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Trainer PowerPoint presentation notes

SLIDE 1 GENDER AND CAMPAIGNING: 
WHY AND HOW TO INTEGRATE GENDER EQUALITY INTO YOUR CAMPAIGNS
Opening and Welcome (<5 mins)

Open the day, welcoming all participants and giving a very brief introduction to the day.

Key points:

· Whatever the issue that we are campaigning on – how we campaign can either promote or undermine gender equality and women and girls’ rights.

· Through the course of today we’ll be considering how the choices we make when planning and executing a campaign – what we campaign on, who we campaign with, how we campaign and with what materials and messages  - can have an impact. We’ll be learning how to start putting gender equality at the heart of our campaigning work.

SLIDE 2  INTRODUCTIONS  (15 mins)

(Provide minimal essential safety/ comfort information Fire Exits, location of toilets)

Introductions:

· Facilitator introduces herself, saying something about herself/ her experience and why she is giving this training today.

· Invite each participant to introduce themselves to the group (name and where they work).

· Ask them to summarize in 3 words how they feel about being here this morning.

FACILITATOR TIP:

Introductions and creating an open and respectful atmosphere will be especially important in this training.

Depending on the number of participants, timings may need to be altered here – however, do not spend more than 15 minutes total on introductions.

SLIDE 3  OVERVIEW OF THE DAY

Overview of the Day (<5 mins)

Brief introduction to what we are planning to cover today.  

The agenda is on participants tables for more details.  

· Any questions?

SLIDE 4    MAKING THE MOST OF THE DAY    (10 mins)

Discussing gender equality and women’s rights is not easy - it can trigger difficult issues for some people (for example, when we discuss violence against women we need to remember that many of us have survived it).  

We want this to be a safe and inclusive space, where we can all get the most out of the day.

Some rules already on flip chart (i.e. mobile phones, keeping to time)

· In addition to these, what can we all do to ensure that we create an open space where everyone feels comfortable to contribute?  (Facilitator: to condense and flip chart these – ensuring accord from participants)

FACILITATOR TIP

Prepare flip with basic rules (i.e. mobiles, time etc.) in advance and reveal at start of this session

Ensure that these are covered:

• Use of language – free to explore issues if you don’t know the right terminology – and be open to discussing and if necessary changing the terms we use. 

• Clarity over what is confidential – how input will be used

• Everyone has responsibility to participate fully

• Respect everyone’s views – and that views will be different

• If you don’t understand something, ask
SLIDE 5   WHAT ARE YOUR EXPECTATIONS FOR TODAY?   (15 mins)

Working in pairs.

· What would make this day a success for you? What would help you participate well and enjoy the training? What do you want to learn?

· Each pair to write down main points on post-it notes (5 minutes).

· Feedback to plenary (10 minutes).  

· Flip chart main points and display on a wall following the exercise.

FACILITATOR TIP

This is only a short session.  There is unlikely to be time to hear every participant’s expectations.  As facilitator it will therefore be important to synthesise feedback.

Flip chart main points and display somewhere visible.

Outline your expectations from participants in summing up and introduce the Challenges Wall:

· To go away with a personal commitment to incorporate women’s rights into your campaigning.  There can be many challenges to doing this.  When you think of a challenge during the day, please write it down ON A POST IT, and put it on the Challenges Wall.

SLIDE 6   WHAT DOES IT ALL MEAN? DEFINITIONS    (<5 mins)

· It’s very important to unpack some of the key terminology.

· This is relevant to campaigning generally – but specifically when we are discussing issues around women’s rights, where the terminology can feel difficult. 

· Sometimes people can feel uncomfortable discussing the issues for fear of using the wrong words.

· It’s useful to agree some shared definitions of some key words – to help to ensure more productive debate today. 

Start with campaigning…

· What do we mean by the word campaigning? 

· Recognition that the words advocacy and campaigning can have different meanings for different people and different orgs (and sometimes even in different departments within organisations!).  

