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One of the main challenges PEP communications faces is ensuring that its activities respond to PEP's 

organisational objectives. These include raising its visibility amongst donors to help ensure its long-term 

sustainability, as well as supporting the organisation across its different fields of work. 

The following pages present a communications strategy that considers PEP's existing communication 

challenges and its current activities, and provides a strategic framework for its communications moving 

forward.  

This communications strategy is designed around a two-tier framework: PEP agency and PEP support. 

For each flagship project (see section 4), this strategy determines whether PEP communications exist to 

provide a support role – supporting members to perform certain activities – or an agency role, as an 

active agent undertaking activities on behalf of the organisation.1 

In practice, 'PEP agency' refers to developing and promoting PEP's visibility, and positioning the PEP 

brand as a leader in its field, and 'PEP support', involves actively supporting PEP researchers to deliver 

their own communication objectives. The former builds on PEP's organizational objectives and provides 

direction to organisation-wide communication activities. The latter provides strategic direction to PEP's 

current communication activities as they support the work of PEP researchers. 

For most projects, the communications team is likely to be balanced somewhere between the two 

extremes of ‘agency’ and ‘support’ and this should be reflected in the analysis of functions.  

Whilst PEP is currently successful in influencing its audiences at the national level (this strategy will 

continue to build on this success through ‘PEP support’), it encounters a barrier when scaling this up to 

donors and other (international) audiences (this strategy will work to overcome this barrier through ‘PEP 

agency’). Further work is also required to increase brand awareness across all audiences, both at the 

national and international levels.  

 
1 Taken from the background note on the Networks Function Approach.  

https://www.odi.org/sites/odi.org.uk/files/odi-assets/publications-opinion-files/831.pdf


This strategy is a living document which can be updated according to PEP’s needs as it evolves.   

 

STRATEGY2 

 

1. PEP’s organisational mission3: 

To promote Southern-driven development where policy decisions are informed by high-quality, 

locally generated evidence.  

PEP works through: 

● Strengthening the capacity of local researchers in developing countries 

● Building bridges between research and policy 

● Producing high-quality research 

● Boosting impact by supporting outreach, visibility and dissemination 

● Creating connections – and space – for knowledge-sharing 

PEP’s work represents its core organisational values: Diversity, fairness and respect; Inclusivity 

and support; Teamwork; Excellence, and; Transparency and integrity. Its communications 

activities will represent these core values as well. 

 

2. Communications strategy’s objectives: 

These are PEP’s communication objectives per priority audience (see page 3-4) – related indicators 

and targets are listed in section 7:  

 
2 This document draws from ODI’s ROMA guide to policy engagement and influence and the brand workshop led by Soapbox. 
With strategic communications advice from Sue Martin (communications specialist and former Director of Communications at 
ODI), input from Enrique Mendizabal (OTT’s Founder and Director), and exchanges with PEP’s communications team, Marjorie 
Alain and Jennie Hurwood. 
3 See: https://www.pep-net.org/pep-overview   

about:blank
https://www.pep-net.org/pep-overview


Table 1: Communication objectives 

 Development partners4 

(includes: multilaterals and 
foundations - as potential 
funders and consumers of 

PEP research) 

Policymakers 

(includes: policymakers, civil 
society, national and 
regional governments) 

PEP network (includes: PEP 

internal audiences, partners, 
researchers, PEP alumni, and 
policy mentors) 

Academic audiences / 

scientific community 

Other 
(includes similar or 
collaborating organisations 
and the media) 

Currently  Large international donors 
and research funders/ users 
are not sufficiently engaged 
or familiar with PEP and do 
not use PEP’s research and 
advice. 

Engagement of PEP 
researchers with 
policymakers at national 
level contributes to but 
doesn’t guarantee research 
uptake in all cases.  

Successful research uptake 
doesn’t necessarily lead to 
recognition of PEP as an 
evidence provider.  

PEP network members face a 
complex branding 
relationship between PEP 
and their respective 
institutions.   

