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Synopsis 
The Women’s Voice and Leadership South Africa (WVL-SA) Communications Sessions took place 
from 2- 6 August 2021 in the afternoon between 14h00-16h00. The number of participants 
reached 68 on Friday with only 27 participants on Thursday. Participants rated the overall 
Learning Sessions experience at 88%; with scores ranging between 85% and 94%. Highest at 
94% Administration scored highest followed by networking and programme design at 92% and 
91%. Outcomes and Group Work scored lowest at 85% and 83% (see Annex B for the 
comprehensive Evaluation Report).  Planning for Joint campaigns started (see Annex A). The 
Report includes summaries of presentations each day and comments extracted from the live 
Chats. All session presentations and additional resources are accessible via the Gender Links 
Community of Practise Forum at Communications for social change training - Gender Links. 
Links for each session are provided in the relevant sections. 
 
Background 
WVL monitoring, evaluation and learning activities are implemented according to the Global 
Affairs Canada (GAC) feminist principles of inclusion, participation and empowerment. 
Communications are at the core of MEL as they are used to measure the overall reach. The 
communications workshops provide WVL-SA grantees with an opportunity to share their day to 
day project implementation experiences on communication specifically and share such 
experiences with other grantees. 
 
Context and Process 
The planning process building up to the communications training involved several discussions 
between the Special Advisor to the Sustainability Hub under GL Services and WVL-SA and 
Gender Links. At those meetings, it was agreed to that there was a stack lack in the ability of 
the WVL-SA grantees to make their work visible and on communicating on social media. The 
Evaluation conducted by Dr Weideman pointed to this gap. Media Consultant and expert, 
Kubeshni Govender was approached to deliver the training. 
 
Specific Objectives 

 To strategize around joint campaigns for all of the WVL-SA grantees 
(#VaccineGenderJusticeCampaign, #GenerationEquality) 

 Understanding blogs and vlogs and putting the knowledge into practice 
 Linking the WVL-SA to the SADC Gender Protocol Alliance and globally 
 Tag donors who make the work visible 
 Reinforcing each other’s campaigns 
 Making WVL-SA visible on all social media platforms 

 
Outcomes 
Outcomes are drawn from participants’ responses captured in the Evaluation Report, under the 
section “How will you apply this”. Outcomes from the feedback are summarised as follows; 

 Investing time to attract and retain traffic to social media pages    
 Updating the joint calendar of activities 
 Enhanced networking across all grantees 
 Being active on social media 

 
 

https://genderlinks.org.za/gender-links-community/resources/communications-for-social-change-training/
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Day 1:  Campaign focus – What do we have to work with? 

Key areas: 

 Visibility and communicating results through social media 
 Give examples of change and impact that the grantees are doing 
 Connecting the work of grantees to each other 
 Understanding data 
 Identifying the cross cutting issues 
 Gender attitudes survey 
 
Programme: 

Activity  Who  Documentation 

Monday 2 August Campaign focus – What do we have to work with? 14H00-16H00 SA 

time 

South Africa Time 

Intro and programme overview   Colleen Lowe Morna  

Vaccine poll question: have you been 

vaccinated?   

Nomthi Mankazana  

Vaccine poll question: What kind of 

vaccination?  

Nomthi Mankazana  

#VaccineGenderJusticeCampaign  Susan Tolmay  

#VaccineGenderJusticeCampaign -

panel 

 Transhope- Sazi Jali 

 Coastal resources centre-

Zintle Ngcobo 

 Sinqobile Kingdom 
empowerment-Faith Baba 

 

Attitudes survey poll: A woman can 

choose to terminate her pregnancy  

Nomthi Mankazana  

2021 Attitudes Survey  Colleen Lowe Morna  Click here 

Group work All   

Useful reading and resources link: Communications for social change training - Gender Links 

 
 
 
 
 
 
 
 
 

https://genderlinks.org.za/gender-links-community/resources/communications-for-social-change-training/
https://genderlinks.org.za/gender-links-community/resources/communications-for-social-change-training/
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Session overview 
Gender Links Special Advisor to the 
Sustainability Hub, Colleen Lowe Morna, 
introduced the participants and gave the 
overview of the communications training 
programme. Morna highlighted that 
training was “not a once off event but a 
continuous process”. The main focus of 
day one was to on social media and to 
apply social media tricks and tips to a campaign during Women’s Month(August) in South 
Africa. The campaign that grantees can take part in is the #VaccineGenderJusticeCampaign. 
grantees were encouraged to vaccinate to ensure the safety of all when the lockdown 
restrictions are eased and physical meetings possible. 
 
WVL consultant Kubeshni Govender started off the session with mentee polls. The questions 
focused on each participant’s personal feelings, expectations for the week, social media which 
the grantees felt most competent in, percentage of paid adverts/boosts. Grantees mentioned 
that they want to learn how to communicate effectively, actively network with others, improving 
traffic to social media platforms. 
 
