

change.”

Tonya Haynes, Barbados

Section 4
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We can define collaboration with other organizations by asking ourselves 
the following questions: 
 
• What can we do together? 
• How does each group contribute to the project? 
• What skills do we highlight from each side?
• How could the joint work be carried out? 
• What is the purpose of our collaboration?
• What strategies and stages do we see in the work we will be doing?
• How can we communicate our collaboration to generate greater 

impact?

Answering these questions together and defining a common strategy 
(like the one we designed in Station 2 with Michelle) will allow us to have 
a good collaborative relationship4 and achieve greater impact for the 
objectives we are pursuing.

2) How can we lobby for our opinion to be considered?

As Kunka mentioned in Station 1, our right to participate and be taken 
into account must be respected and guaranteed by society. In spite of 
this, Kunka presented data on the reality that girls and adolescents live in 
Latin America and the Caribbean, where rights are often not guaranteed, 
so we must exert pressure to make our opinion be taken into account. 

To strengthen our advocacy, we can strategically lobby to make our 
demands known, valued and have an impact on the world around us. To 
this end, I will share with you some strategies:

⁴ United Nations Children’s Fund, EU-UNICEF Child rights toolkit: Integrating Child Rights in Development Cooperation, Module 8, 
UNICEF, New York, 2014.
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A. Knowing our rights

One strategy that allows us to substantiate our demands is to research 
and implement in our discourse the national and international rights and 
laws that have been established. This will give legal force to the requests 
they want to make. For example, Article 12 of the Convention on the 
Rights of the Child recognizes the right of children and adolescents to 
express their views freely5. Another example is found in the United 
Nations 2030 Agenda for Sustainable Development, which requires 
States to set the goal of "ensuring women's full and effective 
participation and equal opportunities for leadership at all 
decision-making levels in political, economic and public life6”.

I invite you to read the UNICEF report
on Girls Rights in Latin America and the 
Caribbean! 
https://uni.cf/3rvYCIM

You can review the summarized version on 
this link:
https://uni.cf/3rrJQTl

5 United Nations, Convention on the Rights of the Child, United Nations, New York, November 20, 1989, 
<www.un.org/es/events/childrenday/pdf/derechos.pdf>, accessed July 25th, 2022.
6 United Nations, ‘2030 Agenda and the goals of Sustainable development: an opportunity for Latin America and the Caribbean’, Santiago 
de Chile, 2018, p. 32, <https://repositorio.cepal.org/bitstream/handle/11362/40155/24/S1801141_es.pdf>, accessed July 25th 2022. 
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By bringing together influential people or institutions with whom you 
share ideas, you will be able to expand, sustain and make your discourse 
visible. In this way, they will be able to promote their participation and 
advocacy network. These may be individual activists, foundations, 
international organizations, etc.

B. Involve relevant stakeholders

To demonstrate and express one's opinion through protest is a human 
right7. To make your voice heard, you can carry out protests and peaceful 
demonstrations in public areas. In order to attract the attention of the 
crowd, you can create posters, pamphlets, canvases, etc., that allude to 
your petitions.

C. Mobilize

Using the media is another of the actions that can be taken to make 
public statements through social networks, press, radio, etc. In this way, 
you will be able to massively mobilize your opinions, ideas and demands. 
These statements can be openly shared and publicly presented to the 
media or other broadcasting platforms.

D. Making whistle-blower statements

Making formal demands through letters or petitions to public or private 
entities is a good strategy to make your organization's ideas, demands 
and opinions known. These letters or petitions should have a clear 
objective and specify the concrete goals we seek to achieve.

E. Submit letters or petitions

7 Lanza, E., ‘’Protest and human rights', Inter-American Commission on Human Rights, Office of the Special Rapporteur for Freedom of 
Expression, OAS Official Records, 2019., <www.oas.org/es/cidh/expresion/publicaciones/ProtestayDerechosHumanos.pdf>, accessed July 
25th 2022. 
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Art is a common language; when you express yourselves from this 
domain, your demands are received in an intimate way by the crowd. 
Artistic expressions or manifestations not only make the problem they 
want to make known visible, but also allow for the reflection, 
problematization and sensitization of several people, generating greater 
engagement to the cause. 

F. To make artistic manifestations or expressions

Setting up formal meetings with public or private authorities is a strategy 
that will allow you to engage these entities with the causes that inspire 
you as part of an organization. It is important that these meetings are not 
only a symbolic act of participation, but that concrete and explicit 
commitments (preferably in writing) are made by the participating 
persons or authorities. 

G. Meet with relevant authorities and models

In order to bring our demands to institutional bodies, we can participate 
in the creation of policies that are relevant to our objectives. We can do 
this through formal mechanisms, such as working groups or consultation 
processes, or informal ones, such as self-convened meetings to generate 
proposals, public communications or publications on social networks.

H. Participation in public policy formation processes

Complementing what we saw in the previous sections, you can create 
publications in social networks, media or other platforms that show ways 
to join, support and actively promote the causes proposed by your 
organization, so that other girls, people or institutions join and increase 
the impact of their demands.

I. Post suggestions for activities to join and demonstrate
as girls 
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Finally, considering these strategies, you should always keep in mind 
that, as girls, we have the right to be informed, to think, to have an 
opinion, to be heard, to decide, to know the results of our decisions and 
to live freely according to our cultures and traditions. These rights cannot 
be taken away or traded, nor do they depend on the circumstances in 
which we find ourselves8. 

8 United Nations, Convention on the Rights of the Child. 
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It is important to know and observe the rules of digital platforms. 
These rules are made to protect us. For example, Twitter and 
Facebook are social networks that are not enabled for children 
under the age of 13.

We must ensure that there is always informed assent and 
consent when we participate in activities facilitated by other 
individuals or organizations. On the one hand, informed assent is 
a physical or digital file, or a recording, in which we are presented 
with the details and conditions of our participation in a specific 
activity. In this document we declare that we accept and give 
authorization to everything that is pointed out to us, generally 
through our signature. However, informed consent consists of 
the affirmative declaration, usually signed, of an adult person in 
charge of our care, in which they accept our participation in a 
setting or activity. In both cases, aspects such as the 
broadcasting of our image, videos or phrases mentioned, the 
realisation of joint work, etc. are detailed. It is important that we 
have informed consent and assent to request the participation of 
other children or adults in our activities. 

What have
we been 
talking about 
in Station 3?

We are coming to the end of this journey! Before I 
hand the suitcase to Rita, I would like us to recap 
everything we have reviewed at this Station. I hope 
this information is as useful to you as it has been to 
me and to our organization - let's continue to 
strengthen our advocacy in a collaborative and 
strategic way!
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