· For purpose of this training, we will use the definition from NCVO:

“Campaigning is the mobilisation of forces by organisations to influence others in order to effect an identified and desired social, economic, environmental or political change”.

Will be talking today predominantly about international development campaigns – mainly (but not exclusively) those run by international development NGOs.

· Any brief comments or reflections?

SLIDE 7   WHAT DOES IT ALL MEAN? (15 mins)

In small groups of 2/3 discuss meanings of these terms.  In your group try to write down a definition for each to share with the room. (5 minutes)

Feedback, discussion, questions and summing up (10 minutes)

Some useful definitions (not prescriptive):

· Gender equality: equal status, power and resources between women and men.

· Women’s rights: entitlements and freedoms, enshrined in law.

· Feminism:  A movement based on the belief that women and men are equally valuable.

· Patriarchy: The dominant social system that prioritises men.  

FACILITATOR TIP

Encourage participants to work with someone new where possible.

In summing up this session:

Highlight the importance, when discussing these issues within our organisations, of ensuring that there is a shared understanding of terminology, to allow a richer debate.

Stress though that – just like today – we also need to create an environment where people should feel free to explore issues - regardless of whether they know the right terminology. 

Pass around Definitions sheets for use during the day. 

SLIDE 8  WHY GENDER EQUALITY AND WOMEN’S RIGHTS   (10 mins/ 2 slides)

Who brought an Inspirational Woman with you (pre-work)? 

[choose 3 or 4 to say who their inspiring women are and why they inspire them. 

Ask everyone to put their pictures up on the wall in an Inspiring Women display during the morning break]

The point is, when we talk about or work on women's rights, we tread in the footsteps of giants. There is a long history of women's rights activism, women have a strong heritage of battling against the structures, laws, policies and the social norms that discriminate against us. From the elite politician who has broken new boundaries, to the woman worker who has battled for equal pay with male colleagues, to women who build peace in their local communities after conflict - women's rights activists have changed the world.

And let's face it, we have to.  Because everywhere, regardless of country, society, culture, women are not equal with men, and face significant barriers in exercising their basic human rights…..
We have included 3 suggestions of videos which could be shown during this section.  You can choose whether to show one of these to supplement the contributions of participants, particularly if you feel that the level of understanding of gender issues may be low within the group. 
· Empowering Women - Empowering Humanity: Picture It! - UN Women

· https://www.youtube.com/watch?v=pFmP94NQ4jc 

· UN Women: Putting the Women's Agenda as a Priority

· https://www.youtube.com/watch?v=co3-Uech1Fc
· The autocomplete truth - UN Women  

· https://www.youtube.com/watch?v=IkNlGuW-0g8

FACILITATOR TIP

When introducing tea break, remind participants to add their Inspiring Women to the display

SLIDE 10   PUTTING GENDER EQUALITY INTO YOUR CAMPAIGN STRATEGY

(45 mins for next 5 slides – encourage discussion)

Have defined some of the key concepts this morning, and heard the case for why gender equality and women and girls’ rights should be a priority in our campaigning work.

Now considering some of the practicalities of how we can build a women and girls’ rights focus into our campaign planning process.

As campaigners this continuum will probably be familiar to you - it provides a summary of the process that we follow when planning and executing a campaign

(briefly talk participants through the cycle)

· But, where in this campaign planning and implementation process do you think we should be starting to address women and girls’ rights?  

· We need to be considering women’s rights at every stage of this process.  

Gender equality is not a bolt on that we can consider only at the implementation stage of our campaigning. To make a real impact to the lives of women and girls, we need to be considering their rights from the very outset of our campaign planning – identifying the issue.

SLIDE 11 DEVELOPING STRATEGY (1)

Identifying the Issue

· First step in developing any campaign is obviously to identify the problem we are trying to address with our campaign.