What can be done to raise 
members’ awareness of the 
PEP brand, and the need to 
promote it? 

Continuous efforts to help 
grantees generate 
rigorous/original research 
and publish in peer-reviewed 
journals, and feature in high-
level academic conference.  

Current objective is to 
increase visibility of 
researchers, but “PEP” 
visibility is somewhat 
neglected in that process.   

Collaborators5 and media 
do not sufficiently 
contribute to the visibility or 
PEP (as an organisation). 

Expect  

to see  

Continued support from 
existing funders 
 

New funding sources. 
 

Invitations to apply for new 
funding from new funders. 
 
 

Increased influence of PEP 
researchers’ work on 
policymakers at national-
level.  

 

PEP network is informed 
about and engages with 
PEP’s aims and priorities. 

PEP studies are (more) 
frequently published in high-
ranking journals and featured 
in important academic 
events.  

PEP researchers 
systematically acknowledge 
PEP support and affiliation in 
publications and 
presentations of PEP-

supported research.  

New partnerships. 

 

PEP is sought for external 
events (at international-

level) by collaborators  

 

PEP is quoted and/or asked 
for commentary by global 
and regional media. 

Like to 

see  

All relevant/priority donors 
recognise the PEP brand. 
They respond to PEP 
requests to participate in 
events, new projects, etc.   

All relevant donors 
recognise PEP as the source 

Policymakers reference 
research and 
recommendations by PEP 
and PEP researchers.  

PEP approached for research 
or connection to researchers. 

PEP network contributes to 
PEP communications activity 
(e.g. making connections on 
behalf of PEP, sharing PEP 
news on digital media). 

PEP researchers are (more) 
frequently selected or 
awarded in high-level 
competitive international 
calls for proposals. 

PEP research and researchers 
are (more) frequently cited in 

The work of PEP and PEP 
researchers is routinely cited 
by collaborators and the 
media.  

 

 
4 “Clients” include all potential recipients of PEP services (research, training, etc.) – donors and development partners, government institutions, researchers (training), etc. 
5 “Collaborators” include other policy research organizations that may potentially collaborate with or relay news/outputs from PEP 



of locally-generated robust 
and reliable global 
leadership in the 
organisation’s priority 
themes. They actively seek 
their knowledge outputs. 

Increased funding 

opportunities. 

 scientific 
literature.  

PEP papers are (more) 
frequently accessed 
(“reads”) on the platform 
Research Gate.  

Love to 

see  

Donors perceive PEP as the 
go-to organisation to 
access and support the 
generation of local, high-
quality and relevant 
research to address local 
challenges. They support 
PEP through long-term 
commitments to its mission.  

Local policymakers perceive 
PEP as a credible and 
authoritative source of 
locally-generated evidence 
and advice on the 
issues/sectors they specialise 
in. They actively commission 
or seek-out their advice.  

Global/regional 
policymakers (in IFIs, bilateral, 
foundations) actively 
commission and seek out the 
advice of PEP and PEP 
researchers. 

PEP partners and researchers 
participate actively in PEP’s 
development. 

They communicate PEP’s 
work to their own audiences 
and value and showcase 
their association to the PEP 
brand.  

Renowned experts from the 
scientific community invite 
PEP to collaborate in 
research projects 

 

Long-term collaborations 
are established with leading 
global and regional policy 
research organisations and 
media.   

Invitations to join partner 
organisations for new 
funding applications.  

Continued presence of PEP 
in national and regional 
media.  

 

 



3. Strategy statement: 

To deliver the communication objectives, PEP will follow a two-tier strategy: PEP agency and PEP 

support. PEP agency aims to raise PEP’s visibility and accessibility to global (but also regional and local) 

decision makers, including donors. PEP support aims to raise PEP researchers’ visibility and accessibility 

at local (but also regional and global) levels, and continue to support and grow their own impact.  

