UNDP Turkey Communications Strategy and Budget - 2020
	STRATEGY’S SUMMARY: OBJECTIVES AND KEY ACTIONS 

	1. Optimize opportunities for programme visibility 
	2. Promote donor and partner visibility 
	3. Advocacy and promotion of SDGs nationwide

	· Develop key products for outreach of the programme.
· Enhance visibility by communicating the concrete development results. 
· Advocate for key development issues to create policy-level impact.
· Develop messaging to showcase Syrian crisis response and resilience work.
· Incorporate strategic communications into donor reporting.
· Support projects to pursue national media coverage.

· Keep UNDP’s position updated with respect to its focus on sustainable development, capacity building of the government institutions, with special focus on gender equality, inclusion of persons with specific needs and other global development trends. 
	· Keeping donor community informed on the efficient use of provided funds

· Keeping key audiences informed on the contributions of donor community

· Mainstream donor and partner visibility rules into communication activities of relevant projects
· Regular visits and/or contacts with relevant communication counterparts at donors/partners
	· Promote and strengthen communications and the localization of Sustainable Development Goals.
· Seek and form partnerships for the visibility and advocacy for the implementation of the SDGs.
· Raise awareness on Turkey’s development priorities including Gender Equality.
· Create linkage between SDGs and key development results of portfolios.



	· Promote UNDP’s position as a credible and transparent development partner of the Government of Turkey.

· Highlight UNDP’s added value to the resources mobilized from various national and international donors. 
· Position UNDP as a key partner for private sector and donors in designing and implementing development solutions.

· Underline UNDP’s added value to potential private sector donors by producing high quality communication materials.

· Prioritize a target list of key news outlets. 

· Use new and innovative tools for enhancing visibility, raising awareness and assistance in implementation of a resource mobilization strategy. 

· Keep up a strong and solid presence on social and digital media.
	
	


1. CONTEXT

UNDP’s national presence and position is unique and vital as the leading UN agency in development and we must be able to communicate about it clearly, publicly and proactively. 

We must strengthen the depth and breadth of outward facing communications and engagement in the public domain to communicate effectively and authoritatively across the areas of work in UNDP’s programme areas in Turkey and meeting our responsibility for mainstreaming and popularizing Sustainable Development Goals. 

This Communications Strategy for 2019 presents a vision for what UNDP should and could achieve with new investment in communications capacity; and outlines areas of work that will be prioritized with current resources.

The communication strategy of UNDP in Turkey focuses to:

· Prioritize the visibility of the of programme outcomes and promote concrete development results, by producing high quality communication materials 

· Promote donor and partners’ visibility mainly on the strategic media outlets
· Advocate for nationalization of SDGs
These pillars have a direct link with the global communications strategy of the UNDP while adopting it to a local context and UNDP Turkey’s priorities. The global strategy aims to reorient Communications to support CO resource mobilization.

UNDP Turkey’s communications focuses especially on policy-level impact in knowledge and communication products as well as highlighting the changing lives of the people touched by our interventions thanks to the resources mobilized from various donors.

We pursue to engage in and develop a communications approach which is innovative, open to new platforms (new media tools, as well as trending visibility platforms). 
2. CHALLENGES

UNDP’s broad programme areas allow us to communicate and engage around a wide range of issues. However, the breadth of our mandate, and historical habit of speaking in policy language, make it challenging for us to commit to a clear, concise, consistent, accessible and attractive organizational identity. Hence, we need to ensure the communication tools we use are accessible to all, including the needs of people with special needs.
Competing internal views about what to emphasize about UNDP’s work and mission make it harder to clearly identify our target audiences, to establish compelling external messaging, and to engage new audiences. We swing between ambitions to be broadly visible as a “brand name” on a national scale, to be influential among policy makers and traditional donors, and to be an expert voice versus a voice of the people.

EXPECTED OUTPUTS

Output I – The programme works of UNDP in Turkey communicated appropriately and in full compliance with UNDP corporate communication strategy 
Activity 1.1. Preparing and sharing success stories, videos and high-quality visuals on the UNDP’s corporate and regional websites. An overall plan will be conducted to reflect what UNDP Turkey is doing including field visits to create stories, take photos, prepare infographics and produce videos. This process will be complemented with other necessary media and social media tools to achieve visibility. 