#VaccineGenderJusticeCampaign 
Three poll questions were administered. The purpose of the 
vaccine poll questions was to set the scene for Susan Tolmay, 
Gender Links Associate to share findings of COVID-19 research 
to date. Susan presented that: 

 In order for everyone across the globe to be protected 70% 
of the population should be vaccinated to create herd 
immunity 

 People’s vaccine - Should be free of charge vaccine for everyone, everywhere, distributed 
according to needs, with no exceptions  

 Unequal access to vaccines is a risk to global 
health and human rights to life and to the 
enjoyment of the highest attainable standard of 
physical and mental health  

 The is a big disparity in vaccination access across 

the globe recently called vaccine apartheid, which 

has seen rich global north countries accumulating 

the majority of vaccine doses and prioritising their 

citizens (high and low risk) over the global good.  
 After a slow start SA is making good progress 
 
Covid-19 as a women’s rights issue: 

 The COVID-19 pandemic has impacted women and men differently, both biologically and 
socio-economically.   

 More women have lost their sources of income – pushed further into poverty and precarious 
work 

I have not vaccinated because am 
under age will be turning 25 years on 
October but would like to vaccinate 
Nokwethemba Mnomiya,Coastal 
Resources Centre 
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 Increased levels of Gender Based Violence 
 Reduced access to Sexual Reproductive Health services  
 Global figures are now showing equal numbers of confirmed cases, but higher 

hospitalizations, ICU admissions and deaths for men. 

 Need for data on side effects of vaccination as women experience more side effects 
 Need to ensure that women are involved in vaccine rollout plans, their equal and meaningful 

participation in leadership and decision-making is critical  

 The disproportionate effects of the pandemic, if not addressed, will affect the vaccine roll-
out process, further exacerbating gender inequalities.  

 Important issues to consider in vaccine roll out plans 

 Access in terms of mobility  
 Access to technology  
 Limited decision-making power of women in seeking healthcare and their limited access to 

health resources.  
 Documentation required  

 The safety of women should be a key consideration, especially for vulnerable groups 
 

There is an urgent need for sex disaggregated data 

 Without sex disaggregated data we cannot understand the differential impact of the 
pandemic on women and men to ensure fair and equal access to vaccinations for all 

 Analysis of data disaggregated by sex along the clinical pathway - from testing to 
vaccination  

 Data important to understanding efficacy and side effects of vaccine 
 
Vaccine Inequality in South Africa 

 Uneven vaccine distribution of vaccines localised version of the global events  
 South Africa is the most unequal society in the world is inequality replicated in vaccine roll 

out?  

 Big disparity between those with medical aid and not –  The proportion of people older than 
60 with medical aid who have been vaccinated is around double of those without.  

 Insured and uninsured populations registration, 65% and 45% respectively, for vaccinations 
48% and 26%.  

 Disconnect between vaccine acceptance and access – those with better access more 
hesitant  

 National Department of Health has shown increased awareness of this situation and seems 
willing to take measures to address this. For example, COVID-19 vaccinations will also take 
place over weekends and plans are under way to set up mobile vaccination sites at the pay 
points for old age grants. 

 
Vaccine hesitancy 
 Women more hesitant - 69% of women and 73% of men are willing to take a vaccine for 

COVID-19  

 Vaccine acceptance increases with age, youth (18–24 years) are significantly more likely to 
be vaccine-hesitant  

 Just 63% of youth are willing to take a COVID-19 vaccine, as opposed to 72 – 73% of 
individuals aged 25–59 years and those older than 60 years 

 Higher levels of vaccine acceptance among black Africans than among other ‘races’ and  
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 Higher levels of acceptance among those on lower incomes (less than R5,000 per month) 
than those on higher incomes.  

 The main reasons for vaccine hesitancy do not vary considerably by gender  
 Main concern was about side effects 
 Concerns around safety - more than 16% of vaccine-hesitant women cite this as a reason, 

as opposed to 10% of men  
 
Addressing vaccine hesitancy 
 Provide accurate information about vaccine 

safety and side effects.  

 Communication should be in languages that 
people understand, on platforms that are 
readily accessible. 

 Communication campaigns must be tailored to address those who are still fearful.  
 Increase trust by working with community leaders and networks to spread the correct 

information about vaccines.  

 Remove barriers for those who do want to get vaccinated. Some of these barriers are 
access to internet and other resources required to register for vaccination, being far from 
vaccination sites and not having time to go to a vaccination point during the workday 

 
Global campaign - The People’s Vaccine Alliance 

 Amplify voice of Global South people and countries, on cost of inaction and readiness to 
manufacture (amplifying data, building capacity of spokespeople, sharing stories) 

Nationally - Strategize for localising campaign 

 For government to provide data disaggregated by sex, rural/urban, age – to monitor equity 
in roll out 

 Campaigns to address vaccine hesitancy – gather data, target awareness campaigns at 
relevant groups 

 Report on data and evidence from the ground – amplify African voice in the global campaign 
 
Voices from the ground  

 
TransHope seeks to be the main role-player towards the realisation of all 
human rights for transgender and gender nonconforming individuals 
within the province of Kwazulu Natal. Using a human rights framework, 
Trans Hope undertakes to advise, promote and defend the rights of 
transgender and gender diverse individuals in Kwazulu Natal and other 
remote areas. We have seen that we are impacted by multiple systems 
of discrimination and marginalisation.  The aim of the project is 

to ensure that the community have the correct information about the vaccines.  To ensure the 
members of the LGBTQI+ are also able to access the vaccines. Build trust for the community to 
talk and have the correct information on the vaccines, and how and when to register TransHope 
experience on the ground is being faced with four pandemics being HIV and AIDS, Gender 
Based Violence, COVID-19 which leads to hate crime on the LGBTQI+. The issue of vaccination 
does not look at how a person identifies. Sazi Jali mentioned that there is a lot of information 
however the language barrier is a major disadvantage, there is no knowledge on how the 
vaccine affects a transgender person or a person who is on hormone treatment. 

