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1. Introduction
UNDP BiH Communication Strategy is produced by PR Unit with the aim to provide clear guidelines to UNDP CO in its communications activities in 2009 and 2010.

PR Unit developed Communications Strategy based on UNDAF. The Strategy is contingent of forthcoming Programme restructuring.

Communications Work Plan will be prepared of each year in line with Communication Strategy. It will be endorsed by Senior Management.

1.2. Why do we need this strategy?

For UNDP, effective and proactive communication with all stakeholders is essential.  Exchange of information with Government, donors, beneficiaries, UN family, the rest of the UNDP, civil society, etc… is an important part of our work, but also a backup for efficient and smooth implementation of projects. 

The strategy tends to offer simple answers to some questions, to define next steps and to provide framework for communications of the new Country Programme for 2009 – 2014. In other words, it tends to reiterate the basic fact – we all communicate for UNDP. Almost everything we do is related somehow with communications – not only logo, brochure, not only speaking to journalists, but also in every personal contact, in every contact with Government, every time we successfully implement a project, every time we pay our bills or salaries on time…Therefore, communications is NOT the responsibility of the PR/communications office only. However, it remains the main task of the PR/Communications Unit to facilitate, channel and communicate the UNDP BiH messages to the rest of the World.
2. Context of Communications:

2.1. External factors:

Country context: 
Working with our partners, both national and International community representatives in BiH we are all aware that there are many “big players in the game”. The competition for the media exposure is strong, and very often depends on current politics. On the other side, the prevailing apathy among the general population is growing and it is very difficult to say whether the message has reached the target audience, and more important, was it understood? The image of the international community and UN is not generally positive, given the recent experiences. Civil society proves to be not always mature and developed enough to channel the public opinion. 

Media situation in BiH: 
Bosnia and Herzegovina, a country with less than 4 million inhabitants, has more than 200 broadcasters, dozens of weekly and daily newspapers and three national news agencies. Media greatly reflects existing political cleavages in the country. By interpreting specific social and political issues in a specific, subjective manner, majority of the media identifies its own value system, setting it up within the existing social order. Some issues are interpreted differently by different media, depending on ethnical or political affiliation of the editorial boards. 
Evaluation of relations with BiH media

The 2008 continued the trend already established in 2007 of more substantial media coverage of UNDP activities. The number of articles and features increased for some 19% (60 features in total), reflecting not only intensified UNDP public activities, but also a significant interest on the side of journalists and editors in UNDP-related matters. In 2008, the UNDP Public Relations had been building on a long-term communication success and good professional relations with different media subjects and stakeholders. Most journalists in Bosnia and Herzegovina esteem UNDP for its professionalism and a distinct sense for publicity, what can be easily seen in the predominantly positive orientation of the articles and features published. As in the previous year, Democratic Governance, Poverty Reduction and Human Security are still the most interesting issues for media, with a slow but steady rise of features tackling many layers of the Democratic Governance reform in Bosnia and Herzegovina. This is mainly because of the country’s explicit EU integration orientation and the reform agenda shaped by it. It is expected that this trend will continue in 2009, as the country accelerates its pace in the course of the EU integration processes.
Mixture of media digestible stories, field trips and planning and in-time releases, as well as constant communication with Chief in Editors positioned created a habit within media representatives to cover, on regular bases, UNDP press conferences and Press Releases.

Keeping good relations with media, strengthening present position and passing UNDP key messages will be major objective for PR unit in coming months.

Partners
Considering the fact that newspapers selling 100 000 copies reach four times more readership, good media relations will influence passing key messages to partners. Clear messages developed for wide audience will insure coverage by daily newspapers and news – two main communication tools for reaching partners.
Government

Future success of the UNDP communications will rely on our possibility to get closer to the institutions of the state. Given the crucial role of the state institutions in implementing the reforms required by the EU integration, public positioning of UNDP will depend upon our flexibility to adapt to the communicational priorities set by the reform agenda. UNDP will need to get closer to the country’s government in terms of communication as well, showing candour and willingness to work in partnership towards achievement of Bosnia and Herzegovina’s development goals. 
One of the first steps in to successful communications would be establishment of the thematic advocacy teams to incite, facilitate and strengthen relations with the Government in order to position UNDP as a key development partner.  Teams should be grouped by Focus Areas with participation of PR Unit and Operations member. More to be elaborated in section Information tools (channels).
2.2. Internal factors:
Evaluation of the UNDP BiH CO Communication Strategy for 2008