Activity 1.2. Organizing field visits to project sites for journalists/bloggers to support wider communication of development results.
The main aim is to support projects’ visibility and promote development results by guiding and supporting project teams and/or selected journalists/bloggers to conduct proper communications’ stream. 

Activity 1.3. Preparing and disseminating a monthly e-magazine.

Leading the content development and the creation process of UNDP Turkey’s monthly e-magazine; New Horizons. Maintaining the digital space. Achieve well distribution of the magazine. 

Activity 1.4. Regular update of UNDP website.

UNDP Turkey’s official website is updated on a weekly basis by supporting and leading the content creation process of the programme. Keeping the website up to date by following the UNDP global communications. 

Activity 1.5. Communication coverage of projects and programme strategic events and activities. 

The support will be given via distributing press releases, leading and supporting social media streaming as well as photo and video shootings. Also, through support to organization, media engagements, briefings for speakers/CO management.
Activity 1.6. Scale up of CO visibility through publishing UNDP’s news and articles on targeted national and international media channels. 

Activity 1.7. Working with UNDP Goodwill Ambassador in pre-agreed events
UNDP Turkey’s first Goodwill Ambassador Mert Fırat will work with us in pre-planned events, particularly focusing on gender equality, refugees/resilience, climate change and environment, sustainable production and consumption.  Specific activities with his support will be planned for the next two years (Work plan included in following parts of this document). 

Activity 1.8. Ensuring extensive social media presence on UNDP’s identity. 

Periodic social media campaigns throughout the year will be conducted to make UNDP’s visual brand more visible, and UNDP’s message clearer. 

Activity 1.9. Organizing events to promote competitive advantages of UNDP as a credible Organization. 

Organizing events such as educational concerts, inspirational speeches and university panels to talk about UNDP’s identity to youth. Organization of gender equality-oriented events, climate talks, supporting joint events on gender equality such as 16 days of activism, and promotion of events organized within the projects, take part in national events such as marathons, etc.
Output II – Donors and partners’ visibility and awareness work targeting general public and partners in Turkey has achieved.

Activity 2.1.  Preparing and disseminating ‘UNDP Turkey’ corporate communications materials to promote UNDP brand and added value.

Preparation of the publication “UNDP in Turkey” showing concrete activities. Production of corporate brochure and short video on what UNDP Turkey does. Preparation of the biannual results report for 2017-2018.

Activity 2.2. Developing and distributing visibility materials to donors, partners and general public.

Preparing and distributing visibility materials such as infographics, videos, posters, promotional materials to strengthen UNDP’s brand value in Turkey. 

Activity 2.3. Maintaining continuous contact with donors/partners.

Regular visits and/or contacts with relevant communication counterparts at donors/partners

Output III –SDGs within the context and the 11th national development plan of Turkey are advocated and localized

Activity 3.1. Supporting the planned UN-MoD visibility campaign on SDGs, 2030 Global Development Agenda.
Press releases, op-eds, special meetings with universities and special interviews with media members will be prepared and arranged.

Activity 3.2. Within the planned joint UN-MoD visibility campaign, developing and wide dissemination of visibility materials on SDGs and their relevance to Turkey. 
Organize events for raising awareness on Turkey’s development priorities including Gender Equality.
Bags, pens, memory game and brochures will be developed and they will be disseminated in all SDG related events.

Activity 3.3. Organizing the Social Good Summit - Istanbul

The aim of this one-day event will be to examine the impact of technology and new media on social good initiatives for the achievement of SDGs. Leaders, new media and technology experts, grassroots activists and students will be invited to the event. They will share their creative ideas and solutions with regards to the use of new media for social good. In order to increase the outreach for the SDGs during the event, celebrities in Turkey will be invited to the event to talk about their ideas on localizing SDGs.

Activity 3.4 As part of the planned joint UN-MoD visibility campaign, maintaining SDG related websites and social media accounts. 