“Since men are always the ones hesitant to access 
healthcare facilities, it's intriguing to find that 

they're more open to access vaccination.” Yonela 
Sinqu, Sisonke National Movement 

 
 

http://www.transhope.co.za/
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VAWAG "Vaccinate-All-Women-and-Girls" is to ensure that women are 
prioritized with equal rights in receiving access to Covid-19 
Vaccination information and to eradicate the inequality prevalence by 
addressing gender inequality barriers that hamper and limit this 
access. Still aimed at empowering Women and Girls, #VAWAG will 
ensure that information as well as access to Gender Rights and 
Equality information about the Covid-19 vaccine reach the hands of 
women and girls in remote areas and communities to ensure access 
to the Covid-19 Vaccine. The App is used to promote social media. Sinqobile has found that 
people are hesitant to vaccinate due to information overload that they find on the internet and 
through social media. 

 
Nomnikelo from Coastal Resources Centre based in KwaZulu-Natal and 
the Eastern Cape spoke about their work on the ground, reaching old 
people who were afraid to get vaccinated due to the information they 
were receiving from their grandchildren showing them videos that 
were not entirely representative of the effects of COVID-19 after 
vaccination. Some of the rumours included that the government is 
trying to kill them due to getting social grants, the fear of death as 
many elderly persons have passed away in the area. They organisation 

has ensured that most of the elderly people in the community services were brought to the 
community hall to vaccinate the elderly. Community health care workers and nurses were 
deployed to the areas.   
 
The next session was followed by the Launch of the Gender attitudes survey by Colleen Lowe 
Morna and summarized as below: 
• The GPS is a 25 question survey to gauge gender attitudes 
• Gender Links has developed this survey to better understand different perspectives on 

gender equality and help us change lives 
• Includes questions on contentious areas such as polygamy; choice of termination of 

pregnancy; sex work and sexual orientation 
• This survey reflects societies in transition, from gender blind (and gender blinkered) to 

gender awareness, tolerance, and sensitivity 
• 3008 of the 8387 attitudes survey results were collected through the WVL-SA project 

 

Next steps 

 Rollout a joint campaign on the #VaccineGenderJustice 
 Draft a petition to the President of South Africa to make sex disaggregated data available 
 Joint opinion piece between TransHope and Sisonke National Movement 
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Day 2 How are we using social media 

Key areas: 

 Understanding social media  
 Social media panel 
 Tips and tricks of social media 
 
Programme: 

Tuesday 3 August: -14H00-16H00 SA time 

Poll question: What social media do 

you use?  

Nomthi Mankazana  

Case studies of how grantees are 

using social media-Panel 

 The Great People of SA- 
Zintle Khobeni 

 1 in 9 campaign- Zamokhule 
Sibiya 

 Sisonke- Yonela Sinqu 

 

Sharing social media information  Nomthi Mankazana Click here 

Poll question: Who is your donor?  Nomthi Mankazana  

Tips and tricks  Kubeshni Govender  

Useful reading and resources link: Communications for social change training - Gender Links 
 

Session overview 
The session cantered on the types of social media that organizations use, followed by a panel 
from the grantees and sharing social media information. 
 
The great people of South Africa presented that social media 
is a tool used to advertise the brand (our organization is a 
brand, and we treat it like one) reputation is everything. An 
interactive platform with existing and potential partner organization. A platform to also engage 
and share project progress with funders/donors. A tool used to engage with government 
departments, Ministers & MECs. Zintle Khobeni shared tips and tricks on social media which she 
stated that: 

 Set up you page (just start) 
 Get family & friends to engage with your page 
 Follow other organizations (follow celebrities that speak about social, economic, political, 

environmental issues etc) 
 Engage in relevant topics (Somizi & Mohale) GBV topic 
 Always monitor the success of each content 

(that way you know and better understand you followers) 

 On twitter, always tweet (morning- 7-9am) (mid-day 1-3pm) 
(evenings 7-9pm) 

 Be mindful of the images you share (your profile pictures)  
 Join the ‘follow for a follow’ trend to grow your account. 
 

 

“Social media is a LOOOOOT of 

work, so make time for it, because it 

is important. Save your tweets, 

posts on your drafts and share 

according to the times best suitable 

for you.” Zintle Khobheni, The 

Great People of South Africa 

 

https://genderlinks.org.za/gender-links-community/resources/communications-for-social-change-training/
https://genderlinks.org.za/gender-links-community/resources/communications-for-social-change-training/
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Visual Activism Presentation and social media: 1 IN 9 CAMPAIGN 
Zamokuhle Sibiya presented on how to make visual activism more visible on social media. Zama 
said that:  
  

 The Campaign believes in producing knowledge that creates and strengthen a feminist 
understanding of sexual violence & interrogates dominant discourse on violence, inequality 
and discrimination 

 We recognize that women & survivors themselves produce knowledge in many forums by 
multiple factors, most importantly. 