This strategy provides the framework for future communications plans and campaigns6: 

● Agency: This tier involves developing and promoting PEP’s visibility and positioning the PEP 

brand by: 

o Developing and nurturing a corporate PEP brand and its unique selling point. 

o Translating and amplifying the work of PEP researchers to reach global audiences or 

transnational audiences, identifying a clear association with PEP. 

o Creating and joining spaces for engagement with global audiences in which PEP, PEP 

researchers and collaborators can participate actively. 

Guiding question for communication plans: How can we raise the profile and influence of PEP? 

● Support: This tier involves actively supporting PEP partners and PEP researchers to deliver their 

own (and as a secondary effect, PEP’s) communication objectives by: 

o Leveraging the PEP brand in support of PEP members 

o Providing tactical support to PEP’s members to reach their priority audiences  

o Providing technical support to PEP’s members to develop and deliver their 

communication strategies and campaigns 

Guiding question for communication plans: How can we raise the profile and influence of PEP 

members? 

To achieve this dual role, PEP communications will assess opportunities and make decisions on a case-

by-case basis against an agreed set of strategic priorities: opportunities to influence or reach a global 

audience will be approached as PEP (PEP agency), and opportunities to influence and reach regional 

and national audiences will be approached by supporting local researchers to represent the PEP 

brand (PEP support).  

This requires understanding PEP’s stakeholders and their needs- how they consume information and 

what their preference is when receiving information. This means that PEP will have to package and 

communicate their research accordingly, both at local level (through ‘PEP support’ communications) 

and at international level (through ‘PEP agency’ communications).   

Whilst PEP is successful in influencing its audiences at the national level (this strategy will continue to 

build on this success through ‘PEP support’), it encounters a barrier when scaling this up to donors and 

other (international) audiences (this strategy will work to overcome this barrier through ‘PEP agency’). 

With new systems in place, along with internal learning of what is working and why, PEP can build on 

the processes that work and scale-up. 

Analysis and preparation: 

● Analysis of how PEP’s audiences are consuming the research produced by PEP researchers 

● Analysis of PEP’s “competitors” in relation to common stakeholders, exploring PEP’s unique 

selling point versus competitor’s strengths 

 
6 This is inspired by ODI’s Network Functions Approach 

https://www.odi.org/publications/579-strengthening-humanitarian-networks-applying-network-functions-approach


● Analysis of PEP communication team’s needs, task list and terms of references in light of the 

objectives listed above.  

● Strengthening internal communications between PEP’s communications team and PEP’s 

leadership as the team implements its new communications approach. In the first phase of this 

implementation, this means sharing the plan, communicating updates to changes in activities, 

sharing results, answering questions and reporting updates to the strategy. 

Preparation activities: 

● Identifying 4-5 themes of PEP research that external communications and promotional activities 

shall focus on – i.e. to demonstrate PEP’s contribution to development policy debates  

- First theme selected: Women’s economic empowerment, launched in March 2021 

- Other themes to be identified/selected in consultation with management 

● Creating an editorial calendar focusing on strategic objectives – see working document – PEP 

editorial tools 

● Identifying spaces to share PEP’s research and knowledge in priority areas/themes, as well as 

place its researchers as top references – this includes:  

- Packaging PEP’s research outputs to reach target audiences through their channels 

- Identifying “spokespeople” to represent PEP’s work/value in each of the priority 

themes/areas 

● Establishing editorial guidelines and communication processes – see annexes and working 

document – PEP editorial tools – this includes: 

- Updating dissemination plan guidelines for research outputs, and linking them to ‘PEP 

agency’ communications 

- Creating a social media plan template 

- Establishing processes which share responsibilities with researchers and “friends of PEP” 

- Creating event guidelines and strategic criteria for participation/hosting 

 

4. Flagship projects: 

To deliver the strategy, PEP will deploy priority outputs and activities through a range of communication 

and engagement channels.  