UNDP Communication goals in 2008 have been achieved significantly. The press coverage in 2008 has superseded the previous year by more than 19%, being more comprehensively and substantively represented in the public domain. However, communication success of the UNDP team in Bosnia and Herzegovina leaves no room for complacency. We need to keep track of the economic, social and political changes Bosnia and Herzegovina as a transitional society undergoes, and adapt to new challenges as they appear on the horizon. Henceforth, the UNDP communication strategy needs to be updated and improved with a number of new tools and activities, aimed to reflect Bosnia and Herzegovina’s EU integration priorities. 
UNDP CO staff

UNDP CO staff needs to be aware of its mission, policies, activities and achievements. In addition, they need to be aware of core UNDP messages, UNDP target groups, UNDP PR services so as to increase consistency in communicating and promoting their activities. The ideal scenario would be that all PR, communications, outreach or advocacy activities are planned and implemented in accordance with the UNDP BiH Communication strategy.     

UNDP CO staff will be informed about the relevant topics mostly through newsletter, official web site, intranet and directly through retreat meetings. 

Communications team 
Since the establishment of the fully functional UNDP Communication team in May 2006 key priorities of the PR Unit were oriented more to operational services  to all levels of UNDP, namely its Projects and Portfolios. PR Unit planed and controlled all steps of flagship and regular publications and promotional materials production process, from initial idea to design and printing process. Also, PR Unit fully utilized event management procedures and set rules of UNDP presentation using every public opportunity to send key messages. 
In addition to this, PR Unit built strong working relations with BiH Presidency Protocol and PR Advisors of the partnering BiH Ministries. Helping out in drafting media advisories and press releases and active participation in organization of joint press/public (in most cases it included initializing of joint events, proposal of scenario and draft speeches) events resulted with numerous well performed joint presentations where UNDP was presented as key partner to the BiH Government.
Balancing between overload of day-to-day full service to all Projects and strategic actions for better positioning of UNDP within its target audience resulted with unequal ratio among these two pillars of  UNIT’ s work. Need for more active planning and strategizing for UNDP’s positioning was overflow with daily business. 

Taking in to account new coming MDGF programmes, where PR Unit should produce communications strategy and facilitate PR activities for each programme and present service orientation, Senior Management will have to decide on enlargement of Communication team by recruiting communication staff for large Projects. Also, it was recommended for MDGF programme to designate one communication staff member who will be in direct communication with media, so any confusion on ownership of the programme can be avoided. 
UN Communications Group

In 2008 UNDP Communications Analyst continued with her role of UNCG Chairperson.  UNDP Communication Associate also supported all UNCG activities as a member of UNCG Executive Group.

Report on UNCG work 2008 is attached as Annex to UNDP Communications Strategy for 2009/10. It reflects wide-ranging involvement of UNDP PR Unit in to the promotion of UN in Bosnia and Herzegovina.

Resources for communications

There is no dedicated PR budget, so UNDP CO materials that support Projects daily work are financed partially from the CO budget, and partially from Project contributions. Consequently, projects are supposed to budget for PR activities. 

This year, overall cost for PR products and services has been cut down to 14,670 US$ (in 2008 the Budget was 24,620 US$). This amount is distributed for production of all editions of Development Times (design, printing and distribution), media monitoring and reporting, reprint of flagship publications such as Info Pack and UNDP CO PR events ex. press briefings, trainings, conferences etc.

As in 2008, to PR service budget we added cost for the Communications Associate to more fairly reflect the costs of the PR unit (CO covers 63%) The Communication Analyst is fully financed by the CO . 

Since cost for printing of promo materials – notepads, folders, paper bags and banners exceeded the amount estimated in the budget for 2008, this year list of product you can order in February as a supply for entire year to all Portfolios and Projects. This way the overall price of each product will be lower.

In addition to this, the same practice will be applied for New Year’s promo materials. In October Senior Management and PR Unit will decide which branded materials will be available. PR Unit will collect your orders and CoA’s for the production.