 We are experts and co- creators therefore we use our voices & analyses to the work we 
produce 

 Feminist knowledge is central to all our work and using Art as an advocacy tool that 
amplifies our voices as women and changes the dominant images of women & our lives by 
traditional media 

 The Campaign media canters around the feminist idea that the personal is political & 
therefore reflecting our lived experiences 

 The process begins with an engagement, where we discuss the issue we want to target and 
create media on; using the 5Ws & an H. 

 
Yonela Sanqu from Sisonke National Sex worker’s 
movement shared pointers on What is working and what 
is not working for Sisonke. 
 
What is working? 

 there is one dedicated communications officer who is responsible for all the pages,  
 identifying the audience,  
 the message that the organisation wants to send  
 and who else do they want to talk to? 

 Source information that is informative and true 
 Encourage sex workers to follow their social media pages 
 Expand their reach on the support of decimalization of sex work 
 Centre messages around key dates for sex work and run week long campaigns 
 Social media calendar 
 Monitor the responses through analytics such as people reach, comments, likes, shares 

etc. 

 Try to have one Facebook post and one tweet 
 Sisonke noted that most of their social media engagement takes place during the week 

as sex workers are not available on the weekends. 
 
WVL Grants Coordinator Nomthandazo Mankazana noted that tracking and seeing traction 
trends is very important as it tells us when our followers are active. She followed up by 
saying that there is a need to triangulate posts across all social media platforms. Chris 
Nyafow from Coastal Resource centre mentioned that they boost their posts and they have 
had 14 000 more followers than the 100 that they are used to. Coastal resources have 
linked their website to their social media pages. 
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Kubeshni conducted an analysis of the 
WVL-SA grantees social media 
presence. From the pie chart it is 
clear that most EVL-SA grantees still 
use Facebook as their preferred social 
media followed by twitter and then 
Instagram. She shared tips and tricks 
on timing, grammar and spelling, 
being detailed in hash tagging, 
relevancy, quality of graphics such as 
photos and videos and engaging with 
others. 

 
This session was followed by a poll quiz on who is the WVL-SA donor to check if the grantees 
know the donor responsible for funding the projects. 

 
The poll had 24 respondants 

 15 indicated that the donor 
is Gender Links 

 Six incdicated the correct 
donor, Global Affairs 
Canada(GAC) 

 Two respondants were 
unsure whilst one said 
UKAID 

 
 

 
Action points 

 Grantees to follow each other on social media 
 WVL-SA to share database with all grantees 
 Social media work is not for one person and everyone in the organisation needs to support 

the accounts of the organisation. 

 Encourage organisations to boost points even if it’s a once off boost 
 Grantees to tag @CanZA in their social media posts 
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Day 3 Action planning and practise 

 
Theme questions 

 Brainstorm the intent, audience, timeframe and outcomes of the campaign using SMART 
principles (Specific, Measurable, Achievable, Relevant and Time bound) 

 Identify the event / key activity that is the foundation of the campaign. For example, 
Africa Public Service Day, Women's Day, a speech, a launch date. 

 Connect the intention of the campaign with an audience that the campaign intends 
reaching.  Be as specific and clear about this audience as possible  

 State the goals of the campaign  
 Do you want to increase awareness, influence behaviour, spark action? 
 Decide on monitoring, evaluation and analytical tools to gather data on performance of 

the campaign 

 Confirm advocacy / lobbying / campaign or positioning statement that is at the heart of 
the call to action. 

 Connect the positioning statement to content resources e.g. position paper, graphics, 
statement, article, bill etc. 

 Translate position statement into social media tags or taglines that will define the 
campaign. For example, #theAfricaWeWant #MeToo #SheDecides #VoiceandChoice 
 
Programme: 

 
Useful reading and resources link: 

Communications for social change training - Gender Links 
 
Session overview 
Day 3 was cantered on action and planning by using the WVL-SA calendar, following each other 
on social media. The session was followed by a discussion on the key calendar dates nationally 
and in the SADC region.  Simone Shall, the website consultant at Gender Links shared a 
calendar of events that all the grantees can add on.  The calendar shows events input by 
Gender Links, International days, Partner events, SADC/Africa key dates, South Africa national 
dates and WVL-SA partner events. Instructions are available on the resource hub. 
 
Social media platforms discussed included Facebook, Twitter, Pinterest, Instagram, and 
LinkedIn; with emphasis on how these different platforms can be effectively used to 
complement each other, in ways that are strategic.  Participants were also introduced to other 
interactive communication tools.   
 
The session included teaching on creating effective advocacy campaigns guided by the following 
steps/considerations; 

Wed 4 August -14H00-16H00 SA time 

Joint calendar  Nomthi Mankazana WVL Calendar 

Blogs –feminist bloggers  Kubeshni Govender  

Practical exercises  Kubeshni Govender  

https://genderlinks.org.za/gender-links-community/resources/communications-for-social-change-training/
http://www.wvlsa.org.za/calendar/
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1. Intention – Why are you this campaign? What are you goal? What are your indicators for 
success? 

2. Design – What materials/content and messaging drives the campaign? What are your 
stylistic considerations? 

3. Execution – Day by day breakdown of what content is released, on what platform and by 
whom? 

4. Assess – Review and analysis of indicators for success, and consolidation of learning; 
archiving of materials. 
 

Group work discussion: 
What is the intention / goals of the campaign? 

