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[bookmark: _heading=h.gjdgxs]Introduction

The Joint SDG Fund supports countries to accelerate their progress towards the Sustainable Development Goals (SDGs) and to deliver on the commitment of the 2030 Agenda to leave no one behind. Providing a new generation of Resident Coordinators (RCs) and United Nations Country Teams (UNCTs) with a critical instrument to incentivize the adoption of new solutions for longer-term sustainability.
The Guide is a living document that outlines the communications messages, audiences, content, channels, partnerships, branding, resources, monitoring and evaluation, and reporting requirements for the Joint SDG Fund communications plans.
All regional and country-level should develop a Communications Strategy according to country context. The Joint SDG Fund is here to support in the development of the plan. 
All guidance and tools referenced in the Guide are available in the Branding Guidelines and the Style Guide.
Communicating joint programme progress, challenges, practices and results is integral to success. Our mission is to accelerate SDG achievement through collaborative, context-relevant, and transformative efforts that change the way the United Nations “does” development. 
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[bookmark: _heading=h.30j0zll]Messaging
Consistent, clear and evidence-based messaging is critical to the Joint SDG Fund communications efforts. The general message of who the fund is:
The Joint SDG Fund supports countries to accelerate their progress towards the Sustainable Development Goals (SDGs) and to deliver on the commitment of the 2030 Agenda to leave no one behind. The transformative nature of the 2030 Agenda hinges on all segments of society urgently coming together to launch sustainable and inclusive growth trajectories within a short period of time.

To transform our world we need integrated economic, social and environmental policies, informed by a rights-based agenda, along with significant volumes of new financing. The Joint SDG Fund will incentivize countries to draw on cutting edge expertise and innovation from across the United Nations development system and a broad range of partners to strategically invest in SDG acceleration that is tailored to different country contexts.

Linked directly to the ambitious reform of the United Nations development system (UNDS), the Joint SDG Fund leverages the comparative advantages of the United Nations. It supports countries with accelerated SDG implementation – often in the context of challenging and/ or volatile development settings. The Joint SDG Fund provides a new generation of Resident Coordinators (RCs) and United Nations Country Teams (UNCTs) with a critical instrument to incentivize the adoption of new solutions for longer-term sustainability. Central to the Fund is the commitment to forge paths and partnerships that unlock SDG resources at scale; financing that is far greater in order of magnitude and that comes from multiple sources.

Regional and country teams are encouraged to adapt messages to their local context. The use of regional and national language and data in messages is strongly encouraged during the development of the joint programmes. [image: A picture containing table, pair, board, holding
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[bookmark: _heading=h.1fob9te]Content
Joint SDG Fund communications officers should focus on developing creative, relevant and high-quality content to feed their communications channels. Content development efforts should centre around the following content types outlined below. Specific guidance has been developed for each content area. Click on the link for more information on each area.

· Stories: Impactful stories of the joint programme should shine a light on the beneficiaries and the impact the joint programme has on the community. This programme is unique fostering a One UN model as Agencies work together. It is important to highlight Agency collaboration. The direction of positive impact stories is sought out according the global communications of the United Nations. According to Dept. Global Communications the UN must move beyond the "awareness raising" to making people care. The only way to do this is by telling people's stories. 
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Youth Corner: The Joint SDG Fund created a space for youth to share their voice on SDG related topics. Globally we welcome all youth to submit blogs, videos, photography, etc to be published on the Joint SDG Fund Youth Corner webpage. Youth apart of the joint programme are most welcomed to submit blogs, which would be vetted by the communications focal point before being published.  

· Video: Great way to amplify a message to global audiences. Video made specifically for the joint programme should be created in the countries native language and subtitled in English for a diverse audience. Size of the video should be sharable on social media platforms — is the main driver of message sharing.

· Photography: High-quality photographs and images are critical components of any website or social media story. If there are already created albums from Agencies in the country, please share with the communications focal point to avoid generic images. 
[image: A screenshot of a cell phone

Description automatically generated]






· Infographics: Infographics are a visual representation of data and information. Well executed infographics can depict complex ideas and issues in simple interesting way for readers to easily digest. Infographics are an important tool on social media, where audience attention spans are short.

· Print and publications:  Documents such as factsheets, banners, posters and other printed materials are assets to build on the joint programme. They are a great way to highlight the country on the website and sharing to donors. For logo usage please revert to the Style Guide. 

· Official communications: such as joint, interagency and regional press releases, statements and media advisories. Communications focal points should coordinate the drafting and development of official communications related to the Joint SDG Fund.

