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The main purposes of this communication strategy are to: 

- Introduce the general ideas and principles guiding communication work within 

WASHTech 

- Provide a general framework and overall objectives for specific and detailed 

communication plans that will be developed in each country and at global level on a 

yearly basis 

- Identify the key challenges that require specific attention from the WASHTech teams 

over the duration of the project 

 

This overall communication strategy forms part of the WASHTech communication package. 

Other parts of that package include the three national communication strategies adapting 

this strategy in the local context, as well as the specific annual communication plans 

developed for global audiences and at the level of each country involved in this project – 

taking into account the specific context, challenges and opportunities of the day.  

 

 

 

How this communication strategy was developed 

 

This communication strategy is the fruit of several cycles of reflection and discussions:  

- A first brainstorm meeting with Anjani Abella and Cor Dietvorst (i.e. the global 

communication team) which led to the mind map about strategic communication in 

WASHTech (using The Brain); 

- Consultations of RiPPLE, WASHCost and Triple-S communication strategies and 

discussions with the communication officers involved in those projects; 

- Ongoing feedback provided by consortium partners and in-country communication 

specialists, who have in turn adapted this communication strategy to the specific 

needs and context of their country.  
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Abbreviations and acronyms 
 

 

CREPA Centre Régional pour l’Eau Potable et l’Assainissement à faible coût 

FAQ  Frequently Asked Questions 

IRC  International Water and Sanitation Centre 

NETWAS Network for Water and Sanitation 

PoC  Picture of Change 

TAF  Technology Assessment Framework  

ToC  Theory of Change 

TREND Training Research and Networking for Development 

WASHTech Water, Sanitation and Hygiene Technologies (this project) 
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Executive summary 
 

WASHTech aims to strengthen the capacity of sector agencies to assess new technologies. 

In order to have as profound an influence on this objective as possible, WASHTech has a 

very explicit embedding agenda in the three countries where it is implemented (Burkina 

Faso, Ghana and Uganda). Communication is central to WASHTech and it is focused on 

social learning, multi-level interactions using existing platforms, evidence-based approaches 

and advocacy for change. 

 

WASHTech communication objectives aim at building awareness for its agenda, targeting 

advocacy activities, involving a wide range of national and international actors in its action 

research, transforming the champions into change agents and monitoring the process of 

change. In order to achieve these objectives, WASHTech will develop a range of specific 

messages that will evolve over time as the strategic emphasis shifts to certain audiences or 

objectives.  

 

WASHTech will also make use of various channels: primarily face-to-face in countries but 

also existing dissemination networks and outlets that help reach out to the primary target 

audiences (decision-makers, implementers, research and development organisations, 

communities and end users). 

 

WASHTech is an international project taking place over three countries and across seven 

consortium partner organisations. This complex setup also requires strong internal 

communication to reinforce the cooperation, coordination and achievement of objectives. A 

simple set of activities and channels will help create the team dynamics, knowledge sharing 

and purposeful information management that makes or breaks any initiative.  

 

This global communication strategy outlines all these elements for the duration of the 

project. It comes together with an annual operational plan detailing activities and priorities 

for 2011 (and later 2012 and 2013) as well as with country-specific communication 

strategies and plans. 
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WASHTech communication approach and principles 
 

People are at the heart of the project and communication is therefore essential for the 

project to reach its full meaning and ambition.  

 

WASHTech communication approach 
 

Strategic communication of WASHTech follows a picture of change1 which charts the 

objectives of the project and the assumptions that underline how they are to be 

accomplished. This picture of change is not static. It evolves together with the subtle 

interactions of the actors involved in the activities and the playing field of WASHTech. The 

picture of change will therefore be reviewed globally and in country at least once per year.  

 

The WASHTech picture of change (PoC) directly informs the programme’s communication 

strategies (global and national) and plans; updates in the PoC will be reflected in 

subsequent versions of the communication strategies and plans. 

 

The articulation of communication activities between the global and national strategies, 

plans and the picture of change is based on the recognition of complex dynamics at play, 

which, for instance, explains the different perceptions of decision-makers and practitioners 

on what makes ‘effective WASH technologies’. While the picture of change identifies a 

certain vision of what the programme hopes to achieve, it is understood more as a guidance 

document to keep exploring our assumptions and make use of the best opportunities to 

embed WASHTech in ongoing national policies, strategies, discourses and activities. 