 To raise awareness to get more people to understand the vaccine rollout.   

 To encourage women and girls to vaccinate 

 To involve men in driving programmes against sexual and gender based violence 

 Create greater awareness and access to vaccination. 
 
What makes this campaign unique or different from what might already be in the public domain? 

 Vaccine awareness train the trainer to impart information in a comfortable manner to relay 
the message. 

 The audience: women and girls; Using artworks by community members 

 The campaign is informed by the statistics that mainly women are victims and men are 
perpetrators, we therefore cannot break the cycle of abuse when focusing on victims but not 
changing the behaviours of the “alleged perpetrators. Takes place when physical contacts is 
difficult due to Covid  

  
Who are you targeting and why? 

 Primary target – Womxn, Men, Sex workers’ client non binary / Transwomen between the 
ages 18-50, who have a High school and/or undergraduate degree; to help them make an 

informed decision to take the vaccine and start the conversation with sufficient knowledge 
around the vaccine. To dispel the myths around vaccine 

 Women from 18 to the elderly in rural areas, and in townships, and in informal settlement 
because information may not be reaching them easily. Women with low levels of education 
are the most vulnerable to the pandemic, and therefore the campaign will focus on them. 

  Men and boys, Traditional leaders, youth, religious leaders, rural, urban, all ages, 
languages, educational levels  

 
What is your message / messages? 

 Each one reach one to Covid-19 vaccination (train the trainer intent) 

 What action do you seek from your target audience? 
 Information sharing among communities leading to a vaccination 

 Vaccinate to protect your family! Hlaba ho tshireletsa lelapa! (in all indigenous languages, 
with art pieces created by the community. 

 Gender inequality is not a women’s problem but a societal challenge 

 
What action do you seek from your target audience? 

 Information sharing among communities leading to a vaccination 

 To get themselves vaccinated. 
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 Active participation, championing of gender equity issues by men, Increase men and boy’s 
involvement throughout all activities 

 
How will you know if you have been successful?    
 Number of people registered and vaccinated per geographic area. Setting of men’s 

structures, number programs initiated by men. (consider simpler performance indicators … 
attitude poll - before and after?)  

 Measurement of new registrations and vaccinations 
 Increased awareness and participation in targeted region 
 
What are the barriers to a successful campaign (what could stop you from achieving the goals?) 
 Conspiracy theories 
 lack of interest 
 fear of injections 
 fear of side effects 

 fear of death due to blood-clots 
 religious and cultural beliefs 
 
What combination of communication platforms will you use?  

 Radio 
 all social media platforms  
 seminars both face to face and virtual 
 online magazine 
 interviews with prominent media figures  
 newspaper articles 

 presentations at different educational institutions  
 churches presentations 
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Day 4 Tracking results – how to use analytical tools 

 
Theme questions 

 Plan the social media intervention.   
o What platforms will reach your audience?  
o Align content with platforms 

 Develop social media content for specific tools to be released on specific days. Remember to 
connect collateral with the goals of the campaign. 

 Allocate roles and tasks to team for execution and monitoring 
 

Programme: 

Thursday 5 August -14H00-16H00 SA time 

How are grantees using analytical 

tools at present? 

Kubeshni Govender  

Tips    

Driving traffic to websites Kubeshni Govender & Simone 

Shall 

 

Useful reading and resources link: Communications for social change training - Gender 
Links 
 
Session overview 

The session started off with a video by 
Hassina Kooreyshi, a content manager 
for one of South Africa’s biggest 
insurance company. This was followed by 
the WVL-SA analytics showing the 
grantees and a session on driving traffic 
to the website. 
 
Kooreyshi said that overall  
 South Africans spend three and a half 

hours on social media. 
 Social media objective is to  

o inform the public about the cause 
o Build a community of supporters 
o Find and engage with influencers to help spread the message 
o Share news, events & projects 
o Increase donors 
o Attract volunteers 

 Every organisation or company’s social media strategy should be to  
o Define the social media objectives 
o Measure: defining how each objective or goal will be measured 

https://genderlinks.org.za/gender-links-community/resources/communications-for-social-change-training/
https://genderlinks.org.za/gender-links-community/resources/communications-for-social-change-training/
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o Prove: continuous measurement of post and campaign analysis to determine the 
effectiveness of the social media campaign contribution 

 Social media apps are geared towards certain outcomes 
 Facebook is a great platform to share feelings and opinions 
 Can be descriptive and have long posts on Facebook 

 Start on the platforms with your biggest following pointing to the next social media platform 
you want your followers to be on 

 Twitter ideal for short and digestible content  
 Same as crafting headlines for blogs 
 To take advantage of trending hashtags/ topics add hashtags to the #conversation 

 YouTube is a video sharing platform 
 Good for streaming events/webinars/conferences 
 Cross content sharing 
 Promotion of videos 
 Instagram is best for photos  
 Most used by influences 
 LinkedIn is business orientated 
 Caters to professionals  
 More sophisticated and professional audience 
 Tiktok, set short video app that allows viewers to upload short 15sec videos 
 Not business orientated but a simple and friendly App 

 App for expression and creativity 
 
WVL-SA grants coordinator shared the WVL-SA twitter, Facebook and Instagram analytics. 
Tarisai Nyamwenda, the communications manager at Gender Links added that insights of 
campaigns can be pulled out according to a time or calendar range. She said that organisations 
can measure what content is working such as videos, photos or full text posts. The training 
further more expanded on the insights of different tweets. Nyamwenda further gave 
participants a tip to schedule their content and tweets. She demonstrated how tweets can be 
scheduled before time. 
 
