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HOW TO TALK ABOUT AFP












“Take this declaration of war and punch it np."









ADVOCACY
COMMUNICATION
STRATEGY









Strengths Partners see themselves as:
e having good connections

* being results-oriented
* having credibility and experience

Needs Support with documentation (breaking news, case studies,
results cascades)

More information on what is happening in other countries

Help with presenting evidence effectively



Requests - Country-specific brochures

Materials Demographic dividend brief
Brief on AFP approach at district/decentralized level
Share work plans (objectives, focus areas) across partners,
networks
Opportunity to share in blog posts, op-eds, commentaries
Information toolkit for new FP Champions

Requests - How to write a proposals, editorials / General writing
Trainings support
How to manage/improve websites
How to develop graphs and charts in Excel and PPT
How to identify breaking news



Objectives

Main Messages

Actors

Activities/Outputs

Outcomes

Mobilize advocacy
resources in 9 countries to
fulfill national
commitments

Family Planning has
benefits for health,
rights and development
Family Planning is cost-
effective

Women, men, and
youth in developing
countries want and lack
access to a range of FP
methods

Country partners and
coalitions/working groups

AFP Funders

AFP Leadership Group

JHSPH faculty and grad
students

Breaking News
Policy briefs and fact
sheets

Case Studies
Newsletters
Peer-reviewed articles
Website stories and
updates

New evidence
Landscape
Assessments

All 9 country FP2020
commitments on track

Contraceptive prevalence
rate improves

Unmet need decreases
Funders and policymakers

understand FP gains and
sustain investment

Amplify Voices from the
South to influence
national and global
commitments

Family planningis a
core health priority for
the global agenda to
support health, rights
and development

VTS benefit global
policymaking and
increase accountability

AWLN

PPD ARO

IPPF

Country FP Champions

Population Action Int’l

Op-eds/commentary
Profiles of Family
Planning Champions
Presentations at
national family
planning conferences
and high-level global
events

Social Media

Family planning is a core part
of the Post-2015 agenda

Diffuse advocacy best
practices to increase
influence and
effectiveness

SMART, decisionmaker-
focused advocacy leads
to quick wins

Results Cascades are a
simple tool to
implement & monitor
results

Country partners and
coalitions/working groups

Opportunity Fund grantees

AFP Leadership Group

Advocacy Portfolio
AFP SMART Slides
Results Cascades
Portfolio Webinar
Master facilitator
corps

Monthly M&E Reports

All 9 countries and Opp Fund
grantees adopt the AFP
approach.

Other organizations value
and use AFP approach




Quick Wins and
Results Cascades

Opinion-editorials, Case
Studies and Technical Articles






















INSPIRING ACTION AND
MINIMIZING RISK

AFP SMART for Communicators by Dilly Severin



The chief work of public
relations I1s the construction of
soclal reality—Hallahan









INSPIRING ACTION

AFP SMART for Communicators









MINIMIZING RISK

AFP SMART for Communicators












WHAT ARE YOUR BEST
PRACTICES?
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