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Introduction
The development of the Internet has fundamentally changed the nature of public
communication. In previous times, channels of communication were limited to mass media
such as newspapers, radio, and television. Public communication was almost synonymous
with mass communication. The internet has changed the landscape completely. Whereas
before, media had been monopolized by large corporations, now, each member of the public
can widely disseminate their personal opinions. Media channels themselves have become
more diverse in their format, such as the spread of various social media, as well as the
content they carry. Different segments of the population are choosing to use different
channels.
Communication has altogether become more personalized and tailor-made to respond to
individual interests, as can be seen in the evolution of advertising that is now based on
sophisticated algorithms guided by the extensive collection of data that Web2.0 has enabled.
However, while this evolution is progressing fast in the business sector, the public service
sector has been slow to embrace technology in its communication. In some cases, it has yet
to fully utilize even old media. AFPPD organized this seminar to bring its members up to date
on the change described above, providing theoretical as well as practical knowledge on how
to utilize media, including new media such as social media. The overall aim was to upgrade
its communication to further raise awareness and garner support on issues related to
population and development.
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Commencement of lecture
Prof. Kiyoko Ikegami (AFPPD Interim Executive Director) welcomed the speakers, 15
participants from some 10 countries, and observers. She shared that AFPPD has
organized several seminars and training sessions in 2021 despite the ongoing COVID-19
pandemic. Prof. Ikegami expressed hope that the participants will learn effective
communication strategies to convey necessary information about population, SRHR
(Sexual and Reproductive Health and Rights) and development through this seminar.

Opening remarks
The Hon. Prof. Keizo Takemi (AFPPD Chair)
In his opening address, the Hon. Prof. Takemi emphasized that it is high
time for each AFPPD member to build the capacity to work strategically
together with the media.
Even before the pandemic, globalization required everyone to become technology savvy as
the Internet served as the meeting place for many people. But many AFPPD members have
remained spectators on the sidelines.
The Hon. Prof. Takemi noted that AFPPD has organized two online seminars on media, in
June and July, hoping to equip the members of the parliaments and the secretariat with the
proper ammunition to advocate and wage online campaigns successfully.
He expressed hope that this seminar will help the AFPPD National Committee members, and
the special honorable members of the parliaments, embrace behavioral and social changes
to better convey advocacy messages. He also expects them to gain insights and industry
knowledge about branding campaigns and developing a strategy to reach out to a digital
audience.
(Note: This video message by the Hon. Prof. Takemi was played later in the seminar due to
technical problems.)
Mr. Björn Andersson (Regional Director of UNFPA Asia Pacific)
Mr. Björn Andersson acknowledged the world is changing rapidly, and
so are methods of communication. Therefore, strategic communication
is ever more vital to building trust and credibility in this digital era.
The ongoing global pandemic has placed even more importance on how UNFPA
communicates with diverse audiences to achieve its three transformative results: 1) end
preventable maternal deaths, 2) end the unmet need for family planning, and 3) end gender-based
violence and all harmful practices. UNFPA continues to engage with parliamentarians and
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policymakers across the region and beyond through virtual conferences and online consultations
to advance its agenda.
Mr. Andersson also pointed out that UNFPA has increased investments in promoting key
messages on social media to reach a wider audience.
He emphasized that a crucial pillar of strategic communications is storytelling with a human face,
backed up by data and evidence, and that every policy and piece of legislation that
parliamentarians and governments introduce is intended to benefit real people and real lives. We
make our communications genuine by moving beyond jargon to the language and stories of life.
Although UNFPA is using innovative communication methods to accelerate the landmark program
of action that was forged at the 1994 International Conference on Population and Development,
and thereby contribute to achieving the UN’s Sustainable Development Goals by 2030, one
organization cannot do this alone and needs partners.
He expressed hope that today’s session on strategic communications will equip the participants
with the latest and most effective skills. Working together to strengthen collective communications
and their impacts will bring about policy changes and achieve sustainable development for all.
--------------------------------------- Photo session ---------------------------------------
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Session 1: How is digital transformation changing population and
development communications?
-What’s changing? Why should you care?
In a time of digital transformation, we are constantly consuming a mass of information, across
multiple channels, at the same time. It is becoming increasingly difficult to catch one’s
attention, and even more so to hold their attention. Communicators must know how to meet
their audience where they are, wherever they are, and to make their message compelling
enough to entice action and engagement. At the same time, digital has brought to
communicators the ability to develop diverse messages and to deliver these messages in a
dispersed manner, allowing communication to be more tailored to individual interests and
needs, thus increasing the likelihood of engagement. Policy makers who leverage such
advantages of digital in their strategic communication will be equipped with an ever-morepowerful tool to activate and mobilize people for social change.
Ms. JJ Lee, a moderator of the day’s sessions, introduced herself and her team from APCO,
an advisory and advocacy communications consultancy that specializes in public affairs. In
a brief overview of APCO, she said their clients include many executives, corporations,
governments and NGOs that are looking to navigate this new world of communications and
accelerate progress on some of their initiatives.
Ms. Lee opened the session with this quote:
“No individual, enterprise or government can afford to be unaware of the
implications that the growing use of digital media and information content and
services will have on industry and society.
We must begin planning for how our increased connection to digital media will
continue to change the very fabric of our society.”
-Sarita Nayyar, Managing Director World Economic Forum USA-