The following table describes PEP’s flagship projects/activities7. PEP’s flagship projects and activities (left 

column) can be interpreted as outputs that will happen throughout the year. The top row outlines the 

tools available to communicate these flagship projects. The content of the table suggests if the 

communications will be approached as PEP support or as PEP agency. See Annex 1 for the detailed 

process and requirements related to each type of projects and main outputs. 

 
7 Flagship projects/activities can be predicted in advance. Other projects or activities may fall within these or could follow similar 
planning.  

https://docs.google.com/spreadsheets/d/11-ZjAKyzjqddxdIQezVg9iT4UN3dZ1ZhmA7eEqVk_YE/edit?usp=sharing
https://docs.google.com/spreadsheets/d/11-ZjAKyzjqddxdIQezVg9iT4UN3dZ1ZhmA7eEqVk_YE/edit?usp=sharing
https://docs.google.com/spreadsheets/d/11-ZjAKyzjqddxdIQezVg9iT4UN3dZ1ZhmA7eEqVk_YE/edit?usp=sharing
https://docs.google.com/spreadsheets/d/11-ZjAKyzjqddxdIQezVg9iT4UN3dZ1ZhmA7eEqVk_YE/edit?usp=sharing


Table 2: Flagship projects 

 Publications Events Media (external) Digital/ multimedia Experiential8  

PEP conferences and webinars PEP agency +  

PEP support 

 

PEP agency PEP agency PEP agency PEP agency 

PEP papers  
(papers and briefs from PEP-
supported projects) 

PEP support +  

PEP agency 

PEP support +  

PEP agency 

PEP support +  

PEP agency 

PEP support +  

PEP agency 
- 

Annual reports PEP agency 

 

PEP agency PEP agency PEP agency PEP agency 

Journal publications PEP support +  

PEP agency 

 

- - PEP support +  

PEP agency 

- 

PEP website PEP support +  

PEP agency 

 

- PEP support +  

PEP agency 

PEP agency PEP Agency 

External platforms PEP agency 

 

- PEP agency PEP agency - 

Participation in external 

conferences and other events 

PEP support +  

PEP agency 

 

- PEP agency PEP support +  

PEP agency 

- 

Other publications (incl.  
impact stories and other 
outputs for donor/fundraising) 

PEP agency +  

PEP support 

PEP agency (if and 

when applicable) 

PEP support +  

PEP agency 

PEP support +  

PEP agency 

- 

Papers by affiliated 

researchers/partners 

PEP agency   PEP agency PEP agency PEP agency - 

 
8 Experiential: this could involve (face-to-face or virtual) exhibitions, festivals, activations, games, etc. 



5. Barriers and enablers to achieve PEP’s communication objectives9:  

The following barriers and enablers affect the achievement of PEP’s communication objectives. 

Table 3: Barriers and enablers to achievement of PEP’s communication objectives 

PEP and the broader context Communications team: 

Barriers:  

● The perception that domestically-

generated evidence and knowledge 

might not be of high-quality 

● Funding constraints and access to new 

funding sources 

● Tradeoffs between capacity-building 

and research activities 

Barriers 

● The communications team does not have 

autonomy over its decisions, and multiple 

actors with differing views and priorities are 

involved  

● Need to produce a large number of 

outputs and communication tasks makes it 

difficult for PEP’s communications team to 

work strategically 

● Tradeoffs between activities focused on 

raising the profiles of researchers and 

raising the profile of PEP as an organisation 

(corporate communications) 

Enablers:  

● Demand by donors for locally-generated 

knowledge  

● In the frame of the 2020 health crisis and 

travel restrictions, the need to work with 

teams in-country in order to produce 

knowledge 

● Acknowledgement by decision-makers 

that local researchers are uniquely well 

positioned to provide high-quality, policy 

relevant research  

Enablers 

● Support of PEP’s leadership to develop a 

strategic communications approach to 

PEP’s work, and participation of 

management in its implementation 

● Strong capacities in-house and dialogue 

between communications team members 

● Recognition within PEP of a need for 

change in its approach to 

communications 

 

6. Resources: 

Human resources: The PEP communication team is made up of one communications officer and one 

communications director (30% of her time). The communications director time is shared with her role 

as MEL lead. 

