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Introduction
The working group Transport & Environment (T&E)
of the GIZ sector network TUEWAS supports the
active engagement of staff working in projects linked
to transport and mobility. The work includes, for
example, urban-level bus corridor projects, nationallevel projects on electro-mobility, ambitious regional
initiatives contributing to decarbonizing the transport
sector in Asia, or projects on fuel economy standards.
It is a complex set of projects being developed and
implemented in different countries, with a different
context and broad diversity of stakeholders. This toolkit
aims to support project design and implementation
teams to use communication as a project
instrument. It is primarily written toward
its use by communication specialists in
the TUEWAS T&E projects in Asia.
The Introductory section defines
communication and shows how
it relates to the transport and
mobility sector policy and projects.
This section also explains why
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developing communication in a planned and strategic
manner maximizes its contribution to the intended
project outcome. Finally, this section states the
preconditions for effective communication in national
or regional projects.
This section is followed by the 7 steps in
effective planning and implementation of project
communications. It is written for those responsible for
communications in transport and mobility projects,
helping them to plan and manage communication in
order to provide a meaningful contribution to project
outcome.
This toolkit aims to provide a strategic framework
which is an important prerequisite for using
communication to enhance the outcome of projects.
The toolkit is a practical addition for project
implementation focussing on transport and mobility.
The communication plans we draft nowadays look
very different from the plans we made 20, 30 years
ago. The old days plans were very comprehensive, very
detailed with extensive descriptions of what would be
done when. Experience has shown that those plans
are quickly outdated; developments in the project and
communications environment, with an abundance of
communication channels and people being bombarded
with messages from all kinds of reliable and unreliable
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resources, often make the plan outdated. Therefore it is
best to start simple, walk your way and adjust and refine
while it becomes clearer what the best approach is.
The biggest factors for failure are that communications
planning gets disconnected from project planning and
implementation. This can happen when communication
persons and technical subject matter specialists don’t
have enough contact and are not sufficiently aware of
each other’s professional domain and how they relate.
Another factor for failure is that we reach stakeholders
with the wrong messages at the wrong time, making
them aware and explaining to them how to change
behaviour, at a time when they won’t be able to change
their behaviour because the other instruments are not
yet available.
This toolkit is a practical contribution in addition to the
various communication guidelines and practices already
in place in GIZ project environment, such as:
1)

Branding guidelines to be found at the GIZ
Corporate Design Centre

2)

Communication Strategy; GIZ Team Changing
Transport (Oct 2021)

3)

Social Media Handbook; Practical tips, standards
and background information for GIZ (May 2021)

Communication, a definition
There are many definitions of communication,
but we would like to use one of the simplest.

“Communication is the exchange of
information (ideas, symbols, and concepts)
between individuals or groups of people.”

This short definition describes the essence of communication. Communication conveys
information or concepts from one person to another or between persons and groups
of persons or institutions. This superficially simple process is complicated in practice.
Confusion concerning the meaning of words, different usages of language, and
different expectations can hamper communication. Interference can also occur where
third parties disturb the communication process or when intermediaries in the process
distort the message as they pass it on.
When we communicate a specific outcome, such complications are particularly
undesirable. For instance, we aim to win others over to our ideas or change
perspectives. So, to communicate persuasively, we must first optimize the formulation
of a message and secondly ensure that it fits, as far as possible, with the experience of
those we are seeking to persuade.
In today’s world, where everything changes fast, global challenges become visible
for everybody, and everybody gets the chance to think about his connection to the
challenge. Social media communication seems to become more and more dominant
in framing people’s minds worldwide. Strangely enough, this overload of messages
to individual people makes it increasingly difficult for organizations, including
governments, to reach people and truly connect.
Enhancing the outcome of specific GIZ projects cannot be met by using social media
alone; strategic use of other communication methods and channels is necessary.
Of course, global challenges, such as climate change, poverty reduction and social
inclusion, require a broad awareness, which makes use of all media channels we can
use. But enhancing the outcome of specific projects requires a strategic approach,
focusing on the right people, with the right messages and channels at the right time,
aiming for a change in awareness, understanding and attitudes which contribute to
meaningful engagement and a better outcome of our projects.

7
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Figure 1 Impacts of Communication

It can improve people’s awareness and
knowledge of all sorts of issues (e.g.
“Transport accounts for about 23% of energyrelated CO2 emissions worldwide” (IEA 2015),
or “Road congestion costs Asian economies
an estimated 2%-5% GDP every year due to
lost time and high transport costs” (ADB))

01

03

Awareness

Behaviour

It can influence people’s behaviour
(e.g. help create a more positive engagement in
the decarbonization of transport and mobility,
or concepts like car sharing, sustainable forms
of urban mobility etc)

02
Attitude

It can influence people’s attitudes
(e.g. “people take initiatives to invest in clean mobility”, or lawmakers
“initiate and carry” policy supporting decarbonization of urban mobility”)

Global experience has shown that communication can significantly enhance awareness and increase knowledge through mass media campaigns,
advertising, and government information programs. The impact of communication on attitudes is less strong, and often more interactive and direct
methods are usually required, such as public meetings, promotions, or (personal) counselling. Behaviour can seldom be influenced by communication
alone, requiring a combination of other “stimuli,” like technological innovation, legislation, subsidies or taxation, etc.

8
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Communication as a project
management instrument
Communication in international cooperation has been focused often on communication
about the projects, rather than communication as an instrument to implement projects.
In many areas of development, progress was made, but the challenges continue to be
enormous in climate change, poverty reduction, and other global issues.
We share knowledge, expertise, and experience with the broader public, providing financial
resources to develop and implement activities. Since management of GIZ projects often
has no institutional responsibility to establish policy, and the government of the partner
countries makes laws, this can only be realized through close cooperation with the national
government, responsible for national policy and legislation. Changes in fiscal regulation can
also only be made by the governments themselves. Therefore communication is one of the
few instruments GIZ has some control over.
All projects somehow require a change in the behaviour of specific groups of stakeholders or
the broader public.
Changing behaviour in a society is not a straightforward question of laying down desirable
conduct by law or providing subsidies or fines. We can’t put a police officer behind every
citizen. The stakeholders must understand and appreciate the importance and urgency
of the proposed measures to comply. In other words, the citizens need to internalize the
objective of the law. Before that internalization can occur, those involved need to know the
existing law and why it was made.

9
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A government may devise laws (e.g., set stricter standards of GHG emissions); but if the
people concerned have no knowledge of the law in question and are not convinced of its
point (e.g., they don’t believe the basic principles of climate change, or they strongly believe
it’s their right to choose your car freely) the law will be stillborn. New legislation geared to
changing behaviour can only succeed if supported by a broad implementation program in
which communication and enforcement go hand in hand.
The same goes for the use of financial resources. Governments may allocate funds to
promote sustainable mobility practices or create facilities for banks to finance such
investments. But if nothing has been done to inform and convince the target groups about
this, the funds will probably remain unused. Here too, an implementation program is
required to make the law “spring to life.”
In short, a government body seeking to deploy a (legal or financial) tool should introduce
that tool to society through an implementation program. An essential tool in such an
implementation program is communication.

10
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The issue/policy lifecycle
Governments make policies to address social,
environmental, economic, or other problems. These
problems are seldom suddenly there; especially in
the early stages of realizing there are problems, there
is a significant gap between those who acknowledge
the challenge and those who do not.

Figure 2 Four Phases of a Policy Life
Perceived
magnitude
of a certain
problem

1. Signaling:
Recognizing
the Problem

2. Preparation:
Formulating
the Policy

3. Decision
Making: Solving
the Problem

4. Implementation
and Monitoring and
Evaluation (M&E)

Area of
dissension

Policy phase

Every policy goes through a “policy life,” which can be divided into four separate phases.
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Phases of Policy Life
1. Signaling: Recognizing
the Problem

2. Preparation:
Formulating the Policy

3. Decision Making:
Solving the Problem

4. Implementation
and Monitoring and
Evaluation (M&E)

Groups in society recognize a problem
(climate change, sea-level rise, flooding,
bush fires, uncontrolled growth in urban
vehicular transport, etc). Sometimes it can
be international organisations like GIZ,
World Bank, ADB. Sometimes organisations
within countries. Often, opinions differ
regarding the nature and extent of the
problem; a lively public and political debate
is generated. Consensus is reached that the
situation should be tackled through policy
(not yet what policies). Usually, this does not
occur until more information about causes
and risks has become available. The role
of communication in this phase often is to
reduce the gap between those who think it
is a major problem and those who are not
convinced of the urgency.

In this stage, the government starts to
gain control by facilitating studies and
formulating the policy. Much public
attention is a critical feature of this
stage. The stage is concluded when the
government has developed an adequate
policy geared to practical effectiveness.

In this stage, the problem is being solved
and policies are being implemented. The
tools (legislation, financial resources,
communication) are used, and political
attention diminishes.

The problem is under control and must
remain so. The emphasis is now on
maintaining control and undertaking routine
surveys. Efficiency becomes the keyword.
The time has come to think about future
policies; often it is advisable to think about
decentralization of policy-making and
implementation. The time has come for
public/private partnerships, and sometimes,
parts of the implementation of policies can
be commissioned to private organizations.

An essential aspect in this phase is that often
problems exist. These are likely to affect
specific communities and groups of people,
unaware that they may become involved
later on, e.g., promoting EV mobility, green
inter urban freight, car sharing, etc. In other
words, people have to be made aware of
potential problems, which they do not see
as issues. Often the discussion is confined
to the in-crowd, policymakers, academics
or NGOs. However, the people who will
ultimately be affected by the policies, or the
lack of them, should participate throughout
as the instruments are being developed. If
this somehow is not possible, policymakers
should at least try to incorporate those
NGOs or interest groups perceived by people
as credible and in a position to represent the
people’s interests.
The role of communication in this phase is to
bring groups together in meetings to discuss
solutions; technical experts at round tables,
providing input to policymakers and citizen
representatives.

12
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Often a government will manage all the
details of a program by itself. However,
sometimes leaving day-to-day management
and implementation of some policy
instruments to NGOs and other involved
groups might be much more efficient. In this
phase, all groups affected by the program
implementation need to be adequately
informed and motivated to participate in
further policy refinement.
The role of communication becomes more
instrumental, making sure stakeholders are
informed about the policies and measures
taken by the government and initial
successes are being shared.