 

WASHTech communication principles 
 

WASHTech communication follows five simple principles that support the overall approach 

of the programme to communication and apply to all communication activities that 

WASHTech promotes, following Gandhi’s proverbial message ‘Be the change that you want 

to see in the world’:  

- People-centred communication, around social learning and interactivity; 

- Multi-level, integrated communication; 

- Building on existing platforms and initiatives; 

- Evidence-based and reflective communication;  

- Targeted advocacy for change. 

 

People-centred communication around social learning and interactivity 

                                                           
1
 Developed by means of a specific method for assessment of change, also referred to as ‘Theory of Change’ 

(though not in WASHTech) 
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Against the mathematical theory of communication2, centred on senders and receivers and 

the importance of sending signals, WASHTech believes in the importance of interactive, 

two-way communication. While WASHTech will develop messages and disseminate them, it 

hopes to do so as a way of receiving feedback, triggering insights and engaging target 

audiences in a dialogue – whether face to face or virtually. In doing so, WASHTech also 

believes in the value and purpose of social learning at the centre of communication. 

WASHTech promotes an active and joint exploration of its work with its partners, 

beneficiaries, donors and other actors that make up the context in which the programme is 

embedded. Key in this approach is the building of trust through regular contact, joint 

activities, frank exchange and consistency in behaviour. 

 

Multi-level, integrated communication 

WASHTech operates nationally in three countries, in various districts and municipalities,3 

and globally. Communication has to operate at all these levels to connect the various 

discourse and practice arenas that are relevant for its work and to trigger a change in the 

system. WASHTech communication will work on reinforcing its messages from one level 

and one arena to the next and sharing feedback throughout the chain too so that the 

WASHTech programme system itself is also affected and responds to the changing context 

as a whole. 

Another key aspect in this approach to communication is the emphasis on networks – 

WASHTech will target the formal and informal networks at the boundaries of the programme 

consortium: the personal and institutional networks that specific ‘champions’ may have.  

 

Building on existing platforms and initiatives 

All WASHTech partner organisations, whether African or European, have set up recognised 

and effective online and offline platforms for discussion and exchange of information. 

WASHTech communication will make active – though progressive – use of these platforms, 

building upon the momentum achieved by its member organisations rather than fighting for 

the recognition of a new platform. Similarly, WASHTech will develop its presence through 

other relevant (virtual) information or (physical) discussion platforms at national and local 

level. New learning alliances will not be set up but will make use of existing groups and 

meeting platforms. A notable exception in this respect is the project website which is the hub 

for all programme information – although this hub will connect closely with the above-

mentioned platforms.  

 

Evidence-based and reflective communication  

WASHTech promotes a change in the assessment of technology which is based on 

available information. If that information is not of sufficient quality, additional research needs 

to push it up to standards. In so doing, WASHTech believes in the principle of scientific 

curiosity and the importance of social learning to develop communication activities that seek 

to explore, question, reflect upon existing structures, discourses and behaviours. The links 

with (process) monitoring become all the more obvious in this light. 

 

Targeted advocacy for change 

                                                           
2
 http://en.wikipedia.org/wiki/A_Mathematical_Theory_of_Communication  

3
 This is a distinction between Anglophone countries (where the reference local administrative unit is the 

district) and Francophone countries (where it is the municipality)  

http://en.wikipedia.org/wiki/A_Mathematical_Theory_of_Communication
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WASHTech will not develop comprehensive advocacy campaigns aiming at a general 

change in the sector through intensive efforts of global awareness. Instead, WASHTech will 

craft key messages (which imply a change of behaviour) and target them at specific 

institutions and individuals identified as key actors and figures that can influence change in 

their respective networks. 

 

The approach and principles introduced above should help address the communication 

challenges that WASHTech faces.  

 

WASHTech communication objectives 
 

WASHTech is a three-year action research project whose overall development objective is 

to bring about more effective investment in new technologies, in order to achieve MDG 

targets.  