She pointed out that many governments are now going through a digital transformation,
which will change expectations for how people should communicate. As an example, she
cited Singapore’s digital government blueprint, which envisions a government that is “Digital
to the Core, and Serves with Heart.” She said the human story within digital communications
is still key to everything when communicating with citizens, business leaders and others.
The ability to communicate with the constituency and stakeholder satisfaction have become
more important than ever, and in the case of Singapore, they are used as key performance
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indicators. In addition, public officers’ digital capabilities as well as how they transform their
digital projects and practices will also be crucial to carrying out the digital transformation.

Public servants are now entering a ‘noisy’ landscape
Ms. Lee noted that in the past, TV was the primary source of information, but today people
have easy access to multiple platforms. In fact, it’s not unheard of for someone to watch TV
while surfing the Net on their iPhone and doing something else on their computer. Divided
attention is the new reality. For communicators, this means there is only 10 seconds or 30
seconds at most to get their idea across or grab their audience’s attention. Knowing where
the audience is and where to reach them more effectively leads to more efficient, costeffective campaigns, she said.
What makes content ‘viral’?
A global study by UM that explored why certain online content promoting social issues or
awareness goes viral, revealed that the motivations for sharing content differed quite a lot
depending on the kind being viewed. Take for instance content that promotes a social cause.
This study showed that most people are looking to change people’s opinions by sharing that
content within their network. Their secondary reason appears to be to earn the respect of
others. Some share the content to feel a sense of belonging.
On the other hand, if the content is controversial, many share it to get other people’s opinions.
Another reason is to have fun and be entertained. The study also showed that some want to
express their position and publicize what they stand for.
Ms. Lee then talked about generational context. What flash points will really mobilize certain
age groups? A global study showed that baby boomers are vocal about and motivated by
environmental sustainability issues and corporate transparency. “That’s a flash point where
you can get a lot of baby boomers very excited” if you are sharing content about these issues,
Ms. Lee said.
While millennials are the hardest to reach and mobilize, the study suggests that they are
equally concerned about a variety of issues, from environmental sustainability to social
impact accountability. But they are less impassioned about philanthropy.