Effectiveness of project communication
The effectiveness of the communication function in a project depends on several factors.
•

Integration of communication in project planning and management.
This means that the communication specialists or advisers need to be engaged in the project
planning process from the beginning. Also close cooperation between project management and
communication staff is required. Too often communication gets disconnected from the project or
policy it is supposed to support.

•

Integration of communication
Integration of different modes of communication, leads to more coherence both visually and in
content. This will enable audiences to relate messages through different channels. Connecting
these messages through different channels leads to enhanced communicative impact.

•

13

Managing communication depends on several factors
•

Professional quality of staff

•

Project organisation

•

Planning, programming, and budgeting procedures

•

Decision making

•

Implementation

•

Monitoring & Evaluation
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This toolkit aims to provide
a procedure and tools to
address these three factors.
In this way communication
will be an effective project
management instrument,
contributing to the project
outcome in a meaningful
and measurable manner.

Seven Steps of
Strategic Communication

This section presents the 7 steps, which could be used by communication specialists and project staff responsible for planning and implementing
communication activities to develop a communication plan or strategy for their project. Without such a plan, it is unlikely that their communication
effort and investment will enhance the project outcome and results.
There is an old saying:
“Alice asked the Cheshire Cat, who was sitting in a tree, “What road do I take?” The cat asked, “Where do you want to go?” “I don’t
know,” Alice answered. “Then,” said the cat, “it really doesn’t matter what road you take, does it?” (Alice in Wonderland, Lewis Carroll)
14
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Figure 3 Seven steps of Strategic Communication

01

02

03

04

05

06

07

Understanding
the Project

From Project
Objectives to
Communication
Objectives

Formulation of
messages per
target groups

Media
Strategy

Implementation
of
Communication
Strategy

Design of
Communication
Materials

Production of
Communication
Materials

Communications is not planned and implemented isolated from the project it is expected to support.
A plan needs to be made based on a good understanding of the project. The overall objectives
are formulated, target groups and audiences are being identified and prioritised. Based on further
analysis of the audiences and the communication objectives, messages are drafted and the most
effective mix of channels designed. Once the strategy is completed, it will be implemented and
monitored and when necessary adjusted. Constant exchange with technical project staff takes place
to ensure communication can truly contribute to better project outcomes.
This model should not be seen as a program of steps to be followed rigidly. Continuous feedback
and checks on previous steps are crucial. If, for instance, we realize at Step 4 that a different
target group becomes important, we should go back to the preceding steps and define clear
communication objectives for this group. An effective project communication strategy links the
project to its key stakeholders with the right messages at the right time through the most effective
mix of communication channels. With this toolkit, we provide insight to each of the steps. We also
provide some tools and checklists and flowcharts for analysis which can be helpful in asking the
right questions at the right time. It works best to write down the output of each step in a form
which can be downloaded. These forms, completed after each step, will give you the skeleton of
the communication plan, which you can draft in a 5-7 page document. It helps to make it practical,
clear and easily updated as the project design and implementation moves along. This project
communication strategy/plan can be shared with stakeholders, both inside and outside the project
organisation.
15
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The communication plans we draft today look very different from the
plans 20, 30 years ago. The old days plans were very comprehensive,
very detailed with extensive descriptions of what would be done
when. Experience has shown that those plans are quickly outdated;
developments in the project environment and in the communication
environment, with an abundance of communication channels and people
being bombarded with message from all kind of reliable and unreliable
resources, often make the plan outdated. Therefore it is best to start
simple, walk your way and adjust and refine while you see what is
needed at the time.
The biggest factors for failure are that communications planning gets
disconnected from project planning and implementation. This can
happen when communication persons and technical subject matter
specialists don’t have enough contact and are not interested in each
others domain.
Another factor for failure is that we reach stakeholders with the wrong
messages at the wrong time, making them aware and explaining them

16
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how to change behaviour, at a time when they won’t be able to change
their behaviour because the other instruments are not yet available.
Therefore we provide 3 sections in this toolkit:

A. A conceptual piece about communication as an
instrument in Transport and Mobility projects.
B. The 7 steps in making a communications plan. The
last 2 steps design and production also contain
information about the media and communication
materials. You are most likely to
We do hope that the users of the toolkit will form a kind of Community
of Practice within the GIZ Communication Community, sharing
experience in applying it, and through that expand and make it further
focused to the GIZ Project Communication planning and management
needs.

Step

Understanding the Project

1
Figure 4 Project Analysis Flow Chart
Which problem does the
project want to solve?
Is it a perpetual problem?

Which groups are
involved?

What is the cause
of the problem?

What are the issues/problems
per stakeholder?

Which stakeholder group
does the project distinguish?

Which project tools have been proposed
per stakeholder group?

Formulate the specific issues and problems
per stakeholder group

17
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Although it is better to become involved during project
preparation, communication specialists often become
engaged once the project has been formulated and
management feels confident to share it with external
audiences. The communication adviser is asked to make
a website “and/or” prepare written and audiovisual
information materials about the project. It is focused
on communication about the project and less as one
of the instruments to realise the project goals. This
toolkit aims to assist the communication adviser in using
communication in that broader sense and advise not only
how the project can become better known but also how
it can contribute to enhancing project outcomes. Often,
(s)he is confronted with an excess of what appears at first
glance, relevant information. Through constant defining
and redefining, they will be able to identify the core of
the problem (Figure 4) and the essence of stakeholders’
relation to the causes and the solutions.

Studying project documents and other preparatory documents containing a Stakeholder Analysis Chapter, a Results Framework Matrix, or a Risk
Assessment Section, the communication specialist can deduce the necessary information needed in developing the appropriate communication
strategy for the project.
In the process of designing a project, much information has been collected and analysed, which can also be very relevant information for you when
segmenting and addressing stakeholder groups. Such relevant project information can be found in GIZ project documents, or in reports from other
donors, like World Bank, ADB, IFC. The exact names of the document vary from donor to donor, but all donors need to do sufficient analysis while
preparing projects.
A list pf possible documents is provided in the table below.

Where can I find
information?

18

•
•
•
•
•
•
•
•
•
•
•

Project Administration Manual
Project Design Documents
Result Monitoring Framework
Resettlement Plan
Risk Assessment and Risk Management Plan
Project Concept Paper
Project Appraisal Report
Multi-Ethnic Group Development Plan
Detailed Engineering Design
Environmental Impact Assessment
Stakeholder Assessment Report
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One of the most important assessments to be done in this step is to list all possible project stakeholders and analyse their
relationship with the underlying issues and solutions. It is best to make the list as detailed as possible in the beginning. To help you
not not missing certain stakeholders and collecting all relevant information in a comprehensive and consistent manner, the toolkit
provides an initial comprehensive list in Table 1. Naturally not all stakeholders in this list are relevant for your project, but it helps
to use this comprehensive list of stakeholder groups, not to miss out on certain groups, which can influence the project outcome.
Table 1 Stakeholder Checklist
Government Partners/
authorities
• Ministry of Transport
• Ministry of
Environment
• Ministry of Commerce
and Industry
• Ministry of Energy
• Ministry of Urban
Development
• Ministry of
Regional/ Provincial
Government
• Municipal/ Local
Government

19

Private Sector

NGO’s & Sector
Organization

• Environmental NGOs
• Shippers
• Railway user
• Freight transport
association
operators
• Representative
• Truck drivers
organizations of
• Tourism companies
transport operators
• Customers
• Railway operators
• Airline operators
• Bus operators
• Bus drivers
• Taxi drivers
• Automobile
production
companies
• Truck manufacturing
companies
• Dealers
• Leasing companies
• Energy companies
• EV companies
• EV charging operators
• CNG owners
• CNG operator
• Riksha owners
• Riksha drivers
• Banking sector HH
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General Public
• Customers
• Car owners
• Cyclists

Supranational
Organization
• International
financing
organizations
• Global representative
organizations
• (PIARC)

GIZ and other Funding
Organizations
•
•
•
•
•
•
•
•

BMUV
BMZ
BMWi
BMWK
World Bank
ADB
UNDP
Bilateral donors

Table 2 provides another example of different stakeholders groups in a regional freight project
Stakeholders are often distinguished
implicitly when projects are designed.
This may cause that important groups,
affecting the outcome of the project,
are missed. Hence, there is a need to
identify the project objectives of each
stakeholder group and the project’s
expectations from them. If those
designing the project have not yet
formulated the specific stakeholder
groups in explicit terms, try to do
so yourself. Table 2 shows a sample
Stakeholder Inventory and Analysis
which makes the identification of
“communication target groups” much
easier. If you feel certain groups
are missing, or should be specified,
discuss this with project management.
If you come to the conclusion that the
policy objectives cannot be realized
with the tools to be used, you should
discuss this with the project leaders
or technical experts in the team.

20

Stakeholders in urban freight project
Shippers: Actors who send the goods and arrange the transportation, including those
who perform their “own-account” transport – entities whose main business functions
are non-transport related (Ballantyne et al., 2013). From a practical standpoint, this
category includes the likes of Amazon (which now handles almost half of its own
packages) as well as its merchants. They expect reliable and cost-efficient delivery.
Customers: Customers could include both consignees of goods (e.g. shops or restaurants),
as well as end-consumers (e.g. residents) who may opt to complete the last mile delivery of
goods privately. Customers may have an interest in cost efficiency, reliability, and other aspects
such as the attractiveness of urban areas, safety and security, and environmental issues.
Freight Transport Operators: Include third party logistics operators or hauliers who are
responsible for logistics operations in urban areas (Ballantyne et al., 2013). Is forced to cut
operational cost wherever possible while maintaining the customer needs and interests (Herzog,
2010). In the world of e-commerce, this category of stakeholders would now include the
individual sub-contractors that are being hired by e-commerce companies to fulfil the transport
tasks, particularly last-mile deliveries.
Authorities: Most relevant to urban freight are local authorities whose primarily
goal are geared towards the ensuring the safety, sustainability, and economic
vibrancy of their jurisdictions. Other government entities in higher levels (regional,
national) are also important. They have similar types of goals but at a wider scale.
Other stakeholders: Other relevant stakeholders are vehicle manufacturers, public transport
operators and commuters’ associations (i.e. due to the interactions of freight and passenger
transport in physical networks), landowners, among others (Landqvist & Rowland, 2014).
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Stakeholder inventory and analysis
1. List priority stakeholder
in the left column
2. Write down project
objective per stakeholder
group and extra notes which
will be relevant when make
the communication strategy.

HERE you can download an empty form in Word. To give you an example how to use
it we provided this filled out form about an imaginary green freight project in Asia.
What are the project
objectives for each
stakeholder group?