This session was followed by Simone Shall, website consultant at Gender Links. Shall thanked 
Lesedi La Setjhaba for using the calendar to post their events, she showed organisations on 
how to create reciprocal links and how extra traffic can benefit organisations. 
 
Action Points 

 Join Reddit to reach young persons between the ages of 13-18 
 Engage with social media analytics 
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Day 5 Joint planning and wrap up 

 
Key themes 

 #VaccineGenderJustice – a regional campaign  
 #GenerationEquality – a regional campaign that can be linked to the attitude survey 
 Launch of the Barometer on 13 August 

Programme: 

Friday 6 August -  

13:00 to 15:00 South Africa Time  

Introducing WVL to regional partners   

#VaccineGenderJustice – a regional campaign  Click here 

#GenerationEquality – a regional campaign that can 
be linked to the attitude survey  

Click here for resources page 

Sharing plans, calendars, tools, targets   WVL Calendar 

Review and reflection in early September – sharing 
analytics – for individual organisations and joint 
campaigns  

 

 

 

 
Useful reading and resources link: Communications for social change training - Gender 
Links 
 
Session Overview 
On the last day of the learning session, WVL-SA, the Alliance and GL country offices came 
together for a joint session. The WVL-SA learning sessions took place during the afternoon. 
These sessions were preceded by the Alliance communications training. The themes of both the 
trainings were the same. The Alliance training sessions took place virtually in 15 SADC 
countries.  
 
Gender Links Executive director, Kubi Rama, welcomed guests to the session, she gave a brief 
overview of the Alliance. The Southern Africa Gender Protocol Alliance is a regional “network of 
networks” that championed the adoption of the SADC Protocol on Gender and Development 
(2008). Since then, the Alliance has produced an annual Barometer to track progress in 
achieving gender equality in the SADC region against the targets of the Protocol.  
 
Special Advisor to the Sustainability Hub, Colleen Lowe Morna spoke to the participants and 
reiterated the word “Voice” in the in Women’s Voice and Leadership and the Voice and Choice 
slogan of the Alliance. Further information on the Alliance was shared and the linkage of SAWID 
as both the focal point of the Alliance in South Africa and an awardee of the WVL-SA 
networking grant. Partners were invited to share vlogs and blogs on 
#VaccineGenderJusticeCampaign. A petition signed by 72 women’s rights organisations was 
shared calling on the President of South Africa HE Cyril Ramaphosa to: 
  

https://genderlinks.org.za/gender-links-community/resources/communications-for-social-change-training/
https://genderlinks.org.za/gender-links-community/resources/communications-for-social-change-training/
http://www.wvlsa.org.za/calendar/
https://genderlinks.org.za/gender-links-community/resources/communications-for-social-change-training/
https://genderlinks.org.za/gender-links-community/resources/communications-for-social-change-training/
https://genderlinks.org.za/what-we-do/sadc-gender-protocol/sadc-protocol-barometer/
http://www.wvlsa.org.za/vaccinegenderjustice-grantee-vlogs/
http://www.wvlsa.org.za/sa-womens-day-call-for-vaccinegenderjustice/
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South Africa Petition 
We the representatives of Women’s Voice and Leadership South Africa, and women’s rights 
activists across the country; Mindful of the devastating consequences of COVID-19 on our 
country, especially women and marginalised groups who constitute the majority of those 
infected and affected by the pandemic; Applaud the efforts in recent weeks to escalate the roll 
out of vaccines to all corners of the country.  
 
Call on you this Women’s Day 2021 to: 
* Provide sex disaggregated data on vaccine roll out and all COVID-19 statistics in line with the 
national gender policy, global and regional commitments to understanding the gendered impact 
of all government endeavours.    
* Extend vaccines to those under 35 as soon as possible; 
* Ensure that vaccine roll out reaches marginalised groups including migrant women, people 
with living with disability, the LGBTIQ community, sex workers, the elderly as well as women 
living in rural areas;   
*Prioritise those with serious co-morbidities. 

 
The petition was shared with the president on August 9 which marks Women’s Day in 
SA. Together with other countries in SADC, WVL-SA grantees signed the SADC petition 
to the Heads of states. The petition read as follows:  
 
SADC Petition 
We the representatives of the Southern African Gender Protocol Alliance, women’s rights 
networks in 16 SADC countries that campaigned for the SADC Protocol on Gender and 
Development and now its implementation. 
 
Noting that only 4% of the 360 million people in SADC have been partially vaccinated and only 
2% fully vaccinated; 
Mindful of the devastating impact of COVID-19 on the lives and livelihoods of all citizens of 
SADC, especially women and marginalised groups  

Call on Heads of State to: 
* Remove barriers to widespread delivery and uptake of effective vaccines across SADC. 
* Ensure that all SADC citizens, especially women and marginalised groups have access to, and 
information on, the most effective vaccines, as soon as possible.  
* Ensure gender-equitable vaccine deployment. 
* Negotiate access to vaccine science, as this is a right for public health. 
* Provide sex, region and age specific data for effective monitoring of the roll out   
Support the World Trade Organisation Agreement on Trade-Related Aspects of Intellectual 
Property Rights (TRIPS) waiver proposal on COVID-19 vaccines. 
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Conclusion and next steps 
The communications training ended on a high note with all participant corroborating to having 
learned new information over the week, and expressing intention to reach out to other WVL-SA 
grantees and WROs for continued networking, learning and sharing.  
 