· The decision on which topic we work and which angle we chose to address within that will be influenced by a number of factors – for example, organisational priorities, external political environment and your resources. 

But – the first should be:

· Will addressing this issue make a significant difference to the lives of women and girls?

To find the answer to this we should primarily be listening to the views of marginalised women and girls themselves.  They are obviously best able to describe what would most transform their lives.  

· Is the broad topic that we are choosing (i.e. conflict, education, health etc.) a priority for marginalised women and girls?

Within this broad topic, what are the particular issues that most impact the lives of women and girls? On any issue, marginalised women face specific barriers that will be different from the challenges facing men.  Asking women and girls what they see as the priority may provide us with a new perspective.   

(For example, if we were planning a campaign on education, we might at first think that our focus should be providing more investment in schools and teachers.)

However, if we were to consider the issue from a girls’ perspective – using our ‘gender lens’ - we may find that the most important issues for girls are:

· having to collecting water for up to 6 hours a day leaves little time for attending school

· not having separate toilet facilities means that many girls drop out of school once their periods start 

How do we make sure that our campaigns actually benefit women – and are for women - not just about them?

International development NGOs work on gender for many different reasons.

Some organisations already have a strong women’s rights focus and understand that gender relations are a central way in which inequality is perpetrated, or at least will accept that women and girls make up more than half of the world’s poor and therefore should be the focus of development efforts.

But – some organisations use a more instrumentalist approach – campaigning for investment in women because of their role in lifting families and communities out of poverty.  Seeing securing women’s rights as a means to an end – rather than as an important end in itself.

Some organisations run communications campaigns to raise brand awareness or to align themselves with donor agendas.  These may describe a problem – but often do not have any specific change goal. While they can still be important in building support for women and girls’ rights, they are not really advocacy campaigns (refer back to NCVO definition) and can too often end up being about women and not for women.

· Any comments or reflections?

SLIDE 12   DEVELOPING STRATEGY (2) – MAPPING POWER

Experienced campaigners will be used to doing some sort of power mapping when planning campaigns.  Identifying potential allies and adversaries and trying to work out where the real power lies is a critical part of campaign planning.

This process is even more important for women and girls’ rights based campaigns – where the root of the problem will often come down to unequal power relations between women and men.  

Gender is one of the ways in which power is distributed in all societies, often based on ‘accepted’ roles.  Our campaigns need to consider these power relations if we are to identify how to tackle the problem in the most impactful way.  We need to develop a strong understanding of who or what may get in the way of us achieving our campaign aim.

· Seeing the impact of any change

Carrying out a power mapping exercise will help us to be sure of the impact - the tangible difference to women’s lives - of any change we are advocating.

Without it, we might see our campaigns achieving their objectives - but failing to bring about the desired change.

For example, campaigns that aim to increase availability of family planning commodities will not alone enable women to choose whether to have children. Women still face other challenges, such as social and family pressure to have children, which may prevent them using these services.

· Informal Power

Power isn’t always formal or visible and occurs at different levels, often beyond formal institutions and legal processes.  This is particularly true when it comes to the barriers we face in promoting women and girls’ rights. 

Campaigners seeking to end the practice of dowry in India or female genital mutilation in Egypt for example have found that changes in the law have little impact on their own. Social norms in favour of the two practices are so strong and all pervasive that often the law isn’t enforced.  

· The power within

Power mapping also demonstrates the importance of what is sometimes referred to as ‘the power within’ – women’s own sense of empowerment.  This can be vital and is something that your campaign should ideally aim to support. This could be done, for example, by including in your campaign objectives a specific call for governments to increase funding for women’s rights organisations that work with marginalised women.

FACILITATOR TIP

See Women’s Rights Advocacy Toolkit, Womankind, Section 2 pages 13-20 for more detailed background

SLIDE 13    DEVELOPING STRATEGY (3)  - SETTING OBJECTIVES

Achieving our campaign aim can take a long time.