What are the project objectives for each stakeholder group. (What do we ask from them? How will they be
affected?)

Owners of logistics

Owners give reduction of GHG emissions high priority in their management decisions.

companies

How many are there?
What are their prime interests?
Are they aware of their contribution to GHG emission?
Would they be open to climate friendly investments?
Could they afford such investments?
If they could, would they rather invest any surplus cash in expanding their traditional business and strengthening their
competitive position?
If so, how can we make climate friendly investment more interesting >>>> policy

Drivers

Support climate friendly investments
Would they be happy with electric trucks?
Would they be willing to adapt their way of driving?
Accept new trucks

Mechanics

Will their way of working be affected (positively or negatively)
Will they be open for retraining?

21

public inspectors

Explain companies GHG emission challenge

(administrators)

Inform them about new policy & subsidies

Policymakers

Develop policy to promote climate friendly investments; Consider supporting measures (subsidy, change in standards &
legislation, promote sustainable technology

See also:

https://tuewas-asia.org/wp-content/uploads/2021/10/TNA-Vol-I-Identification-of-Training-Needs-08-2021-1.pdf
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Chapter Overview
Effective project communication starts with understanding the project:
• The issues it addresses,
• The outcomes it aims to realize.
• List all stakeholders influencing causes and project outcome
Where to find relevant information for stakeholder inventory and analysis?
• Project documents
• Interviews: technical project team
• Interviews: key stakeholder representative

22
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Step 1 Output Form:

Understanding
the project and
the stakeholders

Instructions:
Fill out the form based on your analysis of the project design and context, listing
stakeholders. Describe the role of communication for this project briefly.
Overall Project Objective
Intended Project Results
Project Activities
Project Activities

The Role of Communication to Enhance
Project Outcome

23
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Project Activities

Step

From Project to Communication Objectives

2
Once the project has been sufficiently analyzed, its impact on all target
groups involved has been assessed, its objectives formulated, and the
mix of instruments analyzed, we can specify the broader communication
objectives for the project and specifically for each target group.
Communication objectives should always be formulated in a
measurable change in Knowledge, Attitude and or Practice/
Behaviour in a given time period.
The intended behavior is the final objective, which communication
needs to achieve. But to achieve it, we often have to change attitudes
and knowledge first, convincing people of the positive effect of the
innovation, and finally, the need to change their behavior. Years of
research have also shown that behavior change often requires more
24
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than communication. Other instruments, financial, legal, technological,
infrastructural measures are needed for stakeholders to change
practice and behavior. But communication has an impact on awareness,
knowledge, understanding and also attitudes and perceptions and less
on behavior.
Communication can have a direct impact on awareness, understanding
and attitudes and less on behaviour change. Research has shown
that this requires more instruments than just communication. Other
instruments, financial, legal, technological, infrastructural measures are
needed for stakeholders to change practice and behavior.
But despite this a change in behaviour is preceded by a change in
attitudes, and perceptions, which is preceded in a change in awareness
and understanding. To define the desired change in awareness and
understanding it helps to start defining the intended behaviour change
and then deduce what change in attitude, awareness and understanding
is required for this to happen.

Figure 5 Communication Objectives Analysis Flow Chart

Policymakers or project
managers often state that
a lack of awareness is the
primary barrier to solving
specific problems. Sufficient
analysis will often show
that enhanced awareness
is not sufficient to change
behavior and solve the
problem. Engagement
of other stakeholders is
required as well, or positive
(subsidies) or negative
(fines) financial incentives
or change in legislation is
also required before people
adopt new behaviour.
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Formulate per target group what
change in behavior needs to be realised

Do we need a change in attitude
to realise the intended behaviour?

Formulate precisely the attitude
required per target group
(phased in time, if possible)

YES

NO
Is additional information / knowledge
needed to realise the intended change in
behaviour or attitude?
NO
Formulate per target group when
the intended:- level of knowledge
- attitude- behaviour needs to be
realised
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YES

Formulate precisely per target group what
they need to know at what time.

Chapter Overview
Start with prioritizing stakeholders and the communication objectives
should always be formulated in terms of intended Knowledge, Attitude,
and Practice (KAP). Behaviour change normally requires more instruments
than communication (financial, legal and technological).
Examples of Communication Objectives:
• Owners of freight companies are aware of the urgency and scale of
decarbonizing the freight sector.
• Owners of freight companies are prepared to consider sustainable
investments.

26
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Example Form 2:

Communication
Objectives
Overall and Per
Stakeholder

Overall Project
Objective

(i)

Enhance awareness about the large share of the transport sector to India’s total GHG
emissions

(ii) Provide perspective on alternatives and possible solutions
(iii) Invite interested stakeholders to become engaged in this process
Stakeholders

Communication Objectives

Owners of Logistics
Companies

(i)

Enhance awareness about the large share of the transport sector to India’s total GHG
emissions

(ii) Create interest among some to become engaged in finding solutions
(iii) Create interest to become engaged in a pilot project
Drivers
Mechanics
Policymakers

Green Freight Communication Objectives
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(i)

Enhance awareness about the large share of the transport sector to India’s total GHG
emissions

(ii) Provide perspective on alternatives and possible solutions

Step 2 Output Form:

Communication
objectives
overall and per
stakeholder

28

Instructions:
Fill out the overall communication objective for the project. Analyse each of the priority
stakeholder groups (as listed in step 1) and formulate communication objectives for per
group.
Overall Communication Objective
List of Stakeholders
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Communication objectives per stakeholder

Step

Formulation of Messages Per Target Groups

3
In step 3 we will look at
the messages per target
group and the target
groups themselves, based
on what we have done in
steps 1 and 2, specifically
on what messages
will lead to achieving
the communication
objectives formulated in
step 2.

The Message: What exactly do you want to tell each target group?
The projects are designed by a relatively small group of specialists, international and national, with diverse academic
and professional backgrounds. Once the project design is completed and approved, everybody is eager to start
implementation as soon as possible. However, at that moment, only a tiny section of stakeholders and beneficiaries
has been involved in project activities, so a big part of the message in the early phase of project implementation
will lie on providing background, justification, and rationale for the projects; which issues it addresses; why these
challenges are urgent; how diverse stakeholder groups are somehow related; what possible solutions are being
considered and most importantly, how the project will be implemented and how people can stay informed and
involved.
The more precisely you can formulate the message, the easier it will be to assess the resistance it may encounter. If
not much is known about the solutions, it could already help enhance awareness about the challenges.
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Usually, you will find a broad array of often unexpected “resistance points” or “de-motivators” in the target
groups, which obstruct the adoption of an intended change in behavior. These resistance points can be social,
cultural, economic, or ergonomic. It is essential to identify these resistance points to consider in the further
development of your communication strategy. “Competing” messages from other senders might disturb or
interfere considerably with your communication activities.
This part of the analysis could show that you may not be the most suitable sender of these messages to those
target groups, but that “others” can do this more effectively and efficiently. Identifying these “intermediaries”
and name/approach them as a separate target group is advisable.

Formulate Communication Objectives
Suppose you may not be the most credible and convincing sender of these messages to target groups. In
that case, it is essential to formulate separate communication objectives for these intermediaries to convince
the identified target groups to become partners in making the sector more sustainable. International trade
and transport employers organizations, and labor unions, for instance, can play a role in putting issues at the
agenda of the sector. They both have contact with the management and workers, truck drivers, either directly or
indirectly, and could inform them about certain issues.
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Overall Approach and Proposition
While working on the message, it is also important to decide the overall
approach. Based on the data gathered in the preceding steps, likes and
dislikes of the stakeholder groups; convenience, prestige, and reliability
are factors we can use for communication.
What exactly do we promise our target group? What is our proposition?
Do we emphasize aspects of comfort and convenience, or is it better to
underline factors of prestige and status? Or just the fact that we save the
earth? Or a combination of aspects; investment in your firm and invest
in the future for your children, “Choose right”. Should we use a visual
or textual approach? Low educational levels, low literacy rates, or low
interest in the topic make a visual approach more appropriate. But even
for people who cannot read, it can be very useful to get a handout or
leaflet once they have seen the message in visual form.
The use of appeals is very culturally bound and has to be planned from
country to country (even within a country, differences can be substantial).
We have to determine the most appropriate appeal. A rational appeal
is used to show the functional advantages of employee participation
in all stages of policy-making and implementation. Emotional appeals
focus on ‘inclusion’, ‘belonging’, but also feelings of shame, fear or guilt.
Excessive use of fear-appeal might make people cut themselves off
from the message altogether. It’s a truth universally acknowledged that
a strict cognitive and rational approach seldom leads to engagement of
the audiences with our communication approach.
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Humor in the message might distract attention from essential
information. Sometimes cartoons will be very effective, although we have
to be very careful when using them for high-ranking officials who may
feel offended or treated as children. Finally it is important to develop a
“pay-off”, a slogan or a tag-line, covering the overall message and which
can be used in all communication. In this way it is possible to link specific
communication to different audiences to one coherent purpose. In this
flow chart an overview is given from the main questions you could pose
yourself. Some might be easy to answer, some might not be relevant, but
it is important to fill your answers in the matrix as you have filled it in the
preceding steps.

Famous examples of
strong propositions
Apple:
“Think Different”
Nike:
“Just do it”
Adidas:
“Impossible
is nothing”
Philips:
50’s:
“Let’s make things
Better”
70’s:
“Sense and
Simplicity”
Now:
“Innovation and You”
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Chapter Overview
In step 3, we will look at the target groups themselves and what messages
we should formulate to reach our communication objectives.
What exactly do you want to tell each target group?
Examples of Possible Message Elements:

33

•

Rationale & justification for action (relative contribution in GHG
emissions from transport)

•

Main findings in knowledge products (studies & reports)

•

Case studies, demonstrations, best practices

Communications for Enhanced Project Outcome | A GiZ Toolkit for Mobility & Environment Projects

Step 3 Output Form:

Messages per
stakeholder/
target group
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Instructions:
Fill out the overall communication message for the project on top. Then list the priority
stakeholder groups (as listed in step 1) and formulate message elements per group.
Overall (Corporate) Project Message
List of stakeholders/target groups
NB is same as output form 2
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Message elements per stakeholder/target group

Step

Media Strategy

4
Overview
Let’s first understand 2 ways of communication:

With the knowledge and analysis of the preceding
steps, Step 4 helps us get the right message to the
right target groups. Nowadays, with modern digital
media and database management, it is possible to
make use of three (3) ways of communication. Direct
communication is used mainly between two persons
or small groups of people. When the group to be
reached becomes too big, or is too far away, we will
have to rely on indirect communication through
media, or intermediary organisations.
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Receiver

Sender

Sender

Medium

Receiver

Sender

Intermediary

Receiver
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The advantage of direct communication is that you can control how the message is framed and delivered. With indirect communication, the message
can easily be distorted either by the medium or by the organization which passes the info on. Additional measures, like surveys, have to be taken to
assess if the message has been received properly.
Nowadays, with digital relation management systems, it is possible to manage stakeholder relations with large groups more directly. By attributing
areas of interest or other characteristics, it is possible to reach large audiences directly based on their areas of interests, or their relationship to the
project. In a way direct communication with large groups has become possible with digital tools.
Choosing the most effective channels is complex and requires analysis done through the preceding steps. If we know the target groups, the
communication objectives, and the messages, we can choose the most effective and efficient delivery channels. And it is not a simple calculation of
‘costs per person reached’, as advertising planners you sometimes might suggest. There is a qualitative variation of what we call ‘communicative impact’.
Choosing the media is influenced by three factors: Cost, Reach, and Impact.