Effective communications can transform public engagement
Ms. Lee emphasized that effective communications can transform public engagement.
Combining face-to-face interaction with digital strategies allows people to dialogue directly
with politicians, civic officials and government agencies. It can give a human face to the
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issues and policies, she said.
In times of crisis, getting a message into circulation can be extremely effective. Ms. Lee gave
as an example Dr. Anthony Fauci’s series of #SocialDistancing videos. They proved to be
very popular during the height of the pandemic in 2020.
The next issue Ms. Lee talked about was sustainable citizen engagement.
How can we sustain engagement with the public? How do we keep the public informed? How
do we build trust with our public and also humanize our brand?
To answer these questions, Ms. Lee introduced the example of UK Department of Education
initiatives. Youth Mental Health Ambassadors put out a series of interesting videos about
young children’s mental health and wellbeing. It was done through consistent messaging,
which also made it sustainable, she said.
She also noted that testing messages online is a useful way to receive immediate feedback
from your constituents and see responses to types of content and approaches. There is no
need for a massive communication budget. Instead, she advised thinking about what the
audience prefers and asking the following questions.
1) Is the audience in love with data?
2) Are they much more focused on video?
3) Do they like 40 words or less?
4) Do they like human stories?
Ms. Lee recommended that the participants try out these different approaches over a threemonth period to learn about how to communicate effectively with the communities.
Most effective communicators are always aware of their audience and what motivates them
and what platforms they are on. They also segment their messages based on different
content types and platforms.
What makes an argument compelling?
Then, Ms. Lee asked the participants to share their experiences and opinions about what
makes an argument compelling.
Ms. Nenita Dalde (Manager, Center for Advocacy and Partnerships, Philippine Legislators’
Committee on Population and Development) said: If the issue is affecting people and
someone they love, such as families, friends and community, the message regarding the
issue becomes compelling. This is universal regardless of which country they are in, and
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that’s why human stories make arguments very compelling.
Ms. Lee also asked about what makes an argument trustworthy.
Mr. Rahul Sharma (Managing Director, APCO India) said it depends on who leads the
narrative and communications. If people who delivered the policy are respected, people tend
to look up to and trust them. Mr. Sharma gave the example of Indian Prime Minister Modi,
whom he said people trust. He asserted that the prime minister is a great communicator
because he tries to connect with people directly by going on a radio show every Sunday to
take questions from them.
Ms. Lee emphasized that an argument may become more compelling if it has an emotional
component or human story, and it should be delivered by a key spokesperson or expert that
the audience views as credible. In addition, data should come from a credible source. “You
can’t really mobilize people unless you have that component to your messaging. Ask yourself
as we are building out campaigns, ‘Do we have all the pieces?’ ‘Are all the right people at
the party to really create this magic?’”
Ms. Seiko Indo (Senior Director of APCO Tokyo) then showed a “Communications
Checklist.” She noted that communication campaigns can involve many people, and it is
always important for the entire team to understand what the campaign is all about and go
through this checklist before working on the actual messages.
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The Integrated Communications ‘Echo Chamber’
Mr. Rahul Sharma provided a brief background of the communications environment that
governments and public officials find themselves in today.
Mr. Sharma noted that in today’s world, there are any number of platforms where anybody
can express their views on anything, which greatly complicates the communications process.
Governments and public officials are now able to communicate directly with citizens and
Internet groups, effectively rendering traditional media irrelevant, he said.
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Mr. Sharma said, as the slide illustrates, there is an “echo chamber” made up of four medias:
the owned, shared, paid and earned. With so many social media platforms, he said the way
to raise one’s profile is to use different communication channels to reach a larger audience.
To create an echo chamber that helps a message reach as many people as possible, it is
essential to consider what, how, when, and with whom to communicate, he said.
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Session 2: Best Practice Examples
1. Covid-19 vaccine communications strategy in India
Mr. Sharma discussed the Indian government’s communication strategy for ensuring
compliance with its vaccination program. The following is a summary of what he shared with
the participants.
The Indian government’s program was aimed at a) mitigating any potential disappointment
expressed due to unmet demand for the vaccine, b) addressing vaccine `hesitancy’ owing to
misconceptions and c) providing information on potential risks and responding to unforeseen
crises during the vaccine rollout.
Based on the strategy, the Indian government took the following actions.


The government brought together several partner organizations to create content and
outreach programs using digital platforms. It worked with Facebook and Twitter to create
pages and posts on their platforms, created its own website and developed apps for
people to use to register for vaccinations.



The government put together an integrated advocacy communication program.



The Ministry of Health & Family Welfare set up a national media sponsor to make sure
information about the vaccine program (such as the number of cases and vaccine doses
going out) was authenticated and made available through proper channels.



National media houses participated in exercises and discussions to send out information.



Information was made available in several languages.



The national communication strategy was broken down to state- and district-level plans
to cover more than 1.35 billion people in 600 districts across the country.



The government engaged community mobilizers, such as faith leaders, and frontline
workers.

Mr. Sharma asserted that as a result, the whole campaign, which utilized public policy, the
latest technologies and the latest content creation capabilities, resonated well.