Present media and social media channels will be maintained and developed while other necessary ones are formed. This process includes collecting information and creating visuals and written material.
3. OBJECTIVES BY PORTFOLIOS
	Portfolio names
	Objectives
	How?
	Target groups of portfolios

	Inclusive and Democratic Governance
	· Advancement of governance processes and institutions that foster effective democratic governance and where gender equality is mainstreamed

· Able to deliver on the public expectations for inclusiveness and participation
	· Fostering impartial ‘spaces’ for dialogue, agreement, coordination and action on economic, social and governance reforms

· Promote change through piloting initiatives at sub-national levels to help them connect to legislative frameworks and arrangements responsive to the evolved citizens’ demands and universal norms

· Establishment of voice and accountability mechanisms to adapt to changing conditions and public expectations
	Civil society

Disadvantaged groups

Women

Minorities

Youth

Persons with specific needs

	Inclusive and Sustainable Growth 
	· Contribute to inclusive and sustained growth of the national economy where gender equality is mainstreamed

· Link micro and macro determinants of growth with a particular emphasis on strengthening the micro determinants

· Contribute to the policy debate particularly on equitable social policies 

· Develop the capacities of the government to design and provide inclusive and equitable public services (e.g. social services to the disadvantaged, elderly and poor; social assistance, municipal services) to its citizens


	· Policy prototyping and where applicable piloting

· Policy oriented research with a view to providing the evidence base for policy recommendations particularly in the area of structural economic and social policies
· effective implementation and monitoring of social policies, social policy reform, total factor productivity analysis, enabling policy suggestions for increasing women’s labour force participation and measurement of multidimensional poverty in Turkey
	The unemployed, both in rural and urban settings 

Vulnerable populations focusing on unemployed women, youth and poor

Relevant ministries, governmental institutions

BINGO, CSO, Chamber of Industry, cooperatives, unions, private sector

	Climate Change and Environment 
	· Help Turkey pursue an environmentally sustainable and climate and disaster resilient development pathway, where gender is mainstreamed

· Stabilize atmospheric greenhouse gases (GHGs)

· Maintain economic growth while recognizing environmental rights 

· Ensure voice and participation of all to share benefits of ecosystem services

· Demonstrate, in an evidence-based manner, that investing in natural capital can make economic sense while combating climate change
	· Focusing programmatic work on Natural Resource Management and Climate Change and Disaster Resilience
· Pursue an “Ecosystem Approach” 

· Help establish mechanisms to value ecosystem services

· Produce policy options that enhance the natural environment 
	The poor (i.e. poor farmers and forest villagers)

Women


4. TARGET GROUPS

Please note, below target groups constitute a consolidated list of UNDP Turkey’s key audiences. Each activity on this strategy has its respective list of target audiences and not all of the below are necessarily covered in every communication activity.

· Government – our major national partner, includes key ministries, the Parliament, local government institutions. 

· Donor community - embassies, rep. offices and other development organizations. This group of audience needs to be aware and supportive of UNDP projects and knowledge products (Policy Briefs, Reports), to be informed about opportunities and mobilized for organizing joint events and advocacy, info/knowledge sharing.

· Academia – university and school teachers, representatives from Academy of Science, scientific experts, researchers are interested in the knowledge products being developed by UNDP: reports, surveys, briefs, statistical bulletins and other publications as well as partnering in advocating the key development issues, global and national.

· Civil Society – international NGOs, national, local and grassroots NGOs; and civil activists, including unorganized civil society such as initiatives, platforms.

· Private Sector – donors, partners and implementers of some UNDP projects, with the objective to be more engaged as partners.

· Women – This is the group that is prioritized for all portfolios. Hence, an integrated strategy should be built on how to communicate with them. 

· The youth (aged 15-24) - for reaching young people, developing web-based products, mobile applications and social media connection is essential; hence the commitment to strengthening communication with younger audiences as ‘future development advocates’.

· Regional and International UNDP audience - include Regional Bureau for Europe and CIS, other Bureaux and offices at HQ level as well as other Country Offices in the region and worldwide.

· General public – a very broad type of audience which includes various groups differing by factors like age, class, income, gender, ethnic origin, ability, etc.

· Media - press, TV, radio, Internet-based and other outlets. This group is vital to communicating our messages to the public at large. Media can also be an important ally in getting government’s and donors’ interest and support, in raising visibility for the organization and advocating for major development issues that UNDP deals with.

5. KEY MESSAGES OF UNDP TURKEY
General message statements:

A- UNDP works for people of our generation and next generations to live better lives 
UNDP works with its stakeholders to support the government’s efforts to improve lives of people living in Turkey in prosperous, fair and planet-friendly conditions.