Cost
Cost is the cost of distribution
of the advertisement,
newsletter, or other carrier of
your message.

36

Reach
Reach is how many people
will be reached. These
numbers are available from
media agencies.
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Impact
Nowadays we add communicative
impact from the channel selected.
For instance a forum or newsletter
focused on a owners of transport
companies might have a low number
in terms of reach, but high in terms of
communicative impact.

In order to determine effective channels for communication we have to get a clear picture of the information search behaviour of the target groups;
where do they usually get their information on the issue? To be able to develop a thorough strategy, it is thus essential that you have a complete view of
the information and communication networks surrounding the target groups and how they get access to their information on a particular subject.
Media planning is a specialist job, using cost, persons reached with the medium and the qualitative impact that reach has on the audience. In printed
media, newspapers know how many subscriptions they have; they also know how many people have access to one copy of their newspaper, but it is
very difficult to predict how many readers open the page containing your message, let alone to determine how many people actually read it and then
act upon it. Some channels with much lower numbers of readers, can have a much better impact, because it reaches the right target audience in an
environment where they are more interested to actually read it and think about it, and maybe even act upon it.
Figure 6 Media Strategy Analysis Flow Chart

Back to step 2
Are there any organizations from
which the target groups generally gets
information on this policy isssue?

Are there any regular times/occasions
when the target group exchanges
information (in general or on this
specific policy issue)?

Do you know anything about the
media usage of the target groups
(in general or in regard with the
specific policy issue)

Can we use these organizations as
intermediaries?

Write down all these times and
occasions with relevant information
(Access, time, etc.)

Write down which media the target
groups use; list all information on
the circumstances in which these
media are used.

Research!
Present level of knowledge, attitude,
behavior and possible intermediaries.
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Apart from these interpersonal sources of
information, we need to catalog how people use
the media. Do they still listen to the radio, and if
they do, how and when? How do people use TV?
Nowadays, younger generations barely watch
TV at the time of broadcasting. Do people read
newspapers, and what sections of the paper do
they pay most attention to? And the divide in access
between urban and rural areas is something to find
out. And between men and women? An extensive
overview of several communication means and
media GIZ staff is likely to use will be provided in
steps 6 and 7 of the toolkit.

Figure 7 Media Channel Strategy

Authority

Publicity

Optimized content
Sharable content
Engaging content

Media, blogger, investor
and influencer Relations

Earned
Media

Paid Media
Newspaper
TV and Radio
Billboards

Incentive

Stakeholder
Engagement

Paid
Media

Shared
Media

Affiliate
Brand Ambassadors
Sponsored Content
Native Advertising

Owned
Media

Face to face discussions
Public Meetings
Group discussion
Interviews and site visits
1-1 Networking
Seminars and conferences
Exhibition
Home visits
Pop up visitor centers

Content
Website
Digital Newsletters
Articles/Blogs
Video content
Case studies
White papers
Magazines/publications
Manuals and toolkits
Posters/pamphlets
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Social Media
Facebook
Twitter
LinkedIn
Instagram

One of the aspects, which is very often forgotten, is the planning of distribution.

Challenge: How to get the materials to the groups they are intended for?

An integrated communication approach implies
the use of different media and materials for
different audiences (the so-called “communication
mix”), but all have to be balanced and well geared
to each other.
Working with media is a highly creative task.
Sometimes, we have to construct our own media.
Often, it is more effective and efficient to use
existing media. However, one should take into
account to what extent these media actually reach
the intended target groups and whether these
media are trusted.

Know how much it will cost you.

Consider the accessibility of the
materials you are developing.

In rural areas, people sometimes watch TV in the windows of local shops. If you make posters, how can
we be sure that they will be distributed to those places where our target group will really see them?
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Too often, communicators decide on the media
to be used without collecting and analysing these
data. Thus, it is important to note that the key to
an effective media strategy implementation rests
on building on the user journey as per the persona
type (Figure 8). By building on the user’s persona
type, the suitable channels can be strengthened,
thus ensuring media strategy efficacy.

Figure 8 User Journey Per Persona Type

Persona – Government
Govind, a 48 year high
ranking government official
in transport department.
He has is considered to
be our primary persona
who can be classified as a
“high power, high interest”
personnel. Influencing
him will be our primary
target when it comes to the
marketing campaign.

1.

PR articles

INFORM

2.

Email news letters

(Inform the target
users about the
problem and what is
currently happening)

3.

Media – radio

4.

Micro site / website

5.

White papers

6.

Online seminar / webinar event

7.

Social Media – Facebook

8.

Video based stories – empathy
videos and interviews

9.

Case studies On Micro site

10.

Emailers with reading material –
linked media & news letters

11.

Face to face discussions

12.

Video based stories

13.

1-1 interviews

14.

Blogs & articles

15.

Seminars and forums

16.

Talk-shows

17.

Public service announcements (TV/
radio)

18.

Social media - influencers

19.

Regular 1-1 communications

CONFIDENCE,
URGE AND DESIRE
BUILT UP
(Build confidence and
faith that actions will
make a difference,
create desire to act)

INSPIRE

Goal –
•

•

•
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Communicate the issues
caused by CO2 emission
from fossil fuel in
transport in India
Communicate the
on-going efforts on
decarbonizing the
transport sector
Communicate a call
for actions from policy
makers, and general
public to take actions on
the carbon emission in
their countries.

(Provide inspiration
through positive
reinforcements and
how the actions will
create a difference and
how their role is so
critical)
ACT
(Create a sense of
urgency for call to
actions once they are
inspired, and a desire
for change is built,
then we can look for
measurable actions)
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Update
and make
aware of
current
problems.

Create trust
and build
faith and
positive
perception

Create a
sense of
inspiration
for them
to act

Urge the
persona
to actions

Content Reinforcements / types needed
– PR articles (agency), videos (developer),
white paper / case studies (content writer),
Micro site (web developer), online seminar
/ webinar (event coordination), 1-1 / face
to face meeting (messaging channels),
social media organic / ads (digital
marketing), emailers / newsletters (email
marketing), TV / radio (media agency) and
local / regional influencers.

Figure 9 Outreach Segments

EVENTS
Digital or physical events
offer opportunities to
connect, exchange,
enable and empower.

DIGITAL PR
Key early-stage
outreach tactic
to get into front
of relevant target
audience and
engage them

DIGITAL
MARKETING
Targeted
marketing via
social media
channels to
expand visibility

Based on the communication objectives, target audience and the constraints that the project operates within, the
project managers need to keep those into consideration before selecting the key channels and potential products
that the communication strategy will prioritize and invest into during outreach.
Getting up close with policy makers from across geographies and getting their attention to the key messages derived
from project requires alignment of the messages for the success and benefits of any campaign being executed
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Digital PR

Below are some proposed online partners that are worth collaborating with for the intended market.

This nicely leads to the next most common (sub) channel for
communication, namely digital public relations. While this is broad
and manifests itself in the form of several communication products
(listed below), it gets us in front of the right people who we want
to get into events or perhaps connect back with interest to initiate
actions related to decarbonization. It is a type of online marketing
strategy that relies on optimizing the reach of your content to
targeted audiences through popular avenues / partners.
Based on the nature of content and audience we are targeting to
communicate with, it helps to handpick and select meaningful
experts/partners to collaborate with for optimal reach rather than
investing too much on SEO (Search Engine Optimization) activities
for one’s own site.

ONLINE
PRESS
RELEASE

BLOGGER
EVENTS

JOURNALIST,
BLOGGER &
CONTENT
WRITER
NETWORKING

PUBLISH
ARTICLES
AND GAIN
BACKLINKS

WHAT IS
DIGITAL PR?

PRESS
HITS

INFLUENCES
MARKETING &
SOCIAL MEDIA
SHOUTOUTS

Events
Events offer a great opportunity for one-to-one and one-to-many exchanges with select, like-minded and influential stakeholders when done right. Within today’s constraints
of digital events (more than 80%) especially in Asia, this channel allows the costs to stay relatively low. This channel is relevant across stages of the projected theory of
change in the earlier chapter based on how the event and its objectives are planned and packaged.
Events take time to plan, program, assemble and execute - so not all events need to be hosted by us. Identifying and zeroing on events that will provide the optimum results
based on the set communication objectives is critical. This requires meaningful research, relevant partnerships and focused content that can be used to pique interest and
trigger action from the target audience.
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Digital Marketing

LinkedIn

Examples of
media strategies
Leveraging the existing information at the right
time, using the right time of content through the
right reinforcements ensures additional value.

The Content Authoring

Customize your
message for your
specific audience with
industry trends and
how-tos

Here are some examples of how the
characteristics of the message or target group
can be applied on some social media platforms.

• Hook the reader in your intro
• Make a post that flows easily and it’s easy to read
• Create relevant content that brings value
• Tag relevant parties in a meaningful way for better reach
• Add images and videos that capture attention
• Include hashtags for additional reach
• Post at right time based on your linkedIn analytics
• Post as often as you can - value added content
• Borrow already existing ideas and adapt to your audience

4

1

Other
people’s
content

Re-sharing
from others

1
Self-serving
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“ For every one self-serving
post, you should repost one
relevant post and most
importantly share your
pieces of relevant content
written by others”
- Joe Pulizi

The Content Type
Blog Posts
Long-form content perform
best, but be sure to make your
teaser/preview text very snappy.