2. Promoting Women’s Health in Japan
Ms. Indo shared an example of a project to promote women’s health in Japan, which APCO
worked on. Though the Japanese government has backed various initiatives to increase the
number of women in the workforce, little attention has been paid to women’s health in its
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policies. Ms. Indo said that as the workforce was predominately male and health care policy
was also male-focused, the objective of the campaign was to improve women’s access to
gynecological care and health services.
The following are details of the program shared by Ms. Indo.


The approach was a 360-degree campaign of research, content development, multistakeholder engagement, involving media, academics, women’s groups, medical
experts, thinktanks, businesses and policymakers.



The APCO team built an advocacy network of academics and various businesses,
including the client’s competitors.



A leading health think tank produced evidence that failing to address women’s health
issues in the workplace would result in the loss of as much as US$60 billion.



Extensive media outreach was done with press education seminars. Various research
announcements for the media were timed for International Women’s Day.



Partner civil society organizations and women’s groups helped spread the contents on
social media.



Worked with politicians to convince policymakers to create legislation.

Ms. Indo said this was a successful media campaign as a result of a multi-stakeholder
approach that told a story backed by strong evidence about why the issue matters. She also
added that the campaign led to a policy change that required companies to address female
employees’ health as well as a call for the improvement of health education in schools.
3. Example of PR evaluation for a US-based private foundation
Ms. Gemma Kyle (Associate Director, APCO Singapore) presented an example of a
measurement method in a project for The Rockefeller Foundation, an American philanthropic
institution that works on eliminating poverty, addressing health inequalities, improving food
security and securing livelihoods.
Ms. Kyle said in 2020, the Foundation’s Asian headquarters in Bangkok asked APCO to
measure their influence and credibility in the digital space in key Asian countries. To do that,
APCO established a baseline to measure the progress and success of communication efforts.
China, India, Myanmar and Thailand were chosen as the countries where the Foundation is
most active in Asia, she explained.
The following are the tools used for the measurement, introduced by Ms. Kyle.
Quid – a consumer and marketing intelligence tool that uses AI to search, analyze and
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visualize large volumes of text from online news articles, blog posts, company profiles and
patents. It allows users to explore trends and conversations on a particular topic and discover
some of those emerging themes, which might be influencing people’s behavior.
Talkwalker – a listening and analytics tool that analyzes online social media conversations
in 92 languages. It helps organizations to track mentions of themselves and understand
audience perceptions about their brand or about an issue of interest.
These tools show the number of mentions of an organization or a person, audience sentiment
and the key words that are driving that sentiment. They can also reveal thematic topics of
online conversations, and how these conversations are connected. They also show audience
profiles, which include demographic data, age, gender, occupational information, location
and interests. All the information is gleaned from publicly accessible social media profiles.
Since each tool has limitations, Ms. Kyle said they were used in combination. The results of
the measurement revealed that the Foundation’s influence and credibility were very much
tied to the size of grant making in specific countries, the Foundation’s physical presence on
the ground, and their high-profile partnerships.
4. Artificial Intelligence adoption across APEC member countries
Ms. Lee shared an example of the work APCO did for the National Center for APEC
(NCAPEC) with Microsoft in 2020. The project was to build a supportive policy environment
for AI adoption, innovation and growth across all sectors in the APEC region to accelerate
economic recovery from COVID-19.
Ms. Lee said that NCAPEC already had a 72-page report on AI case studies covering 10
different sectors from 14 economies. But the report itself was not in an attractive format and
there was no social media strategy to disseminate it.
Ms. Lee said that they had carefully planned how and when to launch the campaign, which
audiences to target and which platforms to leverage, and took the following actions.


The team built a microsite to house all the information.



They launched a 90-second video that summarized the report.



They made the finalized report interactive, so that it could be shared with numerous
stakeholders.



They reached out through the media in various ways, including with op-eds written by
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executives.


They carried out all the campaign initiatives simultaneously and timed the information
release to coincide with the APEC CEO Summit.



They leveraged many partner channels such as local chambers of commerce and
industry association partners that are interested in this issue.