Other: As the implementation of this strategy progresses and PEP continues to monitor its 

communication activities and their impact, it might consider widening its communications team to 

include specific skill sets. These can include digital communications, involving editors or freelancers 

to produce other forms of digital outputs such as videos, animations or podcasts. This will only 

become evident as PEP evaluates their impact and can identify where additional support is needed.  

 

Additionally, the communications team needs to be strategic about their engagement with PEP’s 

leadership, research groups, research fellows, and grant recipients – both in terms of task/time 

allocation and prioritization in view of achieving its core objectives. 

 
9 This considers what might create a challenge and what will help PEP to influence the changes it has to see, expects 
to see, would like to see, and would love to see described above. 



7. Monitoring and learning:  

To assess whether the communication strategy is on progress we will monitor progress along the progress markers10 for each priority audience:  

Table 4: Markers to assess progress in achievement of PEP’s communication objectives 

 Development partners 

(incl. multilaterals and 
foundations - as potential 
funders and consumers of 
PEP research) 

Policymakers 

(incl.: policymakers, civil 
society, national and 
regional governments) 

PEP network  

(incl.: partners, researchers, 
PEP alumni, and policy 
mentors) 

Academic audiences / 

scientific community 

Other 
(incl. partner 
organisations and the 
media) 

Expect to 

see  

Continued funding PEP research used 
(measurable using PEP’s 
indicators and building 
upon these). 

PEP branding/ citation 
guidelines shared with PEP 
network (or included in 
contracts etc) 

50% increase in number of 
PEP papers published in 
scientific journals and 
presented in high-level 
conferences. 

80% of PEP researchers 
acknowledge PEP support 
and use PEP branding when 
featured in academics 
platforms. 

PEP quoted or asked 
for commentary 

Like to see  All relevant donors 
recognise the PEP brand.  

New funding source/s 
secured  

75% of research by PEP 
researchers used or 

referred to by 
policymakers 
(measurable using PEP’s 
indicators and building 
upon these). 

80% of PEP researchers 
adhering to PEP branding/ 

citation guidelines 

PEP researchers are selected 
or awarded in competitive 

international calls for 
proposals - 3 
occurrences/year 

PEP research and researchers 
are cited in scientific literature 
- 5 citations/year.   

Increased number of “reads” 
of PEP research papers on 
Research Gate - – 50 
reads/year. 

100% increase in 
invitations to PEP to 

contribute to third 
party platforms /events 
on PEP priority hitlist. 

Love to see  Donors perceive PEP as 

the go to organisation to 
access and support the 
generation of local, high 

National policymakers 

actively commission or 
seek-out the advice of 

80% increase in number of 

PEP partners and 
researchers that participate 

Experts from the scientific 

community invite PEP to 
collaborate in research 
projects – 2 invitations/year. 

Continued 

engagement with the 
media at the national 
level. 

 
10 The baseline for these indicators will be produced by June 30, 2021 



quality and relevant 
research to address local 
challenges.  

Donors provide support to 
PEP through long-term 
commitments to its 
mission.  

PEP partners and 
researchers.  

Global/regional 
policymakers (in IFIs, 
bilateral, foundations) 
actively commission and 
seek-put the advice of 
PEP and PEP researchers. 

actively11 in PEP’s visibility 
and development. 

They communicate PEP’s 
work to their own 
audiences. 

 New partnerships 
established for 
collaborative work or 
for join applications for 
new funding – 2 
occurrences/year  

Also, to assess the progress in terms of visibility and branding of PEP, we will track the following list of “reach” indicators, which are readily available 

through PEP’s existing databases and online tools.  