B- UNDP aims to leave no-one behind

UNDP prioritizes improvement of living conditions of the people with special needs (such as the poor, migrants, women, youth, and the unemployed, excluded, disabled, the worst-affected from the climate change and disasters) and the resilience of communities and institutions that are taking care of them. 
C- UNDP works to achieve Global Goals by 2030

UNDP aims to contribute to Turkey’s efforts in achievement of 17 Sustainable Development Goals by 2030.

Messages by programme areas:

Inclusive and Sustainable Growth:

1. Investing in national and local capacities can directly improve quality of life through development tools on competitiveness, productivity, resource efficiency, organic agriculture, renewable energy, sustainable tourism. 

2. We need to invest in inclusive rural development and community based development with innovative solutions at different levels from policy to implementation. 

3. We need to invest in women for a sustainable and equitable future.

4. Social inclusion ensures that disadvantaged individuals have opportunities to fully participate in every aspect of social and economic processes. 
5. Promoting energy efficiency, renewable energy, sustainable cities and transport will strengthen circular economy.

6. Supporting SME development will facilitate industrial transformation. 

7. Bridging linkages within the SDGs is key: Mainly on poverty (SDG 1), gender equality (SDG 5), affordable and clean energy for development (SDG 7), decent work and economic growth (SDG 8), industry, innovation and infrastructure (SDG 9), reduced inequalities (SDG 10), sustainable cities and communities (SDG 11) and responsible production and consumption (SDG 12).
Climate Change and Environment:

1. Managing and protecting natural resources is beneficial to national economies, energy security, people’s health, sustainable livelihoods and sustainable tourism potential.
2. Only with women’s equal engagement, success in eradicating poverty, promoting sustainable consumption and production patterns and sustainable management of natural resources can be achieved.
3. Proper management of natural resources can help to avoid crises and disasters related to water, energy and food.
4. Energy efficient practices can lower energy related costs for the state, private companies and citizens; they also help contribute to reducing greenhouse gas emissions.
5. Women and men are affected from and respond to crises and disasters differently.

Inclusive and Democratic Governance:

1. Legal empowerment helps to improve lives and foster equality.

2. Measures to accelerate development need to be accompanied by measures to protect gains already realized.

3. Every opinion matters, every voice counts.

4. An inclusive society can only be achieved when the silent speak up and participate to the decision-making processes.

5. Ensuring women’s and men’s equal participation in governance processes, and their equal benefits from services, are preconditions for the achievement of inclusive and effective democratic governance.

Syria Crisis and Resilience Response Programme:  
1. We need to work on the root causes that are driving the increased levels of migration and displacement that we are witnessing today.

2. While the humanitarian aspects absolutely need to be addressed, it is the longer-term resilience-based development solutions that will make a difference in slowing down the numbers of forced migrants and displaced people.

3. No entity can end this crisis alone and ‘business as usual’ is not enough. UNDP is working with other development actors and side by side with the humanitarian community to help solve this crisis.

4. The Sustainable Development Goals urge the international community to “leave no one behind” and recognizes the development potential of migration. 
Sustainable Development Goals:
1. UNDP’s mission is to improve the lives of people and reduce inequalities. People's lives are better when they live in peaceful and inclusive societies which prioritize gender equality, have livelihoods that allow them to care for their families and are safe, healthy and productive.

2. People depend on their environment. That means taking care of our planet, which is under threat.

3. Governments are responsible for providing the structures and systems that are necessary for sustainable human development.

4. UNDP unites nations and communities for the benefit of the most disadvantaged and excluded.

5. We must shift the world onto a sustainable path. A new development agenda is needed that finishes the job on poverty while protecting the planet. The new agenda should apply to all countries, promote inclusive and peaceful societies, better jobs, and tackle the environmental challenges of our time – particularly climate change.

6. Sustainable Development Goals will be successful if it responds to the needs of the millions of people around the world who have helped shape it. People want to be a part of delivering this new agenda. They want to hold governments and businesses accountable for their promises and commitments.
7. COMMUNICATIONS TOOLS

External Communications Mix

· Press

· Press releases: They will be prepared in contact with our programme and project partners and we will disseminate them through the external (contracted) media distribution partner which enables us to access journalists not only in Istanbul or Ankara but in all 81 provinces. We are also able to categorize them according to their specialties (business, education, health, politics, technology, ICT reporters etc.) or their media types (print, TV, wired etc) and we could directly target them in our mailings. We also have a database of foreign journalists based in Turkey (Istanbul, Ankara and elsewhere).