As a result, Ms. Lee said that the campaign strengthened APEC’s commitment to AI and
enabled various AI-related policies. It opened up a new avenue of multi-channel and policy
conversations. (What is the digital future? What policies should we be looking at and sharing?
What can we learn from each other?) It also inspired discussion of other topics like privacy
regulation, she said

---------------------------------- Question and Answer ---------------------------------Following the case studies, Ms. Lee read out some questions from the floor for the speakers
to answer.
Q: How can we have a conversation around these campaigns when we have some
stakeholders who are very focused on short-term ROI or impact, whereas others have
the appetite for a more long-term approach? How have you mitigated that or worked
that conversation with various stakeholders and partners?
Mr. Sharma: We should balance it out and keep it fresh. The best way to deal with this is to
keep ears and eyes open and make sure to be active on research, feedback and coming up
with new ideas so what we offer to our stakeholders is up to date. On any campaign, you will
always have naysayers. What’s important is how do we make them partners and bring them
on board by addressing some of the issues they care about. But the campaign has to be kept
fresh and the same campaign should not continue for one or two years or even six months.
The problem today is that everybody has a short time span and is looking for something new
all the time. Keep them part of what you are trying to do and keep a conversation with them.
Ms. Indo: The campaign I introduced was a five-year campaign, but our goals have changed
across time. As I said, we started with women’s health and the workplace, and then moved
to education. Responding to the needs of the time, the mood of the audience, we must
constantly understand what people are expecting and align it with policy priorities. If it’s now,
it is about COVID. What are the gender disparities happening? What are the social
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determinants of health outcomes? I think that freshness aspect is very important.

Q: Ms. Indo mentioned working with private sector partners. What are some of the
challenges and opportunities when you are working, doing a public/private crossover
or collaboration?
Ms. Indo: Some of the key challenges are setting the KPIs. Businesspeople and
policymakers often work with completely different timelines. So how do you agree on KPIs?
How do you break your campaign down into milestones to make sure that there are regular
checks in terms of recognizing how and what you’ve achieved and taking it to the next level?
Breaking things down into digestible mini projects is very important.
Another point is about balancing. From a policy perspective, it is about managing
stakeholders and managing interests, but businesses can sometimes find this frustrating.
While businesses often focus on stakeholders who are supportive and try to amplify those
voices to push through with their agenda, policymakers have shifting priorities depending on
various factors, including urgency and fairness. By holding very candid conversations about
who are the stakeholders and what are their concerns, both sides need to come together.
Mr. Sharma: In terms of social impact, there is greater understanding. Many corporations
are engaged in CSR work and there are issues where they can connect with policymakers.
There are a lot more extra conversations taking place now than in the past.

Q: Do you find that there are limitations when we are looking at digital strategies for
tools in a country versus a region?
Ms. Kyle: It is always important to make sure that the tools you’re going to use actually have
the capabilities within the language of that target geography. Different dynamics exist within
those countries. Capturing the news headlines and issues that will be rising to the top of the
agenda may be different. It’s often easier to segment your analysis by that, rather than to
look regionally.
Mr. Sharma: It also has to do with culture and social norms that exist in different places,
which define how people consume information, what they are looking for and whether they
are going to trust what’s coming their way. When you are using a certain language, you are
trying to address a certain kind of audience, who is extremely different from another audience
and have completely different social norms they follow. It becomes extremely important to
understand what are the kind of tools that you can use. But sometimes it makes sense to
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have direct conversations where politicians and MPs come in because they know their
constituencies very well.

Q: How important is physical communication infrastructure in an MP’s ability to
engage with the public and discuss policy? Where are the alternatives given that not
all AFPPD members have the infrastructure nor the resources to set up one in the near
future? Do you have any step-by-step tips to achieve the same outcome?
Ms. Lee: This is where partnerships play a huge role. I’ve seen MPs do a phenomenal job

of pulling together a communications strategy around an initiative by leveraging some of
their partners’ resources. Associations and NGOs often have in-house communications
teams who are willing to lend their resources if you are an MP.
NCAPAC, for example, didn’t have a huge budget, but they were able to bring Microsoft
in, which is in the private sector; and they were able to bring APCO in. Do you need a
paid media strategy always? Not necessarily. Pick and choose what you think is quite
important in this communication strategy. Videos will be somewhat costly to create, but
the gist or small infographics or small digital sorts of things sometimes get just as much
mileage as a microsite.