The next steps include: 

 Joint campaigns 
 Twitter campaign on the results of the Gender Progress Score-card 
 Continuous blogs and vlogs 
 Linking the Alliance and WVL-SA to #GenerationEquality 
 Tag donors who make the work visible 
 Sharing reciprocal links on website 
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Annex A: Group work planning template  

Question Group 1 responses Group 2 responses Group 3 responses Group 4 responses 

What is the 
intention / goals 
of the 
campaign?  

To raise awareness to get 
more people to understand 
the vaccine rollout.    

To encourage women and 
girls  to vaccinate 

To involve men in driving 
programmes against 
sexual and gender based 
violence 

Create greater awareness 

and access to vaccination.  

What makes this 
campaign 
unique or 
different from 
what might 
already be in 
the public 
domain?  

Vaccine awareness train 
the trainer to impart 
information in a 
comfortable manner to 
relay the message.  

Our audience: women and 
girls 
 
Using artworks by 
community members 

The campaign is informed 
by the statistics that 
mainly women are victims 
and men are 
perpetrators, we 
therefore cannot break 
the cycle of abuse when 
focusing on victims but 
not changing the 
behaviours of the 
“alleged perpetrators. 
Takes place when 
physical contacts is 
difficult due to Covid (like 
your thinking) 

This campaign is aimed at 
semi urban areas where 
positive information about 
the vaccine is not readily 
available. Government 
efforts to disseminate the 
call to vaccine has been 
completely mobile leaving 
a large part of 
communities at a loss. 
 

●  To bridge the 
digital divide 

● Inform registration 
processes 

● Eliminate stigma 
 

Who are you 
targeting and 
why? (Be as 
detailed as 
possible here -
age, region, 

Primary target - Womxn;  
Secondary Men;  
Sex workers’ client non 
binary / Transwomen 
 
18-50 

Women from 18 to the 
elderly in rural areas, and 
in townships, and in 
informal settlements… 
 Why? Information may not 
be reaching them easily. 

  Men and boys, 
Traditional leaders, 
youth, religious leaders, 
rural, urban All ages, 
languages, educational 
levels etc 

Targeting members of 
society that do not have 
access to vaccination 
processes 

● The Elderly 
community, 
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Question Group 1 responses Group 2 responses Group 3 responses Group 4 responses 

language, 
gender, urban / 
rural, education 
level etc.) 

Zulu and English  
KZN rural and urban 
informal  
High school and 
Undergraduate 
Help them make an 
informed decision to take 
the vaccine and start the 
conversation with sufficient 
knowledge around the 
vaccine. To dispel the 
myths around vaccine  

Women with low levels of 
education are the most 
vulnerable to the 
pandemic, and therefore 
we focus on them. 

specifically women 
● Semi urban and 

rural communities 
● Distribute 

information in 
indigenous 
languages 

● NEET (anyone 
who’s not 
employed, not 
educated and not 
in current training) 

● Nationally 

What is your 
message / 
messages? 

Each one reach one to 
Covid-19 vaccination (train 
the trainer intent)  
 
Askhulume Vaccine 
Campaign,  
Let’s talk vaccine 

Vaccinate to protect your 
family! Hlaba ho tshireletsa 
lelapa! (in all indigenous 
languages, with art pieces 
created by the community. 

Gender inequality is not a 
women’s problem but a 
societal challenge 
 
#GenderBasedViolence  
#MenTalkGBV 
#MenAgainstGBV 

 Emphasize the 
importance of the 
population to be 
vaccinated, so we can 
return to normal living 
and it’s benefits. 

What action do 
you seek from 
your target 
audience?  

Information sharing among 
communities leading to a 
vaccination  
 

To get themselves 
vaccinated. 

Active participation, 
championing of gender 
equity issues by men, 
Increase men and boys 
involvement throughout 
all activities 

For our target audience to 
get vaccinated 

How will you 
know if you 

 Number of people 
registered and vaccinated 

Setting of men’s 
structures, number 

Measurement of new 

registrations and 
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Question Group 1 responses Group 2 responses Group 3 responses Group 4 responses 

have been 
successful?  

per geographic area. programs initiated by 
men. (consider simpler 
performance indicators … 
attitude poll - before and 
after? ) 

vaccinations 

Increased awareness and 

participation in targeted 

region. 

What events / 
dates are linked 
to the 
campaign?  

 Grant days. Women’s Day. July as the mens 
month,09 August 
(Women's Day ), 
November to December 
(16 Days of Activism) 
Sports event  

 

What are the 
barriers to a 
successful 
campaign (what 
could stop you 
from achieving 
the goals?) 

 Conspiracy theories, lack of 
interest, fear of injections, 
fear of side effects, fear of 
death due to blood-clots, 
religious and cultural 
beliefs, not sufficient 
numbers in an area to 
justify sending vaccines. 
People with chronic 
diseases are at high risk. 
Not enough 
resources/information 
about the vaccination 
regime amongst campaign 
members. (could you 
partner with health workers 
who might be able to 
answer these questions?)  