· Radio

· Opinion editorial

· Features

· Features advisories

· Online

· tr.undp.org  

· Social Media: Twitter, Facebook, Instagram, Flickr, Vine, etc.

· Multimedia: Photo galleries, e-cards, infographics, short videos, interactive e-brochures, etc.

· Success stories/Photo stories
· Blog pieces

· Monthly e-magazine

· Yammer and Intranet
· Podcasts 

· TV

· News and features
· Long-format programmes for some projects and online television options 
· Advertising
· Online platforms

· Billboards

· Print media and alternative mediums

· Digital media

· Print

· Brochures

· Posters

· Letters

· Leaflets

· Reports

· Success story report

· Annual report

· Media Relations

· Press conferences

· Project site visits with journalist(s)

· Op-eds 

· Face-to-face visit

· Sports and Art as communication tools

· Sports activities

· Movies, theatre plays, other art events

Internal Communications Mix

· Conference calls

· Yammer space directing staff to corporate guidelines regarding communication and visibility

· Face-to-face meetings
· Internal printed documents, posters, digital guidelines, online memo messages
8. NATIONAL GOODWILL AMBASSADOR 

The United Nations Development Programme (UNDP) Turkey appointed regionally acclaimed actor Mert Fırat. GWA will focus on raising awareness on his designated thematic areas.  Also known as the Global Goals, they are a universal call to action to end poverty, fight inequality and stop climate change. See the UNDP Turkey GWA Annual Plan below. 
	Strategic Objectives
	Proposed Activities
	Quarter 
	SDG
	Key results
	Impact
	Indicators of success

	1.Strengthen UNDP’s positioning through outreach and public information
	16 Days of Activism Events on Social Media – Promoted by GWA social media accounts
	Q4
	SDG #5
	Increased visibility as well as attention on gender equality.

	Enhanced awareness on the importance and developmental role of gender equality.
	Social media interactions

	
	UN Day organization - attendance
	Q3

	SDG #17
	Increased visibility on UNDP in Turkey.
	Increased awareness on the importance of partnerships in sustainable development.
	Social Media and media coverage of the event

	
	Attend Social Good Summit 2019 İstanbul for SDGs Visibility – as speaker
	Q3
	SDG #17
	Increased visibility of SDGs.
	More widespread idea on what SDGs are and how people can contribute.
	Newspaper and Media Coverage

	2.Increase understanding of the role and unique value of UNDP  
	Field visit for a project under Inclusive and Sustainable Growth Portfolio
	Q1
	SDG #8
	Increased visibility of the portfolio as well as the project.
	Enhanced awareness on ISG.
	Conventional Media and Social Media coverage – one video preduced

	
	Field visit for a project under Climate Change and Environment Portfolio
	Q2
	SDG #13
	Increased visibility of the portfolio as well as the project.
	Enhanced awareness on CCE.
	Conventional Media and Social Media coverage – one video produced

	
	Field visit for a project under Syria Crisis and Resilience Response Programme
	Q4
	SDG #10
	Increased visibility of the programme.
	Enhanced awareness on 3RP.
	Conventional media coverage – one video produced


9. ACTIONS AND BUDGET

	Output
	Activity
	Indicator
	Time frame
	Status

	
	
	
	
	

	I PROGRAMME VISIBILITY and MEDIA
	Development and distribution of visibility materials on UNDP's programme work
	 At least one product each month: Brochures, flyers, posters and videos
	January, February, September 2020
	Multiple videos published on UNDP Turkey's YouTube channel ( http://youtube.com/undpturkiye ). Also the design phase of the annual report is concluded ( available on https://annualreport.undp.org.tr/ ) and physical copies are being printed.

	
	Organization of site visits of media representatives/partners to selected projects
	 1 site visit for media
	Q2 to Q4
	Was not possible due to the pandemic. We will reconsider this indicator in the Q3

	
	Capturing, articulating, disseminating (news/success) stories, lessons learnt, policy recommendations and best practices
	 At least 3 success stories
	Q1 to Q4
	31 different stories published on UNDP Turkey's Exposure account, available on https://undpturkiye.exposure.co/

	
	GWA related event and field trips
	Added visibility with the GWA’s contribution
	Q1 to Q4
	GWA's visibility greatly increased via live events held during the peak days of the COVID-19 outbreak. Over 12 events were held (including Climate-ish talks), recordings are available on YouTube channel of UNDP Turkey under https://www.youtube.com/watch?v=xnT18FctHzU&list=PLXqpodbGhvr-4hJwWSL9xPKCt82-IYA20 playlist and https://www.youtube.com/watch?v=ZzZ-q_0UHP0&list=PLXqpodbGhvr9hjemyCiCbGlNxFcgRu_Fq playlists.