Third-Party Content
Don’t just talk about yourself - that’s
for Instagram! Also post engagibg,
reputable content from other publishers,
like for example, TechCrunch or Inc.

So what
exactly
should
you post?

Native Video
One way to run up engagement numbers
is through videos, so consider creating
short interviews, recaps or animations.

Plain Text
Alternative to visual-heavy feeds, you a
certain dose of pure copy, whether that’s
sharing tips, promoting hacks or just
discussing something you recently learned.

Photography and Illustrations
Images - especially ones that are
authentic, branded or overlaid with text
- can be shoswtoppers on LinkedIn.
Plus they aid information retention
for visual communicators.

44

Communications for Enhanced Project Outcome | A GIZ Toolkit for Mobility & Environment Projects

Content is always subjective to the platform it is
posted on and it should vary from tone, design,
construction and the reinforcements which go
along with it. For a platform like LinkedIn, content
direction should be geared towards the a more
professional writing style as the users like to read
on this platform. The content should be meaningful,
should add value to users and it should address the
users need and pain points. Here are some of the
content types that work well on LinkedIn.

Content Planning for Social Media

Mon
Tues
Wed
Thurs
Fri
Sat
Sun
12 1

2

3

4 5
AM

6

7

8

9 10 11 12 1

2

3

4

5 6
PM

7

Lowest
Engagement

8

9 10 11

Highest
Engagement

Post once a day
Post on Weekdays only
Post in the morning
Get regular data from your LinkedIn Analytics to improve your post schedule
Don’t use LinkedIn automation tools too much
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Apart from the quality of content it is extremely
important that the content is posted at the “right
time”. Platforms like LinkedIn & Facebook dwell
upon the freshness of a post, which means a newly
posted content will appear on the user’s feed above
the other posts, which gives it higher chances of
getting views and the attention of the viewers. This
brings us to the point on posting the content when
the users are online so it appears on their feed while
they are online which increases the probability of the
post getting views and interactions right away . The
above metrics shows user activity on certain days of
the week which should be taken into account when
creating the content calendar / plan.

The Content Ideas

To guarantee added value and user traction, generating “ways
to, how to, future of, things to” type of content is essential.

Because people invest time on LinkedIn, a
proven approach is to help your audience
perform their jobs better, answer
questions, and help address pain points.

Post industry trends, how-tos, and thought-leadership content:
This shows the dominance of ‘ways to’ posts and list posts as
content formats. We need to understand that our audience on
LinkedIn are there to get tangible outcome. They key is to make
sure we use LinkedIn as a tool to link the link the audience to
our project; as integral part of the communication strategy.
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Twitter
Twitter thrives of nugetted information, it’s a medium to update and engage with your
audience rather than making them learn about something.
The Content
Type

•

Keep it short (100 – 150 characters is optimal)
“Keep every tweet focused on one specific message”
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•

Make a clear call to action. Ask yourself “What do I want people to do when
they see this?”

•

Add visuals, especially videos (6 – 15 seconds is the sweet spot, not more
than 2 minutes)

•

Consider asking questions or running polls: Twitter is all about conversation

•

Add relevant hashtags: hashtags allow you to expand your reach and tap into
relevant conversations.

•

Test your voice: Let analytics and engagement be your guide for your
succeeding contents
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Twitter is very different when compared to other Social Media platforms.
The content here needs to be short and crisp as the user intention is to
consume nuggets. The channel authors should make sure of creating
content that catches user attention without even them knowing the full
story behind it. Unlike Facebook and LinkedIn here the attention span
of the user is even lower which makes it extremely important for the
content to be relevant and extremely user centric. Here are some of the
best practices to consider while authoring content on Twitter.

The Timing

The Content Calendar
Creating a calendar is a great idea to organize your thoughts
on how to manage the content dump.
MONDAY

TUESDAY

WEDNESDAY

THURSDAY

They say,
FRIDAY

“Timing is everything.”
FAQ

Retweet

Pro-tip

Retweet with
comment

Behind-the-scenes
pic

•

Post 1 - 2 times a
day (do not spam
your followers)

•

Post on weekdays

•

Post in the evenings
(higher engagement)

MONDAY

Motivation
Monday

Key piece of
content

Twitter poll

Ask a question

Positive Brand
News

UGC

GIF

Wednesday
Wisdom

Video

Statistic

Meme

Successful post
tweet

Shout out

Go live!

One-liner

Variety is the key on Twitter, and it is important that content authors give
something new to the users every time they tweet. A good tweet is expected
to be retweeted, liked or commented and that can happen when a tweet
follows variety, creativity and relevance. We recommend authors to use
different content types along with motives of a tweet, here is a sample of a
good content calendar that follows variety and regular user engagement.
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On platform like twitter it is often seen that authors get carried
away with posting too many times thinking that their content may
not be enough, well this is not true. We recommend to not over
post, because if the engagement on tweets is decreasing then it
may prompt the algorithm to prompt the tweets irrelevant for
the user which will make them not appear frequently on a user’s
feed. Focus on quality of quantity, and here are some of the best
practices when it comes to tweeting.

Twitter Global Engagement

Mon

Tues

Wed

Thurs

Fri

Sat

Sun

12

1

2

3

4

5

6

7

8

9

10

11

12

1

2

3

AM

4

5

6

7

8

9

10

11

PM

Lowest Engagement

Highest Engagement

Twitter analytics on user activities on their platform via SproutSocial
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Like LinkedIn, and Facebook
even Twitter algorithm is geared
towards freshness of content.
A fresh or a new tweet will
appear on the top of user’s feed
so it becomes important that
tweeting is done when the user
activity is high on the platform
or when they are online. The
above metrics shows a snapshot
of user activity on certain
days and times which should
be taken into account when
creating the content calendar
and tweeting. Other than this it
is recommended to check page
analytics to get more insights on
user activity so the tweets can
be optimized based on user’s
availability on the platform.

Anatomy of a Sample Tweet:
UNHCR Case Study
Twitter- UNHCR Case Study
Campaign Objective:
Run a global COVID-19 campaign aimed
at comabting misinformation around
regugess and COVID-19.
Raise awareness about how UNHCR
helps protect refugees and internally
displaced people from the pandemic.

Message appealing to
emotions; focused on one
issue (COVID-19).

Made use of short video to
capture the essence of the
message.
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Twitter- UNHCR Case Study

Twitter- UNHCR Case Study

Campaign Objective:
Run a global COVID-19 campaign aimed at combating
misinformation around refugees and COVID-19.
Raise awareness about how UNHCR helps protect refugees
and internally displaced people from the pandemic.

Short and clear call to
action message. (How $2
can help the refugees?)

Made use of short videoshighlighting influencers and
famous personalitities.
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Use of relevant hashtag/s to guide audience to other
related information and content.

Use of powerful words to
appeal to emotions and
spark action.

Clear call to action, with
proper links to websites/
platforms.

Use of real-life messages to
support the message.

The Do’s and Don’t’s in Twitter
Do’s
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Don’t’s

•

Post 1-2 times a day

•

Do not post more than 3-5 times a day

•

Limit to 1-2 hashtags per tweet

•

Do not use long, text-heavy copies

•

Keep your copy short and sweet (100 – 150
characters is optimal)

•

•

Use images, GIFs, videos as much as possible

Do not focus on one medium only, it is best
to use a mix of media content (a mix images,
videos, GIFs)

Test and optimize (use and learn from
analytics)

•

•

Do not use a lot of hashtags as this may cloud
the message, 1-2 are optimal

•

Monitor events and trending conversations
(related to your field, advocacies, campaigns,
etc.)
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TikTok
TikTok is one of the new Social
Media platform that focuses on
content sharing through short
video of length up to 10 Minutes.
The content on this platform
thrives on the latest trends and
relatability of the short video
format of media. During 2021
TikTok had around 656 million
downloads all around the globe
and around 3 Billion downloads
(Source: Hootsuite) – this
attributes towards platforms user
base and popularity.
Customizing the content
and message as per your
audience persona
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Content Authoring
•

Content should always be streamlined to the
audience on the platform. 41% of the users on
TikTok are with the age group of (16-24 years);

•

Content to be tailored to GenZ audience as they are
the most active persona on the platform.

•

TikTok content thrives on creativity and relevancy.
A highly creative content gets more views and
visibility.

•

Author the content based on the existing trends on
TikTok.

•

Content created on TikTok should be sharable – a
successful TikTok is one that is shared by the users
and something they can relate to.

•

Should have meaningful takeaways for the viewers
(either informational or educational) which would
be interesting to them.
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Trends

Sharable
Content

Creativity
&
Relevancy

Best Practices – Content Creation on TikTok

Short videos (30 seconds to 1
min) to capture user attention.

Give something to the users that
they can look forward to.

Utilize current Trends.

Chose relevant and striking hashtags

Videos should be vibrant and
should look fresh.

Creating small series or stories that
can be posted weekly in parts

Partner with TikTok influencers
to get more visibility.

Create fun and educational content

It is important to create
content regularly.
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Notable examples and studies for reference

https://www.tiktok.com/@worldeconomicforum

https://www.tiktok.com/@redcrosscanada

https://www.tiktok.com/@unicef
https://www.tiktok.com/@unitedway
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TikTok Global Downloads by Quarter

350M
315.0M
300M
250M
205.7M

200M

183.8M
156.0M

150M

199.4M

187.3M

175.9M
155.9M

110.3M
100M
50M
0M

22.4M

26.6M

33.6M

1Q17

2Q17

3Q17

46.8M
4Q17

1Q18

2Q18

3Q18

4Q18

1Q19

Note: Does not include downloads from third-party Android stores in China or other regions.
Source: Sensor Tower Store Intelligence
TikTok’s download numbers, by quarter, since 2017
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2Q19

3Q19

4Q19

1Q20

Step 4 Output Form:

List of stakeholders/target groups
NB is same as output form 2 and 3

Media per
stakeholder/
target group
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Media used to reach stakeholder/target group

Step

5

Implementation of
Communication Strategy

Step 5 focuses on preparing an implementation plan and ensuring that the proper planning and
management procedures are in place, i.e., a practical Monitoring & Evaluation tool, protocols to
subcontract, brief, and oversee work of communication specialists.