Ms. Indo: Partnership is something we really leveraged in our campaign. The main
sponsors were healthcare companies, who were prohibited from campaigning on digital
or social media. We did not have a web page for the campaign, and we relied on our
partners who went out with our messages and the content that we created and then
disseminated them on their channels.
The other thing was that we didn't have any paid media and it was all earned. Why did
the media report about it so much? I think that it is the strength of the content and the
message and the narrative, making sure that it is relevant to and that it resonates with
your audience, so there is demand for information.
Mr. Sharma: There are countries where visibility is high and all people have mobile
phones to engage and get information. But there are parts where it does not
exist. Singapore is a very different example from the Philippines or from Afghanistan or
from Cambodia. India is a very different experience from in other countries, given the
size, the kind of complex mix of people, languages, cultures. So, physical communication
is extremely important when it comes to engaging with people. Despite COVID, which
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has separated people and physical engagement has been limited, the reality is that
people still want to meet each other and physical communication is always going to be
there.
------------------------------------ Five minute break ------------------------------------
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Session 3: Communications fundamentals and building your
spokesperson voice
Ms. Lee spoke about the importance of building a spokesperson voice and improving a faceto-face interaction with others in this session.
Ms. Lee emphasized the importance of being the storytellers. Though people can

access quite a lot of data from anywhere, what’s important is to be able to turn such
enormous amounts of information into one or two compelling messages that really tell a
story to the audience and give them a reason to get behind an initiative, she said.

Rules of interviews
The first point Ms. Lee pointed out was that the human memory is finite, meaning
people can only hold on to a few pieces of information or one or two key messages at a
time after hearing even a two-hour lecture.
Civil servants may try to provide as much information and facts as they possibly can, but
it could lead you to two big pitfalls. 1) You speak too quickly and it becomes harder for
the audience to understand what is the point of this message. 2) You lose sight of the
people, the people and the impact behind the story.
In order to successfully communicate your message to the media, Ms. Lee suggested
thinking about one or two takeaway points that you want them to remember. Using
dramatic hand gestures, crystallizing things into one two and three, using indicator words
such as “If there's one thing to remember from this discussion” could help you effectively
deliver key messages during an interview, she said.
She also stressed the fact that the news will often go through many filters before it
reaches its final audience. News is going to be some amalgamation or hybrid of
information and data, plus the emotional angle or the news hook, she said.
The following are the things to remember when delivering your message:


What is the human story?



How will that affect others?



Why should they believe you?



Why should they care?



Don't leave any interaction without the call to action. Don't post anything on social
media without having an actionable point.

And then, Ms. Lee went on to talk about basic rules of interviews, which are:
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 Know who you are speaking to.
(Example: If you are meeting a seasoned journalist who is looking for a controversial
story, you need to be well prepared. If you are interacting with a business publication,
you really need to have your numbers and the economic trends down very solidly.)


Keep it short and sweet



Be a storyteller and not an answer person



Use the power of three to organize your thoughts.



Know that nothing is off the record.
Be very mindful of the fact that anyone could be a citizen journalist.



Do not bury the lead.

(Example: APCO ran a campaign out of Singapore, and the government’s tagline,
or their leading paragraph was that 400,000 Singaporeans have diabetes. But what
should have been emphasized was that having uncontrolled blood sugar can
damage vessels and nerves and actually increase the risk of heart disease, which
many people weren’t aware of.)
Finally, Ms. Lee laid out these five golden rules in summarizing important points.

 Everything you say is public.
Please don't fall into the trap of thinking that there's a private conversation in this
digital era; everything you say will be on the record.


Know your audience and understand what their motivation is.
Since anyone can find a lot of information on Google, it's not necessarily to teach-it's to give your opinion or your take or your angle on something.



Talk about what you know.
If you're dealing with something as big as maternal health, infant nutrition or
whatever particular policy issue you're dealing with, don't be drawn into philosophical
or speculative discussions. Stick to the facts, and stick to what you know, and
beyond that, know who you can refer to.

 It's okay to not answer every question. Not every question deserves an answer.