In 2009/10, PR Unit will continue with provision of its traditional services like development of key communications products and messages for the UNDP CO, image building, facilitation of all promotional CO activities, production of promotional materials for UNDP CO, Press Clipping, handling all media communication (Press Conferences, coverage of events, organization of specific media events, development of Press Releases, Newsletters), selling and positioning of CO stories and facilitation of Public Information Campaigns (from creative concept to evaluation). 

3. Goals and Objectives

GOAL is the result or desired outcome that solves a problem, takes advantage of an opportunity or meets a challenge.

OBJECTIVE, specific, measurable statements of what needs to be accomplished to reach the goal.
GOAL:

Positioning UNDP as top of mind* development partner that is capable to support development processes in timely, efficient and professional manner.

OBJECTIVES:

a. Develop effective tools that will position UNDP’s present perception

b. Generate positive image that will lead to successful cooperation with the Government and Donors. 

c. Strengthening internal capacities to communicate effectively

*Top-of-mind in advertising is a phrase to describe the first brand name, product name, or advertising campaign that a respondent mentions in answer to an appropriate question. This is one of the most important states to achieve for brand identity.

4. SWOT Analyses

Strength

· Good cooperation with local media and in a same time recognizable brand 
· New UNDAF defines that UNDP  will support BiH on its road to Europe (in all four focus areas)
· UNDP is recognized for its Human Development orientation – especially in ABD and HS areas
· UNDP is recognized by local media and academia as a reliable and trustworthy source of social research product

· UNDP is the largest UN Agency in BiH

Weakness 
· Communication between staff working with the same partners and donors;

· Production of publications overload;
· Lack of events preplanning

Opportunities

· Coming closer to the Government by creating special events for them 

· Strengthen UNDP’s positioning as a primary partner in helping BiH fulfill requirements for EU integration 

· Focus communications on UNDP competitive advantages (expertise and worldwide development experience) 

· Explore new communications channels in order to attract our primary target audience
· Improve synergy between Cluster Managers and Senior Management

Threats

· Delay in government officials implementation and lack of planning;   
· Strong EC resentment and usual advocacy against UNDP within Governmental institutions

· Possibility of switch from direct negotiation to tendering procedure with EC Delegation  

· Everlasting connection to UN Mission (both peace keeping forces in Srebrenica, as well as UNMIBH)

CONCLUSION:
Branding (Positioning): The UNDP BiH identity should be clear and should be reiterated in all communications, and it consists of:
Trust and reliability

Technical expertise

UN identity

National staff

Support to national capacities 

Worldwide experience
5. Target Audience:

Segmented groups of people whose support and cooperation are essential to the long- term survival of an organization or the short -term accomplishment of its objectives.
Taking in to account nature of it business, UNDP should consider its target audience as a set of clients.
(CLIENT: someone that purchases something from someone else or hires a consultant or service)
UNDP’s Target Audiences:

BiH Government

Donors and International Community (OHR, OSCE, NATO)
*Civil Society

*Media

General Public
*Intervening public is public used as a message channel to reach and influence a key public
5.1. Target groups and communicational objectives
	Target groups
	Communication objectives
	Messages
	Channels
	Evaluation

	
	
	
	directly
	indirectly
	

	Government
	Increased awareness of UNDP's policy advise areas,

Foster government relations;

Increase awareness of governmental  role in fostering development process
	Shared vision of European integration, universal values and human rights;

Best knowledge and advice provider in capacity building area; 

Reliable and cost effective partner in poverty reduction
	· Meetings and direct contacts;

· Official reports;

· Events;


	· Media;

· Publications;

· Web site 
	· Number of joint activities;

· Amount of domestic funds mobilized;

· Reference in the press;

· Informal comments

	Donors and IC
	Increase awareness of the impact of UNDP work in supporting poverty reduction, promote success stories 


	Cost effective delivery, technical expertise and flexibility; 

Long and universal experience in capacity building area
	· Presentation of projects;

· Direct contacts; 

· Official reports 
	· International and national media; 

· Special brochures, newsletter; 

· Web site
	· Amount of funds mobilized;

· Satisfaction of partners; 

· Informal comments

	Journalists

(tackles Civil Society and General Public) 


	Familiarize journalists with  sources of information on UNDP, core areas

Establish partner relations with the media at the national, regional and local level;

Strengthen corporate identity 


	Shared vision of European integration; 

Long and universal experience in capacity building area;

Cost effective delivery, technical expertise and flexibility
	· Briefings / round tables / trainings;

· Press conferences;