Based on a sound understanding
of the project and sufficient
analysis of stakeholders and ways
to engage them in the project,
we have all elements to manage
a communication program that
effectively enhances the project
outcome. With the output of
each step, we have the essential
components of a meaningful
project communication plan.
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The implementation requires:

Sound planning
Management and
organization
Monitoring & evaluation
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Implementation Plan
Ideally, project communication starts when the communication plan is
finalized. Still, in reality, some communication support is often required
from the very beginning, even before all analysis and planning is done. A
leaflet or handout about the project is needed, describing the rationale
and justification, project design with main activities, and how people can
stay informed about progress. The communication specialist is expected
to make such a handout, checked by the project team and printed in
small numbers.
Also, an initial relatively simple website will have to be made, which
will be further developed and expanded as the project grows and
consolidates. We can also prepare regular project updates of project
activities in written form with good quality visual material. These can
be distributed to all parties interested in the project and uploaded in
a section of the project website and distributed through social media,
possibly interesting to the wider public. In this way we bring people from
social media to our website.
Making an implementation table more detailed for the coming six
months and less detailed for the overall project period is essential. An
example of an implementation table can be downloaded HERE. The
schedule not only breaks down the different activities in designing the
communication materials or preparing activities and places them in
time. It also provides an initial assessment of time required by staff and
resources needed for external support and production.
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Implementation Plan
Ref Output & Activities
A

Month
10 11 12 1 2 3 4 5 6 7 8 9 10 11 12 1 2 3 4 5 6 7 8 9 10 11 12 1 2 3 4 5 6 7 8 9

Staff Time
0.4 fte

Quarterly Internal Newsletter
Approve concept and provide budget
Collect content & photos
Draft layout and content-ready
Distribute

*

*

*

*

*

*

*

*

*

*

*

Reader survey
B

Corporate video on clean freight
Approve concept and provide budget
Finalize synopsis and script

3 days

Hire production team

1 day

Shooting

10 days

Post-production

5 days

Distribute and use
C

Provincial Road Shows Freight
Company Owners/Management
Approve concept and provide budget
Finalize programme outline and schedule

3 days

Prepare presentation materials

5 days

Implement visits

10 days

Evaluate and report
Follow up meeting cycle
D
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8 days/year

Yearly Green Freight Symposium
Decide on subject

3 days/year

Prepare programme and list of invitees

3 days/year

Invite and annoice

1 day/year

Preparation

10 days/year

Implementation of symposium

1 day/year

Evaluate

2 days
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Budget

Who

Management and Organization
By discussing each step in the process of developing
the communication strategy with relevant internal
implementation partners and stakeholders, like technical
specialists, project management the project ensures that
no mistakes from a project/technical perspective have
been made.
When it comes to designing specific communication
materials it is important to make sure you don;t make
technical mistakes; all brochures, web-pages, posts etc,
need to be checked by a technical expert.
As mentioned in step 4, a reliable way of communication
is direct communication, because it gives you the
possibility to frame the message optimally to the
audience and you can assess if the message was
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heard and understood correctly. In the private sector,
companies make use of customer relation management
tools, to make sure they understand their clients, what
they think and need and how the company can adjust
optimally to those needs and interests to be successful.
Such customer relationship management (CRM) tools
are also available for the public sector and civil society.
It is possible to purchase ready made software which
can be used with support of the provider. But it is also
possible to use open source platforms like Civicrm,
which enables you to keep track of your stakeholders,
and manage direct communication based on their
interests. https://ww.civicrm.org. You will find a
description of its use in the Transport & Mobility sector
HERE.

Communications for Enhanced Project Outcome | A GIZ Toolkit for Mobility & Environment Projects

CiviCRM is a tool
to build, engage
and organize
your stakeholder
relations. Some
technical expertise
is required to set it
up, but if you make
an effort to include
all new relations
in this system, it is
possible to select
them according
to their interests,
profession, purpose
and many ways.

01

To plan and manage communication with the wide range of
stakeholders in Urban Transport a customised Stakeholder
Relations Management System is to be developed in
CiviCRM (www.civicrm.org). This is an open-source, webbased Constituent Relation Management System especially
adapted for the use of non-commercial organizations. GIZ
has very specific and detailed guidelines on the use of other
platforms. Be sure to check that the tools are in line with
GIZ security standards prior to use.
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02

CiviCRM is specifically suitable because it could be
connected with the Project Website (CiviCRM can
work with Joomla!, Drupal and/or Wordpress).

03

An example of possible data and tags’ is
provided in the list at the right. By tagging
contacts it will be possible to make the
communication more focussed and relevent
for recipients.
Be sure to follow EU GDPR and GIZ guidelines for data
privacy when collecting, storing, and using data.
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·
·
·
·
·
·
·
·

Name
Address
Phone number
Email address
Website
Skype
Internal or External
Administrative level:
o National
o City
o District
o Village
· Sector:
o Government
o Private Sector
o Civil Society
o Media
· Took part in the following project
events:
o Outreach meetings
o Public Participation
meetings [Date]
· Areas of interest:
o Bus transport
o Fare collection
o Traffic management
o Parking issues
o National vehicle registration
o Non-motorized transport
o Tuk-Tuk related
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04

Based on these tags
selections can me made
and merged with email,
or word files in order to
make communication
more focussed, relevant
and meaningful. This will
enhance the effectiveness
of communication effort
significantly

Evaluation and Monitoring
A monitoring and evaluation programme should be developed and integrated in
the implementation plan to determine whether communication objectives have
been achieved. Since evaluation and monitoring have low priority during project
implementation, it is wise to plan criteria and procedures during the project design phase.

The most basic form of
evaluation is at the level of
activities.

How many people make use of
communication activities? And how many
copies are distributed? Social media analytics,
such as visits, which pages? How long?
Reach is not an indicator for reaching the
communication objectives. It is crucial to
assess what people do with the message,
how do they react? Does the audience read
and understand the information? Do they
adapt their behavior in the way we intended?
Without ending in management without
direction, the results of the monitoring and
evaluation effort should be used to adapt
the communication programme, revise the
messaging, choose different channels or use
other intermediaries to convey our message.
Often a Result monitoring framework is
already included in the overall project design,
and it could be efficient to combine the
communications with the general project
monitoring.
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A change in awareness, understanding, or
perceptions can be assessed and measured
by relatively short, simple online surveys.
SurveyMonkey is one platform that persons
with little IT knowledge and experience
can use. https://www.surveymonkey.com
It is possible to put a link on your website
or actively request visitors if they would be
willing to cooperate to take part in a 2-minute
survey after their visit.
It is also possible to send stakeholders in your
relational database a link to a survey to better
understand their information needs and
interests.
Too often, valuable and sometimes critical
evaluation results are not shared with other
project team members. The evaluation
results are relevant for your purpose as a
communication specialist, but it can also
be interesting for more technically focused
project management.

Communications for Enhanced Project Outcome | A GiZ Toolkit for Mobility & Environment Projects

Metrics and Monitoring Plan
Each communication tool used
has a unique role to play. The
communication tools that will
be developed also aims to
target specific target groups
primarily within the context
of the three partner countries.
Therefore, to measure
outcomes and impact specific
indicators are set for each
type of communication tool.
These propose indicators can
be further refined according
to the specific context of each
country. The proposed general
indicator template that can be
customised by country or used
as a generic tool is shown in
this table.
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Channel

Example indicators

Publication

•
•
•
•
•
•

Website

*Number of downloads and unique page-views in a time period
Time spent on page
Bounce rate
Number of soft or hard copies distributed to existing lists
Number of times an output is cited or referred to
*Twitter, Facebook or other social media impressions/likes/shares

• Total Number of users in a time period
• *Unique page-views in a time period
• Average time spent on website

Number and type of multimedia outputs produced
*Number of views
Percentage of full video watched
*Twitter, Facebook or other social media impressions/likes/shares

Multimedia

•
•
•
•

Media Blog

• Number of media hits
• Number of blogs published
• Twitter, Facebook or other social media impressions/likes/shares

Social
Media

• Number of followers or subscribers
• Number of your organization’s experts with a professional social
media presence
• *Social media engagement (impressions/likes/shares)

Email/
Newsletter

•
•
•
•

Events

• Number of events and in which countries they are held
• Number of event attendees and livestream viewers
• Dropout rate

Number of subscribers
Open rate
Click rate
Unsubscribe rate
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In-depth Indicators
•
•
•
•
•
•
•

Country of downloads or unique page-views
Demographics of downloads or unique page-views
Returning vs new users
Referrals
Metrics compared to another output or time period
Number of social media comments/shares with targeted individuals
Qualitative feedback from audiences on quality and use of output

•
•
•
•
•

Country of users and page-views
Demographic of users and page-views
Metrics compared to another time period
Number of social media comments/shares with targeted individuals
Qualitative feedback from audiences on quality and use of output

•
•
•
•
•

Country of viewers
Demographic of viewers
Metrics compared to another output or time period
Number of social media comments/shares with targeted individuals
Qualitative feedback from audiences on quality and use of output

•
•
•
•

Number of blog comments received
Number of media hits in target country/media outlet
Number of social media comments/shares with targeted individuals
Qualitative feedback from audiences on quality and use of output

•
•
•
•

Country of subscribers
What content is most popular
Metrics compared to another output or time period
Qualitative feedback from audiences on quality and use of output

• Type of attendee, including job type or sector
• Metrics compared to another output or time period
• Qualitative feedback from audiences on quality and use of output

Promoting Marketing Dimensions
Drill down questions

Example indicators

What they tell us

What is the reach of the
output(s)?

Publications or blogs:

The most popular outputs

Is your audience
growing?

Reach

•
•
•
•

Number of pageviews
Number of downloads
Clicks to download from the page
Audience growth (over time)

Are we reaching
our intended target
audience?

•
•

Usefulness
Is the work of high
technical quality and
was the audience
satisfied?

Where are they based?

How are they interacting
with the output(s)?

Number of shares, clicks,likes & comments
Number of page redirections

This will tell us about the content stickiness (how
are our target users responding to our content) and
their interest to learn and know more about the
project

Events:

Popularity of the event

•
•
•
•
•

Number of attendees
Number of online viewers
Audience growth (earlier event(s))
Type of attendees - job type / sector
Drop-out rate

Whether you reached your target audience

•
•
•
•

Web traffic by location
Coverage from a region or demographic
Media hits
Location of livestream audience

The extent of reach and media coverage by location

•
•

Time spent on a webpage
Traffic sources (e.g. event, publication,
multimedia, social media)
Their journey on the pages - user navigational
journey
Which webpage got the most hits
Collecting user details - will tell us whether or
not the users are interested to communicate
with us.

These indicators will help us know the type
of content which resonates the most with the
audience.