The specific project objective of WASHTech is to strengthen sector capacity to make 

effective investment in new technologies.  

 

The underlying communication objectives of WASHTech are related to the audiences 

identified (see below). They revolve around a progressive scale of involvement of these 

audiences in project activities, from action research to communication and advocacy. The 

scale of involvement is a free adaptation from the famous marketing formula ‘AIDA’ 

(Attention, Information, Desire, Action)4.  

 

The communication objectives of WASHTech are: 

- At its simplest level, building awareness about the project’s rationale to identify 

natural champions that can play a role in the current project or may help scale up the 

WASHTech efforts to other areas – this objective hints at attracting the attention and 

providing information; 

- Carrying out targeted advocacy to influence technology choices towards more 

informed decisions (thereby creating a desire for change) and trigger a trickle-down 

effect towards other actors receptive to moving in that direction; 

- Involving a range of national and international actors in action-research and 

reflection around it – to promote joint reflection and action and source evidence for 

the work that WASHTech puts in – mainly through the TAF;  

- Transforming the champions into network change agents. Beyond their 

involvement, key individual actors should spread the core messages of WASHTech 

and win over other actors to the cause of the project. This will help connect to the 

respective networks of these champions5 and slowly build the critical mass of interest 

necessary among others to scale up the TAF; 

- Monitoring the process of change in the adoption of the TAF and other 

WASHTech instruments – in conjunction with other monitoring and impact 

assessment activities – to better understand the barriers behind uptake and to 

reformulate the communication messages to favour the uptake.  

                                                           
4
 AIDA is attributed to E. St. Elmo Lewis – See Ferrell, O.C. and Hartline, M. 2005. 

5
 At all levels and of all natures (from decision-makers to implementers to research institutes etc.).  
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A sixth and final objective concerns internal communication, which in WASHTech aims at 

supporting effective and timely sharing of key information and ensuring regular exchanges to 

raise questions, discuss issues, share ideas and insights, and inform the project collectively. 

 

Key audiences for WASHTech 
 

WASHTech touches upon a number of critical audiences that relate to their function in the 

project:: either primary audiences that are at the core of WASHTech’s communication 

strategy or secondary audiences that help bridge certain gaps in that picture and extend the 

outreach scale.  

 
Figure 1 WASHTech primary audiences 

 

The following primary audiences have been identified for WASHTech outreach work at 

global level, either because they influence the choice of technology directly or its application 

and use at scale. The end beneficiaries, paying customers and all other users of WASH 

services are reached directly by a range of the actors mentioned among primary audiences, 

even more so at country level. However, WASHTech does not aim at directly addressing 

these audiences.  

 

Among stakeholders influencing the choice of technology are: 

Decision makers: 

- Funding agencies – who fund projects and initiatives and influence the choice of 

technologies they authorise as part of their compliance rules; 

- Governmental agencies – who are responsible for the selection of certain 

technologies, both at national and decentralised levels;  

Implementers: 

- Implementing agencies – governmental and non-governmental agencies that are 

effectively rolling out the technologies at local level; 

- Regional networks – who act as information hubs with large potential outreach in 

the countries surrounding project areas; 

Research and development organisations: 

- Manufacturing and technology design agencies – who develop these 

technologies in the first place and need to be aware of the factors that influence the 

roll out of their products; 
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- Research and knowledge institutes – who assess the technologies and relay 

information about them; 

- Universities and technical colleges – who prepare future generations of decision-

makers and implementers and may find it useful to include the TAF and its principles 

in lectures and research activities. 

Private sector:  

- All private companies that distribute the technology to consumers, therefore 

influencing uptake and maintenance of these technologies. 

 

Secondary audiences have also been identified as they are affected by the choice of 

technology and also influence the choice themselves and the procedure that will be set up 

for the TAF. These secondary audiences include: 

- Communities, community-based service providers and end users – e.g. hand 

pump mechanics who are directly influenced by the choice of technology and may 

provide excellent feedback on the practical problems, added value, acceptability and 

affordability of using certain technologies; 

- Consumer associations – who voice the concerns and needs of end users and 

may indirectly affect the selection of technologies 

- WASH media – they help relay certain key messages to a wider audience, channel 

the feedback from end users and other audiences and progressively play a more 

active role in monitoring WASH initiatives.  