Toxic masculinity, Men 
not willing to talk about 
personal issues, 
unavailability of data, 
relevant equipment or 
tools, Negative attitudes 
against such programs, 
cultural tendencies 
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Question Group 1 responses Group 2 responses Group 3 responses Group 4 responses 

What marketing 
and 
communication 
collateral do you 
need, do you 
have? (graphics, 
pics, video, 
links, etc) 

 We can use word of mouth 
and pamphlets, community 
radio stations, social media, 
children’s art, songs, videos 
at school or church, or at 
pay points, stokvel groups, 
burial societies. 

Budget, Posters, posters, 
drama, protests, flyers, 
etc. banners, Billboards, 
SMS,s 

 

What 
combination of 
communication 
platforms will 
you use?  
 
(FB, Twitter, 
Webinars, Insta, 
Press Release, 
Blogs, LinkedIn, 
Opinion pieces, 
Face to Face 
conversations, 
etc etc)   

WhatsApp … how do we 
measure on WhatsApp 
(any ideas?) 
 
#VaccineJusticeCampaign 
#LetsTalkVaccine 

Face to face conversations, 
loud hailer, make a talk at 
pay points, posters to 
taverns, to 
traditional/tribal, courts in 
rural communities 
 
Public art, school children’s 
art 
Cultural dances to bring 
audience 
 
Panel discussion with 
health workers, use of 
traditional leaders who are 
progressive and religious 
leaders 
 
(lovely opportunity to add 
social media to support 
what is happening live on 
particular days)  

Radio, across all  social 
media platforms, 
seminars both face to 
face and virtual, online 
magazine, interviews with 
prominent media figures, 
newspaper articles, 
presentations at different 
educational institutions, 
churches presentations 

#ReduceVaccineHesitency 
#ImVaccinated 
#vaccineadvocate  
#(peoples global alliance - 
will check #) 
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Question Group 1 responses Group 2 responses Group 3 responses Group 4 responses 

What else ?  Already vaccinated 
community members as 
champions to share 
experiences. 
 
#ReduceVaccineHesitency 
#ImVaccinated 
#vaccineadvocate  
#(peoples global alliance - 
will check #) 

In order to engage men 
in fighting against 
violence and sexual 
abuse against women we 
can explore issues in the 
male community that 
pour over to the issues in 
the female community. 
For example -high rates 
of suicide  
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Annex B: Evaluation report 

 
 
Additional comments 
 
Evaluation report 
Which session did you find most useful?  Why? 

 The session on campaign building and execution. Building a campaign can be a gruelling 
process and the success of the campaign also lies in its execution.   

 all of the session was beneficiary to our organization and myself, as obtaining new skills and 
knowledge  

 Social Media Campaign. Very interesting and active participation 
 I find the whole session useful, especially about social media and how and what to post and 

when and who are our targets 
 Tracking results- how to use analytical tools, it streamlined and strengthened our strategies 

towards running impactful campaigns 

 Social media, was user friendly and educative on how to use social media  
 All sessions very useful and very informative 
 Action plan and practice & tracing results 
 On Monday, I was very surprised to see that people are taking vaccine as this is the way to 

try saving our lives 

 social media and newsroom because we got the opportunity to speak without being 
interrupted, we had a free space to have our input 

 Planning a media campaign  
 How to communicate through the media 

 
How did the workshop contribute to learning and or sharing? Please give examples. 
 By improving our confidence in contributing to our online presence. Opened a networking 

and collaboration opportunity. The breakaway session was perfect example of collaboration 
and networking so did the calendar.  
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 the workshop as helped us to share information and distribution of our service to our clients 
as how to come with new ideas that will grow our organization 

 We were able to share with ideas and collaborate with others. 
 It gave me a different perspective on how to do our social media, hence we were only 

posting once or twice a month 

 Networking with other grantees and replication of best practices. Finding other grantees and 
partners on the social media platforms 

 Skills and Knowledge transferral 
 Able to share and be followed on social media.  Am now following and gender Links had put 

Lesedi La Setjhaba on Canada social media by tagging it.  sharing of events on calendar 
event and other grantees will be able to support.  

 Use of social media to our advantage and networking 
 The group exercise on the vaccination awareness programs  
 By sharing Data analytics 
 By sharing with us petition  
 Gave us more information  
 We learnt how to plan and execute a social media campaign  
 It contributed to my daily work experience as it created the easy and right ways of sharing 

the information with my clients and all the stakeholders I work with for example, if I use 
social media correctly then it will make me reach as more people as I can 

 
How will you apply this? 

 By investing more time in using the additional knowledge to attract and retain more traffic 
to our social media pages.    

 I will apply this new skills and knowledge in the working place as in my home place 
 On our campaigns 
 We will apply this on a daily basis, even if we do not have events but find content which is 

trending  

 Additional opportunity coming with the Covid-19 Response Grant 
 As mentioned in training. 
 Putting events on calendar. Follow and re tweet  
 Improve our social media networking and communication to reach the greater community 
 It will help fine tune our campaigns  
 Communicating with others  
 I will apply to my community, especial encourage women for vaccination 
 Pass the message through trainings 
 Will avoid randomly posting  
 I will register my organisation to as many social media platforms as I can 