Uptake

•

Indicators to measure
uptake and use of the
outputs produced

•
•
Was your output
shared by audiences or
reproduced in any way

•
•
•
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If downloads, it increases the chance that the
audience read the output and didn’t just look at the
web page.
Tracking clicks to download indicates success of the
microsite/landing page

Social media:

Marketing
Dimension
01

An estimate of how many people have accessed an
output

Number of times output is cited or referred
Number of retweets, shares, comments or
other actions
Number of requests to reproduce or cite
information

Communications for Enhanced Project Outcome | A GiZ Toolkit for Mobility & Environment Projects

Reach to audiences in target countries

The source will tell us where are our users able to
find us.
The journey and hits will tell us which content piece
they like reading the most (video / article / case
study or white paper)

Reach
Are we reaching
our intended target
audience?

Drill down questions

Example indicators

Did your outputs have
clear strategic objective
and a plan to ensure
quality?

•
•
•
•

Number of outputs that were informed by a
communications strategy or plan.
Was your publication peer reviewed?
Did your publication go through an editorial
and production process?
Does your output conform to organizational
branding guidelines?

Publications:
•
Experience of author

Marketing
Dimension
02

The amount of strategic communications and
planning to ensure quality

Indicator of credibility or potential influence of
author/participant/speaker to reach audiences

Events:
•
Experience/quality of participant or speaker

Usefulness
Is the work of high
technical quality and
was the audience
satisfied?

What they tell us

Did it receive feedback
from the audience?

Number of peer reviewed journal articles reviewed
or accepted

Indicator of academic quality

Praise of communications output(s) (formal or
informal)

Audience feedback; whether they thought it was of
quality (or not!); a potential indication of an action
that may occur as a result of the outputs; potential
learning for other outputs or strategy

Social media tweets or comments
Comments received e.g. on a blog

Uptake
Indicators to measure
uptake and use of the
outputs produced
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Do they see the work
as credible, reputable,
authoritative and
trustworthy?

•
•
•

Number or percentage who state the content
of the output/activity is useful
Number or percentage of users who report
knowledge gained
Number or percentage of users who report
their views have changed
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•
•
•

Provides an indication of how useful the
output(s) is
Audience learning
Whether the information was internalized by
the audience

Reach
Are we reaching
our intended target
audience?

Marketing
Dimension
03

Usefulness
Is the work of high
technical quality and
was the audience
satisfied?

Drill down questions

Example indicators

What they tell us

Is the work being used?

Number or percentage of users who say that they
are using or adapting an output

Indication of increasing relevance (usefulness) of
an output when adapted for another audience or
context

How is the work being
used?

Action taken as a result of the output or event
(e.g. new networks developed, follow-up meeting
planned, invitation to input further)

Uptake
Indicators to measure
uptake and use of the
outputs produced
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Has it changed the way
the audience behaves in
some way?

•
•
•
•
•

Indications of changes in policy thinking
Specific language in policy documents
A stakeholder’s use of a specific tool
Cases of tools used in decision-making
Example of research evident in policy decisions
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Potential examples of uptake (and even impact)

Implementation Plan
Ref Output & Activities
A

Month
10 11 12 1

2

3

4

5

6

7

8

9 10 11 12 1

2

3

4

5

6

7

8

9 10 11 12 1

2 3 4

5

6

7

8 9

Staff Time

Quarterly Internal newsletter
Approve concept and provide budget

0,4 fte

Collect content & photo's
draft lay-out and content ready
distribute

★

★

★

★

★

★

★

★

★

★

★

reader survey
B

Corporate video on clean freight
Approve concept and provide budget
finalise synopsis and script
hire production team
shooting
post production
Distribute & use

C

Provincial Road shows Freight company owners/management
Approve concept and provide budget
Finalise programme outline & schedule

3 days

prepare presentation materials

1 day

implement visits

10 days

evaluate and report

5 days

Follow up meeting cycle
D

★
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Yearly Green Freight symposium
decide on subject

3 days/yr

prepare programme and list of invitees

3 days/yr

Invite and announce

1 day/yr

preparation

10 days/yr

implementation of Symposium

1 day/yr

evaluate

2 days
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Budget

Who

Chapter Overview
The implementation of the strategy is when
the communication activities actually
start. Ideally this is once all thinking and
analysis has been done, but in reality the
communication specialist has to start with
communication activities before he is finished.

70
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Step 5 Output Form:

Implementation Plan
Ref
A

Output &
activities

Month
10 11 12

1

2

3

4

5

6

7

8

9

10 11 12

1

2

3

4

5

Deliverable 1
task 1.1
task 1.2
task 1.3
task 1.4
task 1.5

B

Deliverable 2
task 2.1
task 2.2
task 2.3
task 2.4

C

Deliverable 3
task 3.1
task 3.2
task 3.3
task 3.4

D

Deliverable 4
task 4.1
task 4.2
task 4.3
task 4.4
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6

7

8

9

10 11 12

1

2

3

4

5

6

7

8

9

staff budget who
time
(.....)

Step

Design of Communication Materials

6
In the design phase of planning project communication, friction between the strategic goals
and the creative side can occur. The systematic approach of the development process might
appear hostile to the unrestricted, “free” method of creation.
This step provides more insight into general design aspects, such as compliance with
corporate visibility guidelines, pre-testing, etc. We will follow with practical guidance of
specific communication materials and media often used by international development
projects.
It is essential to start with a clear briefing, whether you are producing communication
materials within your organization or externally. The briefing follows logically from the
preceding steps. With this briefing, your creative staff can start designing materials.
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Design and production people should be briefed very carefully, both orally and in writing,
as this is the basis they know what to do, and you know how to judge their work.

Briefing Guide

73

When producing communication materials, it is often necessary to
cooperate with specialized agencies. But before an agency can start
designing communication materials, they must be provided a complete
brief. This should contain the following elements:
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✓

Background of the situation

✓

Objective of the overall strategy

✓

Objective of the input of the mean or media

✓

Target groups

✓

Approach of character of the materials

✓

Design (format, full colour? Illustrations? to make the brochure
more attractive)

✓

Edition (number of copies)

✓

Deadline (the brochure should be available within three months)

Pre-test
The communication materials, ranging from a post at
LinkedIn, or an audiovisual or poster, need to be pretested before producing them in large quantities, and the
tests must prove whether the proposed materials achieve
the communication objectives. But because pre-testing
is rather time-consuming and expensive, you should only
pre-test large-scale extensive communication campaigns.
In that case, an unsuccessful campaign costs much more
money than a pre-test.
In the case of small campaigns or a single publication,
it is good to ask a few members of the target group, for
example, relatives, colleagues, or friends, whether they
understand the message, if it would catch their attention,
etc.
The materials can be produced in rough form for pretesting. Sometimes, this will be done by professionals
with the necessary technical and creative experience,
sometimes, by yourself. Pre-testing a video or other
“moving” materials is more complex than pre-testing a
poster or cartoons. Even if ideal (academic) pre-testing
is not possible, a small qualitative sample is better than
nothing at all. Precisely what to test must be determined
in advance and depends on the communication objectives
and target groups involved.
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Criteria for pre-testing are:
•

Does the audience recall the message easily?

•

Is the quality acceptable?

•

Is the message ambiguous?

•

Does the audience understand the basic
message?

•

Is the message clear?
•

Does the audience intend to take action?

•

Is the message believable and personally
relevant?

•

Does the audience like the material and
message?

The pre-test results make the strengths and weaknesses of the message format and content visible. If the
target audience does not understand parts of the message, we must add definitions or use (different) words. If
your audience thinks the content is not relevant to them, you should reconsider the character of the message
and try to find ways to reflect the audience’s needs, wants, and perceptions. If a sender has very low credibility
for a specific audience, you should find another one. If the pre-test reveals that the target group feels offended
by the message format or content, you should consider modifying it to make it more acceptable.
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A Project Logo:
A Yes or No? Visual Identity Guidelines
Most International organizations like GIZ put a lot of focus on their visual identity. That’s
logical because it impacts visibility and contributes to its image and reputation. Establishing
a visual identity among key stakeholders requires a significant communication effort, both
in time, human and financial resources. Sometimes it might be better not to establish a
separate visual identity for the project with a logo but link it to the ‘institutional home’ of
the project. Often this will be a Ministry, or a private sector organization, a BRT company, or
Municipal Bus system. Projects often have a limited duration around 5 years, with a range of
different national partners from Government and Private sector. In that case it is often not
advisable to develop a strong project identity and a logo, because by the time people start to
know and recognize it, the project is already finished.
The corporate GIZ visibility guidelines and the guidelines of the national implementation
partner in the partner countries need to be followed.
The GIZ visual identity guidelines are https://www.GIZ.de/en/downloads/GIZen-cdmanual-contracted-company.pdf
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9

Must-Do
Guidelines on
Communication Design

01

02

Keep messages short
and simple that are easy
to grasp

Keep message design in
line with the characteristics
of your audience, and the
means and media selected

05
Communicate ideas and
information “visually” allow users to visualize
data as it will help you
to relay huge portion of
information in an easy to
comprehend manner.
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03

04

Consistent visual design brand colors, typography,
logo usage, symbology,
and iconography.

Create consistent
brand / message recall

06

07

08

Always follow
basic design principles
(9 design guidelines)

Never start production
before the pre-test has
been conducted and
analyzed.

Use humour, if
appropriate, but pre-test
accurately to be sure that
it does not offend the
intended audience.
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09

Use positive rather than
negative appeals.

9

Principles of
Graphic Design

01

02

Contrast

05

Proportion
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Repetition

06

Alignment

07

Rhythm

04

03

Negative Space

08

Proximity
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09

Movement

Emphasis

9

Principles of
Graphic Design

01

Contrast

We will ensure that there is a a cohesive look (using
colors, frames – shapes, sizes and positions, typography
and alignment) across different elements on the screen.

02

Repetition

Creating a visual consistency across different graphics,
pages and designs which we will achieve using same
style of assets or repeating the same layout to create a
perception of brand recall among the users. At the same
time we will ensure that the repetition is not excessive as
it creates monotony and the user’s end up losing interest.

03

Alignment

One of the important aspects that we will work at
while creating design assets is to allow the user view to
be distributed at a linear plane (horizontal or vertical).
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9

Principles of
Graphic Design

margins
leading

gutter

04

wrap

Negative Spacing across a page plays a very important role
when creating designs where we will ensure an emphasis
is given to contrast and user view across patterns, margins,
leading lines, off-sets, gutters and wraps.

off-set

05
1:1

1:1
1:2

1:4

1:2

1:3

Negative Spaces

Proportion

We will ensure that the relative visual size, width, weight,
and height of a particular graphic element (image,
illustration) is in a particular design composition and
consistent across the pages / and graphic outputs.