· Interviews;

· Site visits
	· Publications;

· Press releases;

· Web site;

· Media advisories
	· Number of stories published;

· Quality of stories;

· Number of journalists educated, trained;

· Number of interviews 


6. Key Messages

6.1. Focus on BiH Government

UNDP is driven by BiH’s development needs and priorities, especially in contexts of EU integration;

UNDP determines its development agenda upon the priorities set jointly by the Government of BiH and the UN; 

UNDP helps BiH implement reforms in various areas;

UNDP helps BiH fulfil its international commitments and meet EU requirements;

UNDP is flexible and can immediately react to emerging priorities of the state;

UNDP has a key position within the United Nations; 

UNDP is corruption-free and transparent.
6.2. Focus on Donors and International Community
UNDP has a worldwide experience and knowledge accessible trough knowledge networks 

UNDP is one of the most acclaimed international organizations in BiH.

UNDP works in close coordination with the government.

UNDP is rich in human resources potential.

UNDP ensures visibility and promotion of its activities and partners involved.

UNDP is corruption-free and transparent.
6.3. Focus on Civil Society
UNDP is one of the leading development agencies in the world and BiH.

UNDP is driven by BiH’s development needs and priorities, especially in contest of EU integrations;

UNDP has a worldwide experience and knowledge accessible trough knowledge networks 

UNDP is transparent in management and operations;
UNDP is a strong advocate of human rights, environmental sustainability and human development.
6.4. Focus on Media

UNDP is driven by BiH’s development needs and priorities, especially in contest of EU integrations;

UNDP helps BiH implement reforms in various areas;

UNDP helps BiH fulfil its international commitments and meet EU requirements;

UNDP brings funds, resources and knowledge to BiH;

UNDP is corruption-free and transparent.
UNDP is one of the leading development agencies in the world and BiH.

UNDP is a strong advocate of human rights, environmental sustainability and human development.
6.5.  Focus on General Public

UNDP works to reduce poverty and provide opportunities for people throughout BiH.

UNDP’s programmes have real impact for improving people’s life.

UNDP’s programmes help where they are most needed. 

UNDP promotes general universal values of human rights and social inclusion.
7. Information Tools (Channels of Communication)
UNDP BiH will establish a permanent distribution of information using mix of new and traditional communication channels. Core UNDP messages, needs to be integrated in every public statement on all levels. Comprehensive image promotion needs to be in place throughout while Projects promotion will be determined together with Project Managers. In all cases most important channels should be the following:     

7.1. New Channels of Communication 
7.1.a.  Advocacy

Due to significant increase of funds available within the state institutions (relevant BiH Ministries) there is a need for change in focus from international donors to local partners. In order to use and maximize this opportunity all actions should be well planed. Prior to any organized action UNDP’s Portfolio and Project Managers should be trained in Advocacy to achieve full potential by establishment of thematic advocacy teams.

Establishment of the thematic advocacy teams and functional direct communication between the Government and teams (consisted of RR, DRR and Cluster Managers, PR Unit and Operations members) was endorsed by Action Plan of the Group 6 – Strengthening PR and Communication (Objective 2, Strengthening of External Communications) – UNDP Annual Plan for 2008.  

This is just a part of internal communications big picture that will involve all levels staff. The internal communications strategy will be developed upon analyses of internal survey on staff perception and it will clearly define approach towards all external stakeholders. 
Benefits of Advocacy and Networks Creation:

Advocacy is a set of targeted actions directed at decision makers in support of a specific policy issue.

Advocacy Networks are groups of organizations and individuals working together to achieve changes in policy, law, or programs for a particular issue.

Effective networking for advocacy doesn’t happen by itself. Before a network can even begin its advocacy efforts, members must create a network identity, strengthen and practice communication skills, define decision-making processes, and inventory the skills and resources represented among its members.

Benefits of Networks


- Keep you up to date on what is going on
- Provide a ready -made audience for your ideas

- Provide support for your actions

- Provide access to varied and multiple resources/skills

- Pool limited resources for the common goal

- Achieve things that single organizations or individuals cannot—power of numbers

- Form the nucleus for action and attract other networks

- Expand the base of support

PR UNIT PROPOSAL:

Training should be facilitated by the professional Advocacy Trainer experienced in Government relations. This training should give insight to all elements of successful advocacy strategy, implementation plan and measurable of success. 