Objectives are the smaller stepping-stones that take us on the right path towards achieving our aim, usually within three to five years.  It is vitally important to make sure that we identify the right objectives – which will help secure our overall goal.

(FACILITATOR TIP terminology may differ from organisation to organisation but don’t get drawn into this –the important issue is that of stepping stones along the way to achieving our overall aim)

· Root of the problem

Our power mapping will have revealed that gender relations are reinforced in a number of ways, each of which we may need to tackle in order to get to the root of the problem.  

Our campaign objectives may therefore include a combination of changes, for example in:

· introducing/ amending/ scrapping laws

· influencing public policy

· reallocating of resources,  and 

· changing attitudes or social norms

Changes in attitude, among women as well as men, are frequently crucial to the success of women’s rights campaigns.  

For example, persuading governments or donors to provide women with economic opportunities may be of limited impact if women are then unable to take these opportunities because of their unpaid care responsibilities, or are afraid to because doing so may lead to violence from a male partner.

· Practical needs or strategic interests?

When considering our objectives is important to reflect on whether we are addressing women and girls’ practical (and often short term) needs or advancing their long-term strategic interests? 

It’s of course important to meet women’s practical needs by making day to day life easier and reducing the burden of chores.  

But lasting change can only be achieved by meeting women and girls’ strategic interests, for example, by challenging traditional gender roles around care.  

Supporting women in caring for sick relatives helps them practically in the short term, but ensuring adequate health services and persuading men and women to share the burden of care is more strategic in the long term.

· Creating political space

Finally, building a platform for women to have a stronger voice in their own political processes will be crucial to delivering a lasting impact.  

By ensuring our objectives include, for example:

· broader access to power for civil society, especially women, or

· building the capacity of a women’s organization

We can create a campaign which contributes to the creation of a wider political space for marginalized women – vital for long term sustainable change.

SLIDE 14   THE ADVOCACY CONTINUUM

When we are formulating our campaign messages, we need to remember that when campaign on an issue, we often move along an advocacy continuum from ignored-opposed-misunderstood-absorbed-heard and then finally acted-on – a more developed version of Gandhi’s famous: First they ignore you, then they laugh at you, then they fight you, then you win.

Ignored: no one is interested in what you are saying and your issue is not even on the political agenda (need to make as much noise as possible – nuance is not especially important at this stage – just getting noticed!).
Opposed:  Decision makers start to oppose your arguments. You’ve had an impact and they are worried.  (Hold your nerve – this is progress – at least they’re paying attention!  Still need to continue making noise to make sure you are firmly on the agenda, but will also need to start developing well-argued counter arguments to build you credibility and start engaging with your targets).
Misunderstood:  your message is now on the political agenda – but not necessarily in the way you would like it to be.  Your real message still needs to get through.

Absorbed:  in some ways this is the hardest phase.  Your language is being used and co-opted, but to mean something other than what you want to say.  This can often be the case with women’s rights work where lip service is paid to women’s and girls’ needs with little real understanding of the problems.  Decision makers may say they are on your side, and genuinely understand the issues – but drag their feet about doing anything to address it.

Heard: when a decision maker promises to do what you say.  You are nearly there – but will need to keep up the pressure to ensure commitments are followed through.   Politician’s promises are often broken or backtracked.  Beware here of the recommitting or repackaging of funds or announcements.

Acted on:  The changes you want are actually made! You’ve met your objectives!  Congratulations!
· Where do you think we are at on the continuum in the UK?

· And where elsewhere?

· What are the implications of this for our advocacy work?

In the UK - we are now somewhere around the absorbed/ heard stage.  Everyone is talking about ‘women and girls’.  However, this provides us with new and very difficult challenges in trying to ensure that the actions taken under this broadly sympathetic heading are actually the right ones.