06

Rhythm

As design specialists, we will ensure that there is a
strong and regular pattern which is repeated in our
outputs. Our aim will be to break the monotony and
bring in slight variations to make the design interesting
and appealing.
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9

Principles of
Graphic Design

07

Proximity

Our design principle towards proximity will be to
create coherence across content / elements that have
connection with each other. As our graphic design
specilists we will ensure that similar content / elements
are grouped together through which we need to establish
a connection, whereas the unrelated assets are distributed
to establish a break or no connection among them.

08

Movement

Through the use of moving elements our goal will be to
create dynamism and direction through which we want
to guide the users to access the content. Basically to
direct line of sight in a certain direction and sequence.

09

80

Size

Complexity

Visual Weight

Uniqueness

Color

Placement on the Page

Communications for Enhanced Project Outcome | A GiZ Toolkit for Mobility & Environment Projects

Emphasis

Key to any successful graphic design output is to be able
to communicate to users the most important content
piece within a stack of content without being able to
directly tell them. Through the use of emphasis identifiers
we will be ensuring that certain elements on screen that
are considered to be very important are standing out
from the elements which don’t require the user attention.
This will be achieved by placing the element in a position
where the user’s line of site will be naturally drawn by
using the principles of a definite – size, weight, color,
complexity, uniqueness and placement on the page.

Specific
Communication
Media and
Materials
Specific
Communication
Media
and Materials
Project Website
Most projects will require the development of a website. The function
of a website in project communications is to have a space to organize
all relevant project information in a structured and well-managed way.
Stakeholders can visit the website and get additional information about
the project, the issues it addresses, how it is organized, how it will be
implemented, and how people can stay in touch. The website will be
promoted during project activities and we can use social media posts of
events to bring stakeholders to the website.
A simple structure is enough at the beginning of the project, but while
the project is being implemented, issues will become more apparent, the
site will be expanded.
Website development can quickly be done by web design companies in
the countries where we work.
It is also possible to work on the structure of the website yourself by
using a website development platform Slickplan (www.slickplan.com). It
is possible to develop a logical structure for your project, making it easier
for the web design company to make the website. Using the outline
of the communication strategy, segmenting stakeholder groups and
providing information needs, messages per target group it is possible
to develop a structure, which will facilitate the briefing of the website
development company.
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An example of a website structure for an imaginative transport project is
given below:
Figure of a website structure developed through Slickplan. See Figure 8.

Figure 8 Structure for Website Development Briefing
Project
Mobility in XXX

Project

How to stay informed and become engaged

Implementation partners

BRT

Register with Project

Ministry of Transport

Traffic
management

Media

Project Management Unit

News

Donors

Non-motorized
transport

Resource Materials

.

Parking

Reports
Auto-visuals
Powerpoints
Photos

This initial structure can be used in the briefing of the website development company. Design and
building of the website by an external company is advisable, but it is important to make sure that the
communications specialist in the project is in control of content management.
One of the functionalities in the website is to allow stakeholders to register and share their specific
background and interests so that you will be able to send relevant and meaningful information based
on their registration. The Stakeholder Relations Management system will facilitate this.

82

Communications for Enhanced Project Outcome | A GIZ Toolkit for Mobility & Environment Projects

Microsite Development – Process and Milestones
Review 1

Stage
3

Creating content map of
the website with content
segregation and division across
pages - IDENTIFICATION OF
GRAPHIC & INTERACTIVITIES
ACROSS PAGES

Technology Stack & Staging

Website Content & Page Mapping

Review 0

Stage
1
PROJECT
START

Introduction & Kick-off Call

Functionality and capabilities
documentation and agreement

Project Scoping & Definition

Submission of Inception Report

Identification of the development
stack and creating staging
environment

Stage
2

Stage
4

Review 3
Developing Front-end
Pages of the website with
content pages and designs
and then migrating them
on Staging server

Review 2

Stage
5
Static UI Pegs Development

HTML/CSS Coding of Front End

Creating Design Pegs for Front
end - Static and dynamic pegs
(adobe XD)

Stage
6

Installing and integrating
Plug-ins in the CMS for
content interactions on
front-end pages.

Stage
7
CMS and DBMS Development

Integrating Plug-in Functionality

Setting up content management
system with database tabs for
content mapping

Stage
8
Review 5

Review 4
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Stage
9

Creating responsiveness
features on the website Laptop, desktop, mobile
devices and tablets views.

Stage
11

Pushing the website on the
live servers and final round
of testing and addressing
the bugs and issues

Setting up User Roles and Admin

Website Responsiveness

User Acceptance Testing

Migration & go Live

Creating user types on the CMS
to ensure editing and updating
the front-end content - setting
up HTML editor & CMS editor

Stage
10

Testing the website on the
staging - functional, device,
platform, OS and admin
testing to ensure optimal
performance of the system

Stage
12
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PROJECT
CLOSURE

How to do it
Project Newsletter
If you cannot use existing newspapers or magazines, you could produce
them yourself. In industrialized countries, “controlled circulation” is a
widely accepted form of communication.

Strengths

Weaknesses

→ Developing your newsletter
means that you have
maximum control over its
content. This does not mean
that you should not allow
different opinions in the
magazine, it only means that
you are in control of setting
the agenda of topics.

→ The production cost can
be very high if you have
it printed. If you want to
distribute it electronically,
printing and distribution costs
are reduced significantly.

→ You can reach precisely those
segments of your audience,
which you would need to
reach to engage them in the
project and increase outcome.
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→ Since people tend to read a
lot already, the newsletter will
only be opened if the subject
is interesting enough.
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With the information collected
in the preceding steps 1-4, it is
relatively clear to identify what
should be included in the article and
what tone of voice is appropriate.
Try to balance what you would like
to share with the readers and what
you think they like to read. Decide
if you want to make a quarterly or
6monthly newsletter and develop a
simple editorial formula, describing
what kind of content you will
include: e.g. one “interview with” or
“a day in the life of” a representative
of the key target groups, like a truck
driver, bicycle courier, clean bus
driver. Other recurring items could
be scientific news on past projects;
experiences from other countries in
Asia or the West.

Social Media, focusing on LinkedIn, Facebook, Film/Vlogs etc.
People read less and less written text. Most of the communication
is audiovisual nowadays, and projects need to take this into account.
Film, made by professional filmmakers, can show the underlying issues
and challenges for the project in a clear way. Especially in a technical
sector like Transport and Environment, linked to decarbonization, the
communication content quickly becomes too technical for the average
stakeholder to understand. Therefore it is advisable to produce a 90 sec
Youtube or Video Blog to introduce a technical report which is being
launched by the project. It can explain in simple terms why the report is
important, what its main findings are the results. Some people watching
this short film will be motivated to request the report and read it.
Climate discussions on the decarbonization of sectors often become
emotional, based on feelings and notions collected from others through
social media. The accuracy of these messages cannot be verified.
A good 15 min documentary enables us to take the viewers by the hand
and guide them through the rationale and justification to the solutions,
with statements of stakeholders. Having watched the film, people have a
shared appreciation of the cause, urgency and solutions. If they want to
know more, they will find reports on the project’s website.
Video Blogs can be made by the communication specialist themselves.
Documentaries have to be made by professionals. This can be costly,
but sometimes it is also possible to use the National Film School of
the country concerned, which will be more affordable and still of good
enough quality.
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Project Photos
During the course of project
implementation there will
be a lot of demand for good
quality photos to be used in
communication materials, like
project leaflets, brochures, the
website, but also PowerPoint
presentations.
Good quality photos
often require professional
photographers.
Hiring a professional
photographer to make a series
of 100 good quality photos can
be a good investment at the
beginning of the project.
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Editorial Publicity
Despite the growing use of social media,
communication through traditional mass
media continues to be necessary. Critical
moments in the project cycle could be used
as crucial moments in which the media is
interested; e.g., the launch of a project, the
publication of an important research report, or
evaluation can be used as well. The steps to be
taken are:
1. Which radio or TV programs are likely to be
interested in the subject of that moment
and whose viewers are your core target
groups
2. View/listen to a few episodes of the TV/
Radio program to get an idea of their
interest and approach
3. Approach the editors of the program to
explain the rationale for the report and the
main findings or a call/visit.
4. The same principles work for newspapers
or magazines. The printed press can also
be divided into general interest, news print
and professional media, linked to specific
professional sectors.
5. It is also possible to arrange for an
interview on Radio, TV or Print.
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Chapter Overview
You always have to start with a clear briefing,
whether you are producing communication
materials within your organization or
externally. With this briefing, your creative
staff can start designing materials.
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Step

Production of Communication Materials

7
When producing communication channels and materials, it is often necessary to
co-operate with specialised agencies. As a communication-advisor there are a few
agencies you can work together with.
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Website design who can
develop the website in line with
the requirements provided by
the communication plan, which
you developed in step 1-5.

Graphic designer who can design
brochures and other printed
publications. After designing a
publication the format will be
printed by a printing agency;

Copywriter, which sometimes
is needed to generate sufficient
good quality texts well focused
to the audiences as developed
in the communication strategy.

Printing agency which takes care
of printing material, based on the
design of the graphic designer

Advertising agency in case you intend
to develop a complete communication
campaign for bringing in public a
certain issue. The agency can design a
strategy, make a media plan and make a
rough design of the materials used, for
example a draft for an advertisement,
commercial or bill board.

Video production agency: for the
production of videotape, or eventually a
film. Based on your briefing they will design
the script and prepare a shooting script and
shoot the video on location and edit it.
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Target
groups

Edition
(number of
copies)

Background
of the
situation

Objective of
the overall
strategy

Before an agency can start
designing communication
materials, they need to
be informed about the
assignment. This is called
a ‘briefing’. A briefing
provides all written
information an agency
needs for making a first
plan and should contain
the following elements:

Design (format,
full colour?
illustrations? to
make the brochure
more attractive)
Deadline (the
brochure should
be available within
three months)
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Objective of
the input of
the mean or
media
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Approach
or character
of the
materials

Chapter Overview
Facilitation of the production of
communication materials is best done
by national specialists from the country
concerned. They know their audience best,
they are aware of the local production context
and they are more cost–effective.
Always make a written briefing before; discuss
it with the specialist.
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