Proposal of the training agenda:

1. Advocacy definition and its specificity in relation to similar concepts.

2. Elements of successful advocacy strategy: 
- defining the questions of interest;
- setting the aim of advocacy;
- identifying target groups - support; message; choosing appropriate means of communication; 
- seeking funds; 
- implementation plan;
- monitoring and evaluation.

3. Practical exercises for each step of advocacy strategy and the creation of implementation plan.

Training cost should be divided among Clusters.
7.1.b. Introduction of Forum 
With the help of IT Unit, opened or semi-closed (for partners and donors) forum feature could be opened at the official UNDP CO webpage. 
This activity could function on two levels – Topic set by the Cluster trough PR Unit, facilitated by the designated member of the Cluster and/or question of the month prepared by the PR Unit together with the ARR and Cluster Managers. 

Forums, controlled by registration and login encourage interested parties to give their opinions and generate pulls of public towards certain issue.

Forum could be promoted at public web portals and via email to partners and donors. This would support our message on transparency and impartiality. 
7.1.c. Opening of the Facebook  Page
UNDP BiH CO group for promotion of activities, placement of video clips and news, engagement of wide audience, info sharing, connection to similar developmental institutions
In an effort to take advantage of new and innovative means of communicating around the globe, UNDP HQ created Facebook page.  In few weeks they have generated almost 200 fans to the site.  Every CO should create its own Facebook page and use this social mean in the best manner. Goal is to invite as much as possible young intellectuals, members of academia, government employees, journalists, private sector and NGO’s to join the group where they can find photos, clips, news and information on UNDP BiH activities. 
The CO page will be linked to the HQ one and that immediately increase number of potential “funs” – users who are opened to comment and/or to post items. Facilitator of the group control postings and reply to questions.
Facebook became social phenomenon and legitimate communication tool, so the opening of UNDP BiH CO will bring modern “sound” and raise the awareness about UNDP’s activities more prominently.
7.1.d. Link UNDP Website 
To be fully in compliance with our goal to softly penetrate in to Government institutions PR Unit should conduct list of websites were link of our official website should be placed – ex.  Presidency , CoM, MOFTER, Ministry of Civil Affairs etc official web page. Line “Development Partner of the XX institution” should be outlined.
7.1.e. Branding (visual) 
The purpose of branding is to establish an identity that conjures up a positive image.

Three years ago dandelion flower on a blue sky background was selected for visual identity of UNDP BiH CO. The message behind the visual was – “spreading seeds of development” 

In line with same design PR Unit produced folders, banners, notepads and other corporate promotional materials, but not all conferences were branded in a same manner. Managers were more reluctant to use other visuals specially produced for specific event. 

Need for more coherent presentation occurred since only UNDP logo was connection between different set of visuals and institution.

 Proposal is to develop upgrade of present corporate design and adopt it to Clusters by color. New design will present four areas of our work with brief explanation. All UNDP Staff will use same corporate folders, notepads and banners. All paper materials will be produced on eco paper. 
By the corporate visual branding UNDP will be publicly recognizable and in a same time we will cut production costs for promo materials.
7.2. Existing Channels of Communication
7.2.a. Media

TV, radio and print media are the most effective channel of communication. Therefore relations with key Chief in Editors must be tight. PR Unit follows closely changes and trends of media (new Editors, new media on the market etc.) and created immediate connections selecting themes of media interest.

Print media has its priorities in covering wide range of development stories and activities while TV media usually covers news, so the best opportunity to be covered by TV are press conferences and events. At the events we generate opportunity for statements made by Senior Management. For print media we sell and create human face story and effect on BiH people every day lives.
7.2.b. Interviews
Not every media opportunity is a good opportunity, so the practice to use PR Unit as a first stop for media will stay in place. PR Unit will continue to receive requests for interviews, advise on media background and collect, prepare and deliver talking points to RR and DRR. Our core messages needs be communicated in every interview along with soundbites prepared in line with interview topics. 

Although it is important that UNDP has a number of experts in different areas, it should not appear confusing with too many faces. RR and DRR will give interviews or provide official statements to local and international media. Cluster and Portfolio managers may speak officially within their area of expertise and provide only facts, not opinions. Project or Programme managers may present only their area of expertise, but with prior approval from their Portfolio managers and after consulting PR office. All statements should be used in synergy with other communication tools. Those who are authorized to give statements should be aware of the UNDP Media Relation Policy Guidelines. Finally, tips for interview are available for new faces and are available upon request in the UNDP PR office.   
7.2.c. Media Training

Even if UNDP is not engaged in media development better understanding of our work should be communicated to media trough training modules.