[bookmark: _heading=h.3znysh7]Channels
The Joint SDG Fund joint programmes should use the following channels to promote messages to their targeted audiences.
· Website: The Joint SDG Fund web presence will be centralized under one website (jointsdgfund.org). Please do not create any other regional or country Joint SDG Fund websites. All administration, design, development, maintenance and back-end support of the website will be managed by the Fund’s Secretariat.
Country-specific pages within the website have been created to display the work of the country’s joint programme. Communications focal points will be responsible for developing regional and national content, including stories to be posted on the website. 
· Traditional media:  Newspaper articles, op-eds,  television appearances and radio interviews can be powerful amplifiers to promote The Joint SDG Fund’s joint programme messages. Communications focal points will be responsible for developing local media contacts, cultivating relationships with journalists, media placements, and identifying good stories and new data to pitch to media outlets.
· Social Media: The official hashtags are #LeaveNoOneBehind and #SDGFinance 
Twitter (@jointsdgfund), Facebook (jointsdgfund) and LinkedIn (Joint SDG Fund) are the Fund’s official social media channels. They are populated with content provided by country, regional and global programmes. Kindly inform the Secretariat of any imposter or clone accounts you may encounter. 
In close consultation with the Secretariat, regional and country-level communications focal points may determine which social media platforms to use based on their local contexts and capacity. Teams are strongly advised to use existing social media channels of the RCO, UNCT’s and UN Agencies as they may have established audiences. If there is a strong appeal for a UNCT to have their own country Joint SDG Fund social media page, it must be discussed with the Fund’s Secretariat first.
· Events: Publicity events, conferences, seminars and workshops can help convene stakeholders and the media to bring attention to Joint SDG Fund joint programmes. If there is an event that UN Agencies celebrate that is aligned with the joint programme, communication focal point should share the information, so messages will be share.
Joint programme launches: High-level launch events should be organized to commemorate the start of each joint programme in the country and region. This is where Government, Donors and Partners have the opportunity to discuss the joint programme and give them visibility for the joint efforts. 
· Celebrities: Engaging high-profile public figures such as musicians, actors, athletes, influencers and politicians to advocate the Joint SDG Fund, it can be an effective way to increase visibility. Celebrities can also bring media attention to cover events and campaigns. Regional and country programmes must consult with and seek approval from the Secretariat before approaching any high-profile public figure to become a Joint SDG Fund Advocate.
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[bookmark: _heading=h.2et92p0]Social Media

The UN Joint SDG Fund embraces the use of social and online digital media to reach, inform, communicate with, and advocate for accelerating progress towards the Sustainable Development Goals and 2030 Agenda mainstreaming intersectional issues like human rights, gender, youth, the environment and people with disabilities.
Objectives 
1. Increase engagement with Joint SDG Fund content on social media
2. Grow social media audiences on various channels
3. Promote stories, programmes and events that position the Joint SDG Fund and its partners as credible and visible actors in accelerating SDG gains and mainstreaming intersectional issues like human rights, gender, youth, the environment and people with disabilities.
Secretariat Social Media Channels
· Twitter @JointSDGFund
· Facebook Joint SDG Fund

· LinkedIn Joint SDG Fund[image: A picture containing sitting, screen, monitor, dark

Description automatically generated]