Stay on message. Know which messaging you’re there to deliver.
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Session 4: Dealing with crisis
Ms. Lee also discussed crisis management in terms of communications in this session.
She also stressed that as a leader or an MP, knowing when to respond and not to
respond is very critical, and suggested a checklist to follow.
1) Is there strong misinformation that's being shared, which really needs to be
corrected?
2) Is there something that could damage the safety of the public or damage your own
reputation over the long term?
3) Are you the right person, or is there somebody else or different agency that really
should be answering this question?
She also discussed two key steps in managing a crisis. First, gather as many current
facts about the event or incident as possible. If there's an accident, know who was
involved, what is the timing, when will we know more? Second, write down a brief
statement answering as many who, what, when, where, why and how questions as you
can. Don't speculate, she said.
Ms. Lee also introduced the following crisis statement template.

At the end of the session, Ms. Lee summarized the points the panelists made in this
session and earlier, including audience targeting, platforms, measurement and crisis
management. Then, the participants were split into smaller groups to hold further
discussions.

19

Breakout sessions
The participants were divided into three groups to discuss communication challenges,
especially pertaining to their constituents or stakeholders.
Group A
Ms. Indo asked the Group A participants to share the initiatives that they’re working on

in their constituencies and countries, and to consider ways to strengthen the lines of
communication.
The Hon. Kamal Safi, chairman of the National Committee of AFPPD and member of the
National Assembly of Afghanistan, highlighted Afghanistan’s extremely difficult situation as
the internal conflict has displaced thousands of families internally. To fulfill their basic needs,
such as water, food and shelter, he said he is now directly working with relevant departments
in the government as well as UN agencies.
He also noted there are barriers to communication to overcome. For example, phone
companies are ordered to shut down telecommunications systems in parts of the country at
night as the Taliban fear being located via their cell phones and targeted for air strikes.
In terms of communicating with people in his country, Mr. Safi said that he and his staff
receive some 2,000 calls from victims in affected areas every day, and it is difficult to respond
to every call. “We definitely face challenges of a different nature when working with them,
particularly communicating with them,” he said.
During the discussion, Prof. Kiyoko Ikegami from the AFPPD secretariat also asked
whether there are any effective ways for MPs to send messages to opposition parties or
groups.
Ms. Indo responded that disagreements often center on how to achieve the goal and not the
goal itself. “It's quite important to be able to agree on what you agree on, and then agree to
disagree in some areas, and then we have a very diplomatic relationship,” Ms. Indo
said. “What’s important is to be able to find common ground to have that conversation,” she
stressed.
Group B
Mr. Manmohan Sharma, executive secretary of the Indian Association of Parliamentarians
on Population and Development, which is a national-level nongovernmental organization,
shared the situation in his country.
Mr. Sharma’s organization works closely with members of parliament on various issues, but
COVID-19 has made it difficult for them to reach out to MPs. According to Mr. Sharma, many
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MPs have not been available because of crises in their constituencies as well as the entire
country. Thus, his group must use instant messaging services, such as WhatsApp, to contact
MPs in addition to emails.
Mr. Sharma also gave his feedback on the seminar. He said that he felt most of it was geared
toward communicating with corporations, but what he needed was more about how to better
communicate with politicians. It would have been better if there had been more of such
content in the seminar, he said.
Meanwhile, the Hon. Ms. Dil Kumari Rawal ‘Parbati,’ MP from Nepal, gave the seminar
high marks. It was her first time to attend this kind of seminar organized by AFPPD, but she
found it very impressive and useful. She said she would like to attend more of this kind of
seminar in the future.
Speaking about the impact of the recent pandemic, Ms. Kamma Blair from United Nations
Population Fund (UNFPA) noted that every aspect of the work that UNFPA is conducting
currently, including maternal mortality, gender-based violence and family planning, has been
significantly affected by COVID-19. She expressed hope to hear more opinions from
politicians about how they can support parliamentarians and work together during this difficult
time.
The Hon. Dorji Wangdi, MP from Bhutan, said the issue is how different organizations and
institutions can help connect with the parliament and facilitate the parliamentarians to do their
job, whether it is through laws or policies. In the case of Bhutan, the major issue concerned
was how to facilitate online education, especially during the pandemic.
Group C
Ms. Lee opened the breakout session by asking the participants to talk about the most