In 2009/10, new setup of the Programme could be communicated to the media representative so we can achieve professional, balanced and in-depth media coverage. Four trainings for media explaining all aspects of each Cluster could be organized and facilitated by PR Unit together with one of the well experienced Media Training Organizations. Tailor maid training would increase their professionalism, strengthen reporting skills and enable us to feed media with more advanced thematic stories.
7.2.d. Web site

Web site is an essential mean to communicate facts and figures, human interest and success stories, provide good links to other sources of information and UNDP publications. In coordination with Portfolios and Project and together with technical support from IT Unit, PR achieved the best score at the Balance Score Card. UNDP BiH website is in a full compliance with UNDP’s information disclosure policies and corporate branding requirements. News feed with usable photos is in place one hour after each event in two language version, so it is usable for any national and international media as a source. In cooperation with RBEC Comms Office regionally relevant stories are posted at the RBEC website.

In June 2009, PR Unit will produce new section of the website to reflect new Cluster setup and give more comprehensive visual identity to focus areas. This will also be important element for corporate branding.

 7.2.e. Newsletter
Type of the Publication – Rationale

The Development Times is the UNDP Newsletter that regularly provides information (news) from the UNDP in Bosnia and Herzegovina. Its primary aim is to inform UNDP partners, beneficiaries, stakeholders and others about the various development issues, achievements and problems tackled by UNDP. Hence, the nature of the Development Times is primarily to inform about and secondary, to promote the United Nations Development Programme in Bosnia and Herzegovina. In its essence, being a part of the general public relations strategy of UNDP, the purpose of the Development Times is to present UNDP in a positive light, but this can only be achieved if the publication appears – as much as it can – as detached from the “classic” promotional material – i.e. the brochures, leaflets, posters…etc. Given the informational character of a newsletter, this will be used as a policy guideline in preparing the Development Times.

Timeline

The Development Times is published  two to three  times a year dependably on work dynamics, new interesting stories and topics selected as a focus of edition

Production Timeline (9 weeks in total):

2 weeks - Concept development  

2 weeks - gathering inputs

2 weeks – proofreading (Bratislava Office is checking English version, PR Unit is checking Bosnian version)

1 week – translation and proofreading
1 week – DTP

1 week - print

Target Audience

The target audience of the Development Times is twofold:

a) UNDP Partners and Donors – including the representatives of Government (State and Entity) and the lower level officials (municipal authorities in cases where UNDP is active on the municipal level – RMAP, SUTRA, SRRP); and the donor community – including the members of the Diplomatic Community and representatives of the key UNDP donors.

b) Wider Audience and the Media – including the citizens, students, journalists and others who are interested in what UNDP does in BiH.

Given these divisions in terms of the target audience, the primary aim of the Development Times is to inform, promote and advocate issues of strategic importance to UNDP relations with the Government donor community. 
Language

The Development Times will be published in English and local language due to a need to pass messages to UNDP local partners.

Distribution

The Development Times is distributed to BiH Government and Donor community in accordance with the UNDP Publications distribution practice, namely to the institutions that have been recognized as a part of the Development Times target audience. The Development Times isplaced at the UNDP web site and also sent via e-mail to various addresses.

Editorial Structure

The Development Times will consist of the 7 (seven) separate sections:

1. Highlights of Edition will show the contents of the issue;

2. Newsroom will provide 5 to 7 latest (short) news from the UNDP. These may rely on the events happened in the previous quarter, or on the important achievements of the UNDP CO in this period;

3. Theme of the Issue presents the kernel of the edition. It will deal with the issue the Editorial Board designates as the most important in that period. This section has the strategic mission to advocate the issue UNDP is putting, or will put forward in the period to come. It will comprise of an editorial, a broad article and, eventually an interview with some of the Portfolio, Project or Senior Managers;

4. Portfolio Corner will bring interviews with portfolio and project managers that have made different development successes in the past quarter. This section presents a good tool for the Development Times to put people’s faces in front, showing that the UNDP is about people, and that is has the human resource potential to engage in development issues – Development with a Human Face.