SLIDE 15 CAMPAIGN STRATEGY CASE STUDIES

In this session we are going to reflect on a couple of case studies of international development campaigns with a gender focus, seeing what we can learn from some practical examples of campaigning.

As part of your pre-work you were asked to read through 2 case studies – ActionAid’s Invisible Women and VSO’s Women in Power.

Did most of you manage to do that? 

The handouts are provided on your tables so you can refresh your memories about the 2 campaigns.

FACILITATOR TIP

If most participants have not already read the case studies you will need to be prepared to adjust timings here to allow time for reading the case studies through.

SLIDE 16   PUTTING GENDER EQUALITY INTO YOUR CAMPAIGN STRATEGY - GROUP WORK (45 mins)

On your tables, reflect on the case studies and consider: (25 mins)

· Are the campaign strategies focused on women’s and girls’ immediate needs or long term concerns?

· What can we learn from the case studies?

· How might the landscape of issues we campaign on be different if we started planning our campaigns from a women’s rights perspective - asking women what is important to them?

Facilitate feedback, flipchart key learning points. (20 mins)

FACILITATOR TIP

Some suggested points to cover in feedback: 

VSO Case Study

•
Decision to have a campaign that specifically focuses on women’s rights (rather than mainstreaming gender in a wider campaign)

•
Focus on a long-term strategic concern – use of mapping (internal and external); criteria for selection including importance to marginalised women

•
Importance of internal co-ordination and buy-in – how is the campaign developed and supported internally?  Importance of (mainstreamed) gender expertise

•
Diversified campaign objectives at national and international levels

•
Importance of expertise/ research

•
Working in coalition – can increase your impact.

•
Personal testimonies and stories

ActionAid Case Study

•
The international campaign initially focussed on treatment – a relatively obvious campaign objective.  However -  deeper, gender-focussed analysis of the issue resulted in a very different focus for the campaign’s objectives – making the link between violence against women and HIV, and bringing a gender angle to a mainstream issue

•
The importance of women’s rights advocates internally

•
The role of research and working in alliance with others

•
The need for internal support from senior management

•
Power analysis of key targets helped to direct the nature of campaign action

•
Humour can play a useful role in making issues feel accessible 

•
Focus on long term strategic solutions

Landscape of issues

As with ActionAid’s campaign, we might not end up campaigning on the obvious things, but need to look deeper at the real issues that are most effecting women and girls.  For example, on a campaign on education in developing countries, we may realise that the reason many girls drop out of school when they start menstruating is the lack of sanitary facilities/ separate toilets for girls; when planning a campaign on employment, we may find the most significant barriers which stop women working are around unpaid care or occupational segregation.  Cultural values and traditions will often figure more prominently and issues around reproductive rights are likely to be far more important to women than to men.

SLIDE 17 LUNCH (45 mins)

FACILITATOR TIP

Suggest that participants move tables after lunch to re-energise and to ensure greater networking opportunity

SLIDE 18    PUB QUIZ (15 mins)

On tables/ in small groups – ask each group to come up with a team name.

Either read out questions in turn – allowing time to answer or provide question sheets to each team.

Provide answers/ swap answer-sheets with another team for marking.

· Did anything surprise you about any of the answers in the quiz?

FACILITATOR TIP

If you decide to read out questions, ensure that handouts are renumbered, to exclude the pub quiz handout.

If you decide to provide question sheets as handouts, be sure to remove the answer sheet from this handout!

SLIDE 19   GENDER EQUALITY AND CAMPAIGN IMPLEMENTATION  (20 mins)

We discussed this morning how to ensure that women’s rights are at the heart of developing your campaign strategy, and our decisions on what we campaign for.

In this next session we are moving around the campaign cycle into the implementation stage of our campaign to consider how we communicate our campaign, to whom, with who, and using what materials and messages.

Decisions we make in relation to these things can either promote or undermine women’s and girls’ rights and the power of our campaign.