- Community-based organisations and local groups: local, school, health and/or 

faith-based institutions who are close to the communities and raise their concerns 

and needs, which could also influence their selection of technology options. 

 

WASHTech messages 
 

Not all communication activities are message-driven, but messages play a considerable part 

in conveying the vision of change that matters to WASHTech. The programme’s main 

message – related to the overall development objective – is: sustainable provision of water, 

sanitation and hygiene services requires adequate investment in new technologies and in 

the capacity to make this investment.  

 

Underlying communication messages at the start of the project are:  

- For decision-makers: Everyone promotes any type of technology, there is simply no 

guidance to see how relevant they are. They often lead to failed introductions and 

unsustainable solutions. Use the TAF to help others invest in adequate technology – 

be the one in charge and on the ball! There is great potential in new technologies, 

use the TAF and adopt these technologies. 

- For implementers: You want to provide good WASH services but there is no 

guidance to select the right technology – the TAF provides you with the guidance 

you need and the government’s endorsement – become a key to sustainable WASH 

access and services!  You have been promoting a technology for years and it has 

been proven to work, use the TAF to generate evidence for scaling up to other areas 

or try something else that works in case my technology is not appropriate. 

- For research and development organisations:  
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o Research institutes: Your research has a lot of potential but no one is 

listening. Share your expertise to develop the TAF and get governments, 

NGOs and the private sector to listen to you and improve their approach! 

o Commercial developers: Your technology has great potential – only it’s not 

used optimally. Assess it with the TAF and make profit for the benefit of 

people and governments alike! 

- For the wider public: You want good and sustainable WASH services. Decide what 

technology YOU can afford and operate in the long term – inform your decision 

maker! 

 

Next to its messages, WASHTech will also focus on collecting and sharing interesting 

stories that capture the process of change and other interesting insights about the 

embedding of WASHTech research and other activities. These stories are not known in 

advance and will be influenced by the choices made in process monitoring (work package 

7). 

 

WASHTech channels and communication products & 

services 
 

On a global level, WASHTech will make use of a variety of channels and of specific 

products and services to ensure engagement with all relevant audiences – the channels 

mentioned below follow a decreasing order of intensity in engagement. Under each channel, 

particular products and services have been identified.  

 

Face-to-face 
Face-to-face contact is the primary conduit of a people-centred approach to communication. 

Both globally and in-country, WASHTech staff have key connections with relevant 

institutions and individuals that are interested in the programme agenda and could turn out 

to be active champions. Face-to-face contact will be fundamental for advocacy and 

coalition-building purposes (to expand the network and the capacity of the WASHTech 

constellation of interest).  

Products and services: In an increasing level of complexity, WASHTech staff will keep in 

close touch with actors that are relevant for the programme, seeing them in bilateral 

discussions as and when relevant to discuss progress, questions and ideas and to connect 

them with other means of communication (so that eventually communication becomes 

broader and cheaper).  

In addition, WASHTech will host events itself to engage wider audiences around its findings 

and key propositions, and will be present at relevant conferences and events where it can 

hold a stand and, in particular, organise discussions and other interactive sessions to sound 

out its messages with the wider WASH public.  

Finally, WASHTech will organise a series of exchange visits between countries, and 

possibly within each country, to share experiences and cross-pollinate useful ideas and 
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good practices. Selected international representatives – from the list of international 

champions – may be cherry-picked to attend these exchange visits. 

 

Online and digital media channels 
The most versatile and expanding channel of all is digital. This channel comprises a vast 

array of specific sub-channels:  

- Email: In the WASH sector, email is probably the most universal means of 

communication available and WASHTech will build upon that strong medium (e.g. 

using targeted mailings), in support of interpersonal communications, while 

encouraging the use of other online medias and platforms. For internal 

communication a Google group has already been selected as the preferred channel 

– in an informative (non discursive) way. 

- Websites: Websites are still heralding online corporate communication for a great 

many organisations and projects. WASHTech will not challenge this status but will 

use its website as the hub connecting all other digital platforms. 