5. A View from UNDP is the knowledge section of the Development Times, where UNDP people write editorials within their expertise or field of work. The aim of this section is to show that UNDP is a knowledge based organization that takes care and invests in its people.

6. Success Stories section brings one or two success stories, or stories from the field, where some of the best practices of UNDP engagement will be presented.

7. Meet the Staff section puts UNDP faces in front, but this time in a more informal and easy manner. The goal of this section is to show the diversity of UNDP people and present some “light” information at the end of the issue.

The Editorial Board

The Editorial Board is consisted of Assistant Resident Representative, Cluster Managers and the Public Relations Team. In order to make the production process faster, the Editorial Board will decide and discuss the upcoming issue of Development Times via e-mail, upon the edition structure draft sent by the PR Team. If necessary, the Editorial Board will meet and discuss the ongoing issues related to the Development Times in vivo. At the end of every year, the Editorial Board will meet and evaluate the existing form of the Development Times, including its purpose, achievements and the visual appearance.

7.2.f. Publications – Knowledge Products
The most valuable products in terms of direct access to target groups are UNDP publications. Early Warning System Reports were cited in 21 article and analyses on political parties were used by BHT (state TV) in political TV shows prior to election. UNDP was positioned as objective and undependable opinion maker. Participation of academia experts is added value to reports. HDR and NHDR, are well covered by media and consider as comprehensive analysis of international and local trends. 
Having in mind present value and reputation of UNDP flagship publication, to keep this trend PR Unit will facilitate mapping of opportunities for production of Knowledge products aimed at the Government Officials and their staff.  Focus Areas such as ABD and HS could produce Guide books reflecting their experiences in respective sectors.
Production vise, in order to avoid weak design and lay-outs, badly organized distribution (insufficient number of copies), unnecessary production of high-cost publication, as well as inconsistency with General UNDP Graphic Standards, PR Unit will continue with established procedure of signing off every public material and in addition new Production Standards will be introduced. They cover three different categories based on publication importance giving precise printing standard for each of them. All UNDP publications will be standardized.

 In order that only relevant, terminology consistent (with functional – in context - titles translations), proofread and high quality publications appear PR Unit will be involved in all phases of content production to provide linguistic advices. 
7.2.g. Other promotional material 

In present year, UNDP Info Pack was flagship publication was produced and updated to reflect CO Programme. In June 2009, after the evaluation of Clusters setup, PR Unit will propose new presentational package that will reflect corporate identity and visual solutions for the presentation of the CO Programme.
PR Unit will strictly avoid commercial promotional gadgets to avoid sending wrong message to partners and donors.
7.2.h. Events

Events are the best visibility opportunities just if they are well planned. There is reason for event only if we have powerful message to pass to our target audiences - promote new publication, results or findings, launch new project or campaign, or mark one of the UN/UNDP official Days.

In 2009 we will aim at raising the number of events organized at the Government premises.  Additionally, number of social events (field visits, concerts, exhibitions, working breakfasts and joint retreats) organized for the Government officials should be planned and budgeted. 

 Other events – Press Conferences and Conferences will be organized in close cooperation with Cluster, Portfolios and Project and in line with their Activity Plans.
7.2.i. Public Information (awareness) campaigns 

Public Information proved that relatively small investments – comparing Marketing Campaigns – can be effective. Formula for success is in close cooperation between project and PR Unit on all - planning, developing and realization - levels. PI Campaign can be used   for fill out two important goals: raise the awareness of general public on certain issue and to strengthen relations with donors/partners (both local and international) by offering them additional visibility in local and foreign media. Campaigns are considered as one of the most efficient tools for persuasion, and can be used in those cases when and where clear communication objective exists.  

In 2009, PR Unit plans to facilitate several PI Campaigns on Transitional Justice, Waste Management (in Herzegovina area), Small Arms Control, HIV/AIDS and design MDGF Culture Public Information Campaign (conducting survey, selecting key messages and design visual identity and together with UNICEF PR Unit create Comms Strategy).

8. GENERAL DIRECTION FOR 2009/10
· Strengthening relations with State institutions;
·  Results oriented communication – employ message to work for us;
·  Introduction of new and creative presentation/communication tools;
·  Development of CO oriented update of the Website;
·  Development and implementation of Comms Strategy for MDGFs.