Content and Messaging 
What to post? 
· Purpose
Social media channels can be used for the following: highlight and raise awareness on Joint SDG Fund programmes and initiatives by publicizing data and supportive facts and creative messaging to key audiences; illustrate and promote impact and results of Joint SDG Fund programmes and interventions by sharing and promoting the content and stories; and ensure visibility for the Joint SDG Fund, its donors and partners by coordinating branding, high-profile endorsements by governments, media placements, and events and campaigns.
· Language
Social media copy should be thought-provoking, well-written and knowledge-based, and with appealing and easily accessible content that is not too technical or vague. Avoid using long statements and sentences, instead, summarize and distil content where necessary and link to longer content, news, stories, etc. Although you might be expressing sensitive and serious content, consider coming across informative and positive, and adding a call to action to incite change. The Joint SDG Fund initiatives are a result of a collective effort from donors and implementing partners, therefore mention and/or tag The Joint SDG Fund socials as well as relevant partners and use the relevant hashtags #LeaveNoOneBehind and #SDGFinancing. 
· Images
On average, visual content performs 5 times better than text-based content and is shared and engaged with more frequently. It is important to consider visual accompaniment with written messaging. Suitable imagery includes captivating photos, videos, gifs, quote cards, infographics, etc. When using images, consider the context in which you’re using that photo, how it communicates the intending message, how effective the photo is in prompting action and if the photo appeals to our emotions in an impactful way.
· Quality
Be concerned with the quality of the posts rather than quantity. Only post relevant and beneficial content. Instead of publishing multiple posts, consider one strong and relevant post. Also, video and imagery are as important as written copy.
· Analysis
Research and analyze your regional audience to see when they are most active and collate the relevant data to see which posts are the best performing. You can find this information on Twitter and Facebook under Analytics and Hootsuite.
· Events
Consider creating a communications strategy around the event beginning with steady promotion to on the day event activity. Prior to the event, create excitement leading up to it by posting content relevant to the event and counting down as a means of promotion. Make sure to list and engage with the usernames of all relevant attendees and speakers as well as event partners. In collaboration with the Secretariat and partners, select a hashtag if necessary, and an introduction with a selected graphic or image. During the event, try posting every 15 minutes using phrases like ‘Happening Now’. You can post interesting quotes, facts, calls to action and relevant links to content. Also, re-post/share other accounts tweeting from the same event. After the event, send a thank you to those who were following along and link any event video or images to invite people to watch and share.
Tips
· Do’s
· Engage with the Secretariat channels by reposting and retweeting content
· Use the relevant hashtags of #LeaveNoOneBehind and #SDGFinancing
· Share relevant content from the Joint SDG Fund website, initiatives, programmes, events, articles etc.
· Highlight local Joint Programme initiatives and work
· Use good quality images that you have the rights to use from credible photo sources (UN photo website)
· Create engaging content like infographics, social media cards and videos
· Interact and engage with the Secretariat and partners by mentioning, tagging and linking
· Perform monitoring and evaluating content and engagement using social media analytics 
· Don’ts
· Do not post content that is politically sensitive 
· Do not use slang terms 

Social Media Terms
· Engagement refers to any action taken by a social media user on your page. This can be in the form of ‘Likes’, ‘Reactions’, ‘Shares’ or ‘Comments’.
· Hashtag refers to any word or phrase that is following the ‘#’, or hashtag, symbol. It is a way to find content about a specific topic, or as a way to make a user’s content more discoverable to other users.
· Impressions are the number of times your posts have been seen by users on social media. For example, if five people have seen your post that means you have five impressions for that post.
· Shares refer to the number of times any user’s piece of content has been re-posted on social media. ‘Share’ is a clickable button that allows you to repost other users’ content to your own timeline. On twitter this is known as a ‘Retweet’.
· Story is on either Instagram or Facebook and is a collection of photos or videos compiled into one album that can be shared with other users on the platform.
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[bookmark: _heading=h.tyjcwt]Branding & Partnerships
The Joint SDG Fund logo represents a One UN system acknowledging all UN Agencies in the joint programme. The logo should only be paired with the United Nations Country Team and Government emblem when co-branded, eliminating usage of multiple agency logos. The Joint SDG Fund logo should be paired with the United Nations Country Team and the Government country emblem of the joint programme.
Where multiple donors contribute financially to an action co-funded by the Joint SDG Fund, visibility of donor support is acknowledged at equal a prominence of the other contributors in all communication materials, events, channels, etc., there should always be an acknowledgment on websites and electronic messaging.
According to the European Commission’s branding guidelines, the EU must be mentioned first followed by Governments of, when listing donors.
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[bookmark: _heading=h.3dy6vkm]Resources
Each Joint SDG Fund regional/country joint programme should have a minimum of one dedicated communications officer to lead and coordinate communications and visibility efforts. The communications officer may be located in the UN Resident Coordinator’s Office or within a Partner UN Organization (PUNO). Technical support and training for communications officers will be provided by the Secretariat. All joint programmes have dedicated budget to support communications and visibility activities for the programme. 

[bookmark: _heading=h.1t3h5sf]United Nations Ground Rules
As international civil servants, staff members are required to be mindful at all times that their conduct on social media must be consistent with the principles set out in the  United Nations Charter, and must comply with the United Nations Standards of Conduct for the International Civil Service, United Nations Staff Regulations and Rules, Status, basic rights and duties of United Nations staff members,  and with the  Media Guidelines for United Nations Officials. As international civil servants, staff have a duty to be and appear to be both independent and impartial. As such, staff must ensure that the expression of their personal views and convictions on social media does not adversely affect their official duties, reflect poorly on their status as international civil servants or call into question their duty of loyalty, impartiality and responsibility to the Organization.

[bookmark: _heading=h.4d34og8]Additional Information
· Joint SDG Fund Social Media Strategy 
· Dept. of Global Communication Story Telling
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Quality, high resolution photographs show results, address
development needs, highlight programme efficiency and
effectiveness, and emphasize the accountability of
stakeholders.
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Use the social media content rule of
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