- Social media: In themselves a vast category of platforms whose common element is 

to provide interactive ways of communicating and of sharing work more easily. Blogs, 

wikis, social networking sites (e.g. Facebook, MySpace), micro-blogging (Twitter, 

TumblR) and other dedicated platforms (YouTube for videos, Slideshare for 

presentations, FlickR for pictures etc.) are changing the face of online 

communication forever. WASHTech will pick and choose some channels that seem 

relevant. 

- Online file sharing and storing applications: DropBox, YouSendIt and other 

services have proven valuable in being able to share information quickly even in low 

bandwidth environments.  

Products and services: 

- In addition to bilateral/team e-mailings, a Google group is used to channel internal 

news every two weeks. A mailing list of interested parties has also been developed to 

keep a closer, more up-to-date network. Once WASHTech produces more outputs, 

this mailing list could be used to set up a wider (and open) dissemination channel for 

external news about the programme; 

- WASHTech has set up a website (WASHTech, THE project (2011-2013 - 

http://washtechafrica.wordpress.com/) which will contain an overview of all outputs 

and official deliverables, presentations and videos, MSC stories as well as general 

information about the project, its partners and activities. The website – based on the 

blog platform WASHTech – contains dedicated country pages. 

- The articles that will be developed for paper versions will be published on the website 

and also on resource centre network (SAWA in Uganda, RCN in Ghana and RCR-

BF in Burkina Faso) and partner websites (Cranfield Uni, CREPA, IRC, Netwas 

Uganda, Skat, TREND, WaterAid, CLARA project etc.) 

- Existing newsletters will also disseminate some news from the project: Source and 

Sources Nouvelles and related partner outlets (Infos CREPA, Echos du reseau, 

Fas’Eau Nouvelles, Ghana WASH News and Water Focus, news bulletins from Skat, 

WaterAid, RWSN etc.) 

- WASHTech will make use of Slideshare, YouTube (or BlipTV) and FlickR to share 

presentations, videos and pictures. No wiki will be used. Twitter may be used 

http://washtechafrica.wordpress.com/
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occasionally and blogs are not foreseen in the first year but the website platform 

lends itself naturally to it.  

- DropBox is the medium of choice to share information files across the consortium. 

 

On the phone  
Although the project proposal does not address mobile phone communications, this is a 

rapidly expanding and changing means of communication, whose development is 

particularly impressive in Africa. From information about pricing issues to mobile 

monitoring/reporting and whistle-blowing, mobile phones are becoming ever more versatile 

and mastered by various actors on the continent. WASHTech will not invest heavily in this 

side of communication to start with but will monitor trends and opportunities and will 

progressively develop mobile solutions to share information about technology and engage in 

mobile reporting of (in)effective WASH technology. At country level, mobile phones, 

especially for the use of SMS, can be used for communication among learning alliance 

members and a wider public. 

On a more everyday level, WASHTech staff will make use of the phone (or Skype) to keep in 

close touch with the contacts that are part of their WASHTech network (other consortium 

staff and related actors in their vicinity). 

Products and services: These will be developed later but should revolve around the use of 

smart phone applications, text messages and perhaps a call centre in each country if 

deemed relevant and possible financially.  

 

Paper and post 
Paper remains a central way to share documents that come out of a given initiative. 

WASHTech will also make use of this deeply entrenched mode of communication. However, 

printing and dissemination will be organised as much as possible on demand rather than on 

the basis of large print orders – to reflect ecologically and economically on information 

production. A number of document formats will be used to share messages developed by 

WASHTech and the stories collected.  

Paper still remains an important way of disseminating information at country level. It is 

necessary and in some instances should be encouraged, when the internet connection 

leads to limited use. 

From the third project year onwards, training will become a more pressing issue, urging for 

specific training course materials around the TAF. 

In addition to the paper documents, the global WASHTech communication team will keep 

track of a physical mailing list of interested parties and will share – as and when relevant –

some key documents with them.  