	
	Social media presence and promotion materials on UNDP/development messages (2020 Calendars, Notebooks, pens)
	At least one promotional material
	Q4
	Planned for Q4

	
	Organize interviews for senior management and visiting UNDP officials on topics related to SDGs, gender, UNDP's programme work, Turkey's development agenda, etc.
	 3 interviews
	Q2 and Q4
	Not possible due to the pandemic at the moment. We will reconsider this indicator in Q3 and Q4

	
	Providing articles and Op-eds for the media on priority issues of the UNDP's programme work
	1 Op-ed on priority issues of the CO programme work 
	Q4
	Planned for Q4. Two op-eds published on Exposure page of UNDP Turkiye (available on https://undpturkiye.exposure.co/against-a-virus-with-the-private-sector and https://undpturkiye.exposure.co/a-festival-vs-a-virus-festtogether-at-home). Latter one also shared with NY Times and Guardian Newspapers

	
	Information sessions on communications tools for the UNDP staff (how to reach national and local media, how to effectively use social media, UNDP's communications toolkit)
	2 information sessions on effective programme communications
	Q4
	Planned for Q4. One webinar session held on social media usage for the staff. 

	
	Regular convention and coordination of CO Comms team, reporting to the management 
	Weekly reports and meetings
	Q1 to Q4
	Ongoing until the end of year

	
	Hospitality Budget
	Misc. Catering and Hospitality Expenditures for Meetings and Gatherings
	Q1 to Q4
	Ongoing until the end of year

	
	UNDP Turkey Events Application Development
	Devents Application will be upgraded in line with the needs of the CO
	Q1
	Concluded. App is available on Apple Store and Google Store under the name "Devents".

	
	Sustainable Life Film Festival Visibility Support
	PR and visibility support for Sustainable Life Film Festival
	Q3
	Planned for Q3

	
	Regular maintenance of the website, in accordance with web transparency standards
	UNDP website daily updated, resulted in 20% increase in the number of viewers
	Q1 to Q4
	Ongoing until the end of year. More than 80 pages added as of July 2020.

	
	Monthly e-magazine – Upkeeping of the new design
	Reach / Circulation increased by 20%
	Q1 
	New design turned out to be more effective than expected. The reach of New Horizons is now over 20.000 people with a satisfactory opening / viewing rate.

	
	Integration of communication plans at projects
	 All projects are closely monitored by respective comms focal points
	Q1 to Q4
	Ongoing until the end of the year. Actively supporting MARIAS and TEVMOT projects. Also supporting Syria Programme

	
	Giving advisory support for projects' communication and visibility materials
	 All projects receive service from respective comms focal points
	Q1 to Q4
	Ongoing until the end of the year.

	
	Media contact management (access to relevant journalist according to region, specialization)
	 Efficient outreach maintained
	Q1 to Q4
	Ongoing until the end of the year.

	
	Subscription to Turkish press scanner service in English 
	 Efficient and continuous service is received
	Q1 to Q4
	Ongoing until the end of the year.

	
	Monitoring of Turkish press, press clippings, the news stories on UNDP activities
	 Efficient and satisfactory service is received
	Q1 to Q4
	Ongoing until the end of the year.

	
	Press Releases: Preparation, editing and distribution of press releases to media organizations 
	 20 press releases
	Q1 to Q4
	30 press releases sent by July 2020. PR sharing will carry on until the end of the year.

	
	Renewal of equipment according to new needs of Communication Unit 
	 1 sketch pad, Logitech M705 Mouse, Sigma 20mm f1.4 DG HSM Lens – Canon Compatible
	Q1 to Q4
	Ongoing until the end of the year.

	
	New Goodwill Ambassador Nomination Ceremony
	1 Event for the nomination of the new GWA
	Q3
	On hold. 