common issues they communicate to their constituencies.
Mr. Romeo Dongeto, Executive Director of Philippine Legislators’ Committee on Population

and Development, said they are handling several legislative issues, including children's

rights, public health, particularly with regard to smoking cigarettes and e-cigarettes.
Ms. Nenita Dalde, who is also from the Philippines, said one of the major campaigns
they are engaged in is on ending child marriage, as it is still very much in practice in
some parts of the Philippines.
The Hon. Ermalena Muslim Hasbullah, Member of Parliament from Indonesia, said the

impact of the pandemic as well as early marriage are the key issues of concern, and
added that due to the pandemic, face-to-face meetings with Members of Parliament have
been limited and that is affecting their communications. New ways of engaging with
politicians to tackle those issues must be sought, she said.
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In Cambodia, women’s empowerment and gender violence are the two major issues of
interest in their parliament, according to the Hon. Ouk Damry, Member of Parliament from
Cambodia. He said women must be a bigger part of the economy and society. While
protecting them from violence, they support women to improve their livelihood skills, he said.
The Hon. Ermalena Muslim Hasbullah mentioned her struggles to get the other
parliamentarians to agree on specific issues and create necessary regulations. Ms. Lee
suggested turning to the media, especially social media, to get society-wide conversations
going around certain issues. Ron from the Philippines raised the problem of misinformation
and fake news flooding into the digital space, especially during an election period. “It is very
challenging for developing communicators to be able to penetrate meaningfully in order to
compete with them at the same time to effectively reach our target audience.”
Ms. Lee advised getting academics or certain social media influencers to start a conversation
on the topic by providing them with data. “It may be just taking a lot of really good data and
information and putting it together into a one-page infographic. The media can pick it up and
start breaking that ground.”
The Hon. Ermalena Muslim Hasbullah also shared her story about how she motivated
politicians to address the problem of early marriage in Indonesia. After giving some
researchers data as to how serious it is in a particular area and sending parliamentarians to
the local districts to discuss the issue, they succeeded in making a regulation against early
marriage at the local level. They also brought young people to the parliament and conveyed
the message about how risky it could be for young people. As a result, the government is
now in the final stages of establishing the regulation, she said.
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Conclusion and closing remarks
In the last session, the participants reported their findings in the breakout sessions.
Mr. Sharma, representing Group B, introduced the topics that came up in the discussion,
including the fact that dealing with politicians is very different from dealing with businesses
and corporations, while Covid creates new communication challenges due to social
distancing policies.
Sharing his own experience, Mr. Wangi, leader of the opposition in Bhutan, emphasized the
importance of communicating with various stakeholders, especially during the ongoing
pandemic.
As head of the joint parliamentary committee on Covid, which is a committee made up of
members from both ruling and opposition parties, he said that the committee actively meets
with various stakeholders, and based on the issues raised by different groups, gives advice
and recommendations.
Ms. Indo labeled the discussion in Group A quite a learning session thanks to Mr. Safi, who
introduced the difficult situation in Afghanistan and how communication is disrupted by the
war.
Ms. Lee summarized the Group C session and said that the group was particularly

interested in the issue of child marriage and gender violence among other things. The
discussion also included the change from face-to-face interactions with local
parliamentarians versus what do we do now from a digital perspective. The group also
talked about ways to empower advocates so that it's not just MP-driven messaging.
Advocates too should be involved in knowledge sharing.
Some participants also added that when talking to MPs, it is important to use the language
they are familiar with, and the same goes for people in other sectors. Others also pointed out
the importance of knowing the audience, so the messages resonate well with them.
In closing the seminar, Ms. Lee thanked everyone who joined the day’s discussion, and
expressed hope that those who attended the seminar could learn what trends are impacting
communications and things that need to be improved in terms of engaging MPs and
advocates to reach policy goals.
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Closing remarks by Prof. Kiyoko Ikegami

In closing the seminar, Ms. Ikegami expressed hope that based on today's experience
and information, the participants will be more active in sending messages to people
including opposition parties and others who are not really in line with their policy. She
also believes that SNS and other means of communication will play a major role in this.
She also urged the participants to inform the AFPPD secretariat if they are covered by
the media and social media. She said that AFPPD will try to be a common information
sharing platform.
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