Products and services: 

The programme will see to the development of various working papers, briefing notes, 

information sheets, WASHTech stories, annotated presentations, thought pieces and 

newsletter articles. The project leaflet and press release are also available in print and digital 

format. Training materials will include guidelines, manuals and posters. 
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Radio 
In rural areas of Africa, radio is an essential means of communication. WASHTech remains 

open to using specific radio programmes, although its primary target audiences are usually 

not in digitally-deprived areas. In addition, with online radio, it has become a lot easier to 

map and connect rural radios and link them to other digital information streams, ensuring  

better access to that information and a better linkage with other information channels.  

Products and services: These will be developed later but may consist of specific 

appearances on selected radio programmes and – if deemed relevant – developing a 

dedicated radio programme around WASH technology issues. At international level, there 

will not be any further use of radio but local radios will be charted and indicated on the 

project website. 

 

Video 
Participatory video has become really popular among development institutions over the past 

few years.   

However, video requires a lot of editing time and will therefore remain limited to: a) interviews 

with specific guests among the alliance of ‘champions’ and other interesting profiles in the 

field of WASH technology b) the collection of Most Significant Change (MSC) stories and c) 

occasional sound/eye bites from consortium partners about the progress with the project 

and ways it can improve. All videos will be posted online. 

Products and services: Short video-interviews, video MSC stories, snappy fragments of 

interviews with consortium staff.  

 

WASHTech communication challenges 
 

Communication is a people’s affair, thereby likely to evolve with people’s issues, their 

cooperation and coordination. What are the challenges WASHTech faces in 2011 and what 

are possible remedial measures? 

 

The challenges of WASHTech can be of two natures: content- or process-related 

challenges. The former relate to the messages that are developed and the advocacy 

barriers that may be encountered, while the latter are related to the forms of communicating 

and anything that is not related to the nature of the messages. 

 

Content challenges 
 

Technology vs. service bias 

The WASH sector is very prone to the technology bias: quite a few actors still think that 

WASH problems are related to technology, not to the governance of WASH technology and 

even less so to the governance of WASH services. In the same vein, they tend to assume 

people should adapt to technology, instead of technology adapting to peoples’ needs. 

 WASHTech will work on messages that address that bias and clearly articulate the 

contribution of technology – and its limits – to the sustainable provision of water, 



Communication Strategy v.2.0 Version: 10 June 2011 

Corresponding author: leborgne@irc.nl  15   

sanitation and hygiene services. The TAF itself will work on this challenge and 

communication will support in this and report on how the situation develops. 

 

Scaling up and legacy of the project in the future 

At the end of the programme, the TAF will be left for WASH actors to implement at a wider 

scale in the three project countries and in other countries. It is unclear how much the project 

will manage to prepare the up-scaling process and effectively deliver on its promises. 

 WASHTech will manage expectations by carefully wording the promises made and 

will dedicate some process documentation to the preparation for upscaling, so as to 

find out what barriers are present and how they could be addressed by 

communication activities and other means. 

 

Action research and no direct implementation 

Any action-research project tends to be a blessing and a curse at the same time: the action 

research reveals interesting areas to explore further and to take up in implementation, yet 

the project itself usually does not fund implementation of the findings apart from the pilot 

activities which, by definition, remain limited. 

 WASHTech will clearly formulate the limitation of its action-research to the areas 

where it works and the embedding work (work package 6 – learning alliances) will 

specifically take into account the necessity of linking up with technology providers 

and governmental agencies in charge of rolling out technology in the country. 

 

Process challenges 
 

Dealing with multiple formal and informal languages 

The working and main communication language in WASHTech is English – which is the 

working language in all (but one) project countries. In Burkina Faso, French is the main 

language. In addition, various audiences in Burkina Faso, Ghana and Uganda may speak 

other national languages such as Moore, Ashanti etc.  

 These languages will be used as follows: 

o English will be used for internal communication, all official communication 

with the donor and other actors located outside the project countries, as well 

as most in-country communication; 

o French will be used for all communication that is targeted specifically at 

national audiences in Burkina Faso. In this case a short summary in English 

will be offered to share understanding about the country team’s work with 

other countries; 

o National languages might be used only for very specific and sporadic 

communication activities and materials if deemed necessary by the country 

team and approved by the global communication team. In that case a short 

summary will be provided in English (and in French as and when relevant). 