	
	Advocate Nomination Ceremony
	1 Event for nomination of UNDP Advocate
	Q2
	2 Advocates are announced. Videos available on https://www.youtube.com/watch?v=EvQq73RMSdw and https://www.youtube.com/watch?v=p2Vr-Kd8hwk

	
	Fee for Sustainability Based Sports Consultant (IC)
	IC Fee for Sustainability Based Sports Consultant
	Q1 to Q4
	Ongoing until the end for the year.

	
	Fee for Professional Photojournalist (IC)
	Daily fee will be paid from events of the related projects (daily fee is USD 500)
	Q1 to Q4
	Ongoing until the end of the year.

	II DONOR VISIBILITY
	Preparation of UNDP in Turkey book showing concrete activities with human stories
	The physical report and its online side products
	Q4
	2020 Book prepared and being printed. 2021 book preparation will start in Q4

	
	Preparation of 2019-2020bi-annual report for UNDP Turkey showing concrete results with human stories
	The physical report and its online side products
	Ara.20
	Switched to an annual report, 2020 report is being printed as of July 2020

	
	Production of corporate brochure and short video on what UNDP Turkey does in 2020.
	Brochure and video production
	Nis.20
	Pandemic slowed the production processes for this indicator, will reconsider in Q3 and Q4

	
	Regular visits and/or contacts with relevant communication counterparts at donors/partners
	At least 5 visits/interactions
	Q1, Q2, Q4
	Not possible due to the pandemic at the moment. We will reconsider this indicator in Q3 and Q4

	III SDGs
	Social Good Summit meet-up
	Event held in October with targeted audience
	October
	SGS Planning started with shareholders

	
	Contribution to visibility campaign on SDGs, 2030 Global Development Agenda 
	At least one campaign developed or adopted
	Q1 to Q4
	Ongoing

	
	Development and wide dissemination of visibility materials on SDGs and their relevance to Turkey
	At least one new product
	Q1 to Q4
	Relevant Annual Report annexes prepared, waiting for input from project colleagues

	
	Participation to the activities of UN Communications Group led by UNIC, knowledge and experience sharing (UNIC seminars, UN Turkey magazine, seminars for visiting groups)
	At least 3 joint activities supported
	Q1 to Q4
	Ongoing until the end of the year.

	
	Translation/proof-reading of global UNDP publications/booklets/executive summaries in Turkish (eg. Human Development Report, RHDR, Sustainable Development Report)
	 At least 1 report
	Q2
	UNDP's COVID19 response document translated, available at https://www.tr.undp.org/content/turkey/en/home/library/corporatereports/Response_2P0.html

	
	Press conferences / launches for global reports and conferences (Human Development Report)
	 1 Press Conference
	Q2
	Not possible due to the pandemic at the moment. We will reconsider this indicator in Q3 and Q4

	
	Visibility events on Sustainable Development Goals in various occasions (and development of multimedia materials) – With an emphasis on gender equality issues – Including IDD, Bosphorus Summit, UN Day etc.
	3 events
	Q1, Q2 and Q4
	Not possible due to the pandemic at the moment. We will reconsider this indicator in Q3 and Q4

	
	Climate-Ish Events Organization
	6 Events
	Q2 to Q4
	4 sessions held in March and April. Recordings on UNDP Turkey YouTube channel

	
	Production of SDG Song (Goals for Goals) and its Music Video
	1 Song Production and 1 Video Production
	Q3
	Song prepared, dissemination is on hold


� Turkish translations: A – UNDP insanların daha iyi hayatlar yaşaması için çalışır. UNDP, Türkiye’deki tüm bireylerin daha müreffeh, adil ve doğa dostu koşullarda yaşaması konusunda hükümetin yürüttüğü çabalara katkıda bulunmak için çalışır. B- UNDP kimsenin geride bırakılmamasını hedefler. UNDP, özel ihtiyaçları olan bireylerin (örneğin yoksul bireyler, göçmenler, kadınlar, gençler, işsizler, dışlanmış gruplar, engelliler, iklim değişikliği ve afetlerden en çok etkilenenler) yaşam koşullarının ve onlarla ilgilenen bireylerin ve kurumların dayanıklılığının iyileştirilmesini önceliklendirir. C- UNDP Küresel Hedeflerin 2030’a kadar başarılması için çalışır. UNDP, Türkiye’nin 17 Küresel Sürdürülebilir Kalkınma Hedefinin 2030 yılına kadar başarılması çabalarına katkıda bulunmayı hedefler.





�Will we make an annual report? Preparations will take considerable amount of time.