Table 5: Indicators to track progress in promoting the visibility/branding of PEP  

Tool / activity 

 

Previous year Current year –  

June 30 

Current year – 

December 31 

Increase / 

decrease (%) 

Next year target 

Website page views      

Website visitors      

Website bounce rate (average 

time spent on website) 

     

Working paper downloads      

Policy brief downloads      

Newsletter recipients      

Newsletter active reads (reader 

clicks on links)  

     

Facebook followers – new (total)      

 
11 As evidenced by e.g. citations, co-branding as PEP requirement, creation of communications opportunities that align with PEP communication priorities  



Twitter followers – new (total)      

Linkedin followers – new (total)      

Youtube – video views 

(engagement) 

     

Media – mentions of PEP       

Media – mentions of PEP research      

Finallly, each output, channel and approach will be assessed using relevant indicators to keep track of their efficiency and effectiveness, draw 

lessons and make recommendations to the strategy12.  

Table 6: Evaluation framework to assess performance of PEP’s communication outputs  

Tool / activity 

 

Management: 

Did the communications 
work go out on time and to 

the right people? 

Outputs: 

Is the work appropriate and 

of high quality? 

Engagement: 

Direct responses to the work 
– was the work shared or 

passed on to others? 

Objective: 

Use of communications to 
make a change to behaviour, 

knowledge, policy or practice. 

Publication     

Website     

Digital channel     

Media     

 

8. Timescales (suggested):  

Four-month trial implementation, followed by a learning exercise (what has worked, what hasn’t) to then make a detailed plan for year one of 

implementation, outlining reviews and revision points on this three-year strategy.

 
12 This assessment process will be incorporated into the “working document – PEP editorial tools”  

https://docs.google.com/spreadsheets/d/11-ZjAKyzjqddxdIQezVg9iT4UN3dZ1ZhmA7eEqVk_YE/edit?usp=sharing


 

 

Annex 1 -  PEP Publications Overview 
 

 
Policy Brief Working Paper Findings summary News Thematic article Annual Report Blog-style post 

Definition Policy recommendations with 
analysis & context 

Externally-reviewed research 
paper 

Main research findings from 
a specific project 

Recent activities & events 
by PEP staff and affiliated 
researchers 

Summary of issue and PEP 
findings on this issue 

Summary of PEP’s impact and 
outputs from PEP projects  

Single author, single issue 
article (personal expertise) 

Audience National policymakers and 
stakeholders 

Very well-informed Wide Wide  Wide Members, clients 
/potential clients 

Wide 

Tone Persuasive, accessible, 
credible 

Scientific/technical Concise, informative, 
accessible 

PEP’s contribution/ 
added value 
(output/outcome-focused) 

Advocate for issue, provide 
basis for discussion on ways 
forward 

Dynamic, informative, 
accessible 

Informal, jargon-free, 
discursive, personal 

Language English, and team’s official 
language 

English, can also be in French English English English English English 

Branding PEP only PEP first even if co-branded PEP only PEP only PEP only PEP only PEP only 

Distribution Online. Project teams may 
produce hard copies 

Online Online Online  Online  Mostly online.  
Hard copies for VIP attendees if 
physical conference held 

Online  

PEP website Yes: policy briefs page. Linked 
on Findings 

Yes: working papers page. 
Linked on Findings 

Yes: Front page,  
Recent Findings page 

Yes: Front page, News 
page. 

Yes: Front page, News page Yes. Reports page & shared as 
news item 

Yes: Front page, News page. 

E-newsletter Yes Yes Yes On case-by-case basis Yes Yes Yes 

Social media Yes:  

- Recommendations (Tue) 

- New publication (Thur) 

Yes: New publication (Thur) Yes: Facts (Tues) 

• Include video/ 
infographic 

Yes: News (Fri) Yes: News (Fri), relevant 
occasions (e.g. UN days) 

Yes: highlight key sections & link 
to full report (Fri) 

Yes (Mon) 