 

Face to face vs. electronic communication 

Any project involving more than one country has to rely partly on electronic communication 

to keep regular contact in an affordable manner. Nonetheless, face-to-face contact is 
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essential to establish trust and becomes a vital pillar for working in certain African countries, 

particularly Burkina Faso and Ghana
6
.  

 The programme will organise regular consortium meetings to increase the trust 

among consortium members and take other initiatives to give a more human face to 

digital communications; 

 The website will progressively encourage a more informal and human tone by 

encouraging blog posts giving subjective opinions;  

 Project communication channels will encourage interviews, discussions and other, 

more interactive ways of sharing information; 

 In-country, a number of events will also be organised or attended to ensure the 

spreading of messages by means of personal advocates; 

 Advocacy activities will particularly happen via interpersonal contact.  

 

“Keeping the beat” in the consortium 

The WASHTech consortium covers six countries and ten physical offices, spread across 

nine work packages and about 50 people, most of whom are not working full time for the 

project. In such conditions, keeping the momentum and ensuring that all heads are aligned 

towards the objectives, deliverables and activities becomes a subtle balancing act.  

 The bi-weekly WASHTech Herald will inform everyone about activities going on 

around the consortium. The global comms team will chase everyone to share 

updates and the structure of the Herald will be periodically assessed to reflect the 

information deemed relevant by project staff; 

 All consortium members make use of a DropBox file repository for sharing finalised 

documents or (jointly) working documents;  

 A special ‘intranet’ section of the website will allow consortium staff to find that 

information on a regular basis and keep updated by means of RSS feeds; 

 The project director and global communication team keep each other posted on a 

regular basis to ensure a good flow of information and easy surfacing of ideas, 

insights and questions by consortium members; 

 An evaluation will take place six months into the project to assess the internal 

communication set up and see if another set of systems and procedures needs to be 

in place. 

 

Attracting the right type of audience  

Because of the bias to think of WASH sector challenges in terms of technology, there is a 

risk that WASHTech attracts certain audiences that it may not wish to engage with much. In 

particular the multitude of WASH technology providers that are looking for outlets to 

disseminate their technology may over-engage with the project consortium when they are 

only one among the many audiences. 

 The WASHTech communication team will monitor the engagement and who it comes 

from and will modify settings for engagement (commenting etc) on the digital media it 

controls. 

 In the light of this monitoring work, specific messages may be displayed clearly on 

the website (e.g. in a Frequently Asked Questions/FAQ section) and related outlets 

to clearly target specific audiences and channel the requests of these external 

visitors.  

 

                                                           
6
 See Le Borgne and Pels, 2010.  
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Limited resources 

WASHTech is a donor-funded programme with a specific budget and team delivering the 

work. Resources are limited to what was specified in the project proposal and no specific 

additional budget is planned for e.g. printing and dissemination or additional events.  

 As much as possible, WASHTech will make use of other ongoing programmes in the 

three countries to cross-subsidise travelling and use resources for more than one 

purpose. 

 Depending on the level of required funding in the longer run, the programme will also 

seek additional funding from the European Commission or other donor agencies, or 

from specific small ongoing national WASH programmes.  

 

WASHTech communication support activities 
In order to address the above-mentioned challenges, the following support activities will take 

place. 

 

Coordination of communication activities 
This global communication strategy and global communication activities are coordinated by 

the IRC communication team (Ewen Le Borgne – lead, Cor Dietvorst for website and social 

media support, and Anjani Abella for publication, copy-editing and event organisation 

support).  

The global communication team keeps in close touch with the communication officers 

(Yacine Traore in Burkina Faso, Abu Wumbei in Ghana and Derrick Sewanyana in Uganda) 

in the three countries, as well as the national coordinator. They are assisted in this by the 

IRC counterparts that follow work on WP6 and 87 in the three countries in support of the 

national teams. The role of this comprehensive communication team is to channel questions 

and provide first-line support. If the questions and issues require wider consultation or more 

technical expertise, they establish a liaison with the global communication team or other 

relevant parties. 

In addition, WaterAid country offices, Skat and the Rural Water Supply Network (RWSN) 

may involve their communication specialists to support these activities in country or 

internationally. 