External 
platforms 

Project teams share with 
national media 

SSRN, REPEC Share with collaborator 
networks 

Share with collaborator 
networks, if relevant 

Share with collaborator 
networks 

n/a Share with collaborator 
networks 

Time frame Three weeks from final team 
revision 

Three weeks from approved, 
edited version 

One week from publication 
of WP and/or PB 

Three days One month Two months Two weeks 

Length 1500 words 30-40 pages 250 words 250-800 words 800-2000 words n/a 800-2000 words 

Text boxes Yes: include in word count No No Can be used, include in 
word count 

Can be used, include in word 
count 

Yes n/a 

Graphics One – may affect word count Yes Welcome post website 
update, may affect word 
count 

Can be used Avoid, unless essential Yes Avoid, unless essential 

Photos 1-2 relevant images Case by case 1 relevant image 1-2 relevant images 1-3 relevant images 
depending on article length  

Yes 1-4 relevant images 
depending on article length 

Source Based on approved Policy 
Paper 

Research activities & 
approved final report  

Based on published Working 
Paper 

Staff, RDs, RPs, RFs, project 
teams 

PEP research projects M&E, publications from 
preceding year 

PEP-affiliated experts 

Copywriting Project team Project team  Comms Officer Comms Officer Comms Officer, RFs, external Comms Director & Officer PEP-affiliated experts 



Editing Comms Officer (English) 

Comms Director (French) 

External editor n/a n/a Comms Officer Comms Officer Comms Officer 

Formatting Comms Officer Written directly into formatted 
template. Grant Admins 
check/correct. Comms 
Officer add cover page 

Comms Officer Comms Officer Comms Officer Comms Director & Officer, 
DSMO 

n/a 

Sign-off Comms Officer Comms Officer Comms Officer Comms Officer Comms Director & Officer Executive Director Comms Director & Officer 



 

 

ANNEX 2 – Example of PEP Communications Action Plan 

Subject/project: 2021 PEP Policy Conference 

Target date: 4th June 2021 

Audiences 

Policymakers, development partners, collaborating organisations, media, academic/scientific community, 
PEP network 

Communications objectives 

• Increase awareness of event and interest in attending among target audiences 

• Increase awareness of problem of low southern participation in economic policy debates 

Key Issues 

Southern participation in economic development policy debates 

Background messages 

• Understanding local needs is essential when responding to a problem and even more critical in a crisis  

• Governments and organizations in the Global South rely overwhelmingly on foreign expertise to inform 
their policy decisions.  

• Global development policy debates are dominated by multilateral organizations headquartered in the 
Global North 

• Event organised as part of the 2021 PEP Annual Conference 

Key messages 

• Need to increase the participation of Global South researchers in development policy debates 

• Public online event to discuss how  

• Invitation to register now  

Communications events 

Date Message(s) Audience(s) Tool(s) Channel(s) 

March 

TBC 

- Need to increase the participation 

of Global South researchers in 
development policy debates.  

- Policy Conference to discuss how 
- Keynote speaker 

PEP network Event news  Website, 

social media, 
newsletter 

March 
TBC 

Requesting your presence/ 
participation at PEP policy 
conference 

Partners & clients 
(VIPs) 

Invitation  Personalised 
email 

April TBC - Argument for why participation of 
Global South research is 
important, urgent and what we 
don’t know. 

- Public policy conference featuring 
keynote speaker 

- Register now 

Policymakers, 
Clients/potential clients, 
Media, 
Academic/scientific 
community,  
Collaborating 
organisations,  
PEP network 

Thematic article,  
teaser video 

Website, 
social media, 
newsletter. 
 
Share with 
collaborating 
organisations. 

May TBC [Repeat first messages] Public & PEP network Event graphic/ 
video 

Social media, 
mailing 

May 28 1 week until the Policy Conference: 
register 

Public & PEP network Event graphic/ 
video 

Social media, 
mailing 

June 3 Join us tomorrow Public & PEP network Event graphic/ 
video 

Social media, 
mailing 

Spokesperson/people 

Jane Mariara, Nisha Arunatilake, 

Outcome achievement measure  

Number of event registrations, number of attendees 
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