In-country communication activities are coordinated by the relevant national communication 

officer in accordance with the national coordinator – the global communication team only 

plays the role of sounding board, but clears decisions regarding corporate design and 

posting on global platforms such as the official project website. 

The communication officers will discuss issues by Skype once every two months and for ad 

hoc discussions when deemed relevant. 

 

Capacity development 
Communication work will be successful if the objectives are shared by all, if resources are 

available and if every consortium staff member contributes to smooth communication, 

particularly communication officers. Capacity development is therefore vital to ensure a 

                                                           
7
 Ewen Le Borgne for Burkina Faso, Marieke Adank for Ghana, Valérie Bey for Uganda. 
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greater coordination of, and cooperation around, communication activities and 

products/services. 

 

Capacity development for communication in WASHTech thus entails: 

- A couple of support visits planned for each country in 2011 and again in 2013, where 

training will be provided on the key software used and specific issues related to the 

existing capacities will be addressed in each country. 

- Specific tutorials and guidance materials will be collected from the World Wide Web 

to inform the use of specific communication channels and ways of working. 

- Where the former is not enough, specific guidance materials and information sheets 

may be developed to guide communication officers in their activities. 

- Ad hoc support provided by IRC counterparts and the global communication team by 

email, Skype or phone. 

- The exchange visits planned for action-research teams may also include the 

communication officer to share practices, experiences, ideas and problems across 

countries. 

- A dedicated training workshop on the Most Significant Change approach for process 

monitoring in October 2011, for communication officers and consortium and country 

leaders. 

- From 2012 onwards, the research protocol, results and guidance notes will also be 

repackaged into training materials that will be offered to a range of sector agencies in 

that year and 2013. 

- Finally, the consortium meetings will flag possible needs for specific capacity 

development issues.  

 

Monitoring and evaluating progress, process, outputs and 

outcomes 
 

The global communication work will be monitored in various ways: 

- Progress: will be assessed informally through the monthly consortium meetings and 

by means of informing each other in the WASHTech Herald. There is no official and 

formal monitoring report other than about deliverables (as and when they are 

released) and the bi-annual financial report.  

- The process of communicating and developing products and services will also be 

assessed through consortium meetings, as well as (potentially) specific process 

monitoring activities targeted at the internal side of WASHTech work. 

- Outputs: official deliverables – eight specific headings under the work package on 

communication – will be monitored and reported about formally in monitoring reports 

and the finalised outputs will all be made available on an overview page on the 

project website. Other quantitative information (such as web page visits, comments 

and questions received etc) will be part of the formal reporting.  

- Outcomes: the outcomes of communication activities of the overall project may be 

difficult to determine and are not among priority monitoring activities. However, 

process monitoring activities – and particularly the stakeholder portraits planned as 

part of that strategy – will touch upon the results of communication activities. 

Outcomes will be discussed among the communication team, consortium director 
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and other partners during specific consortium discussions or as part of the yearly 

(physical) consortium meetings. 

 

The global communication team leader will provide inputs and evidence for the monitoring 

reports (regarding the communication part). He will be supported by the rest of the team in 

this. 

WASHTech communication budget 
 

The WASHTech budget for communications – under work package 8 – amounts to 

€218.590,00 for the entire duration of the project, of which direct personnel costs amount to 

€113.603,00, indirect costs (for fixed charges) amount to € 45.527,00 and out-of-pocket 

expenses to €59.460,00. 

 

Out of pocket costs are broken down as follows: 

Activities Total Budget holder 

Attendance at global events € 14.900,00 All consortium partners 

Support visits € 7.560,00 IRC 

Products and services 
(subcontrators’ charges) 

€ 12.000,00 IRC, CREPA, Trend, Netwas 
(€3.000,00 each) 

Video documentary production € 25.000,00 WaterAid UK 

TOTAL € 59.460,00  

 

The exact use of this budget will be specified in the communication plan on a yearly basis. 

However, the overall budget envelope expected for each year, in terms of out-of-pocket 

costs, is as follows: 

- 2011: € 7.560,00 

- 2012: € 31.000,00 

- 2013: € 20.900,00 
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