· Running inclusive events

Plan in advance - how will you make sure event is well attended by women, and from diverse sections of the community? What are the timings and location of the event and will this rule out certain groups of women? Who will you advertise it to? Can you widen the reach of your marketing?

Do you know if the venue is accessible? This doesn't just mean there's a ramp. Always say: "if you have access requirements please contact..." - and then really listen to what participants need. Be prepared to change your venue or plans if necessary.  

Consider what reactions your issue/ the content of the event may be triggering - i.e. if it's an issue that may raise emotional reactions for some people, what have you put in place to support participants? For instance, do you know the number of the national domestic violence helpline and have leaflets displayed prominently?  Do you have someone available who can support anyone who needs it?

Who is speaking at the event? Is there a diverse range of women offering different experiences? Is someone speaking that has been affected by the issue, and if so what support will they get (before, during and after the event)? 

· Reaching out to women supporters

Your female supporters may be one of your most valuable assets in a campaign with women’s rights at the heart.  

We know it’s obvious (though some organisations do still do it!) but it's not about fluffy messaging, pink and re-enforcing gender stereotypes.  Women get politics.  Don’t talk down to them.

Would it be helpful to do a targeted mailing to your female supporters?  Can you use existing activities that your organisation may run with predominantly female groups to highlight your campaign and build support?

In addition, women who are active in the feminist movement in the UK are prime candidates to join international development campaigns on women's rights.  But they're also very clever, and will not take kindly to emails asking them to break the chains that bind women, or other disempowering messages.  Build solidarity, not pity. 

· Building allies

Many women politicians have roots in the women's movement, and acknowledge that they wouldn't be where they were if it weren't for women's campaigning.  Likewise feminists and women's rights organisations are natural allies. Women's officers, university women's groups, women's institute, think laterally – they are all potentially good allies.

(However – as always when working with others, ensure the process is genuinely a two way one, not an extractive one, and be prepared to support other groups in return.)

· Use of case studies and images

How are we portraying women and girls in our materials?  Is it empowering or challenging of the status quo?

Traditionally women are pitied as victims, or alternatively idealised as heroes. Both are problematic. 

Presenting mothers as heroes can be particularly difficult as it can undermine women’s rights to family planning, safe motherhood, access to childcare and other basics. 

Women are often presented as a single group – rather than as farmers, shopkeepers, voters or patients.  Men as rarely lumped into a homogenous group.  Ensure that the images and case studies of women used are consistent with our values and campaign aims.  

How do we describe women?  Be sure to avoid gendered adjectives or descriptions that unnecessarily focus on a women’s physical appearance.  Be creative – for example, try using images of men in non-traditional roles.  If you are not sure, show the materials to others in order to get a different perspective. 

How we collect case studies is also important.  Avoid being extractive and try to get people’s informed permission, particularly around the use of their image and names.  Where publication of a case study may have an impact on a woman’s personal safety or quality of life, take steps to guarantee anonymity, especially in the digital age where materials often appear online.

Where possible, always share the final product with those whose stories you have collected, and tell them the impact the campaign has had. 

· Who are your Campaign spokespeople?

Spend time thinking about who will represent your campaign publicly. Who will be your media spokesperson? Who will appear on panels or at events?   

Having women represent your campaign makes a statement.  However, women representatives need to be strong speakers, engaging and knowledgeable on the subject, or it can appear tokenistic.  

Even more important is to think about how to facilitate marginalised women to speak for themselves. This is powerful - but they must be well prepared and briefed or the experience can be disempowering.

· Organisational resources

As well as considering these points about how we communicate our campaign externally – we also need to look internally, at our own organisation.

What expertise does our organisation have on gender, and at what level?  How strong is the support for women’s rights across the organisation, including at senior management level, and how well is this resourced? A professed commitment to women’s and girls’ rights is not enough.  Agencies need to make sure they have experts working on gender and at a senior enough level to make a difference.

Our broader organisations need to be consistent to the values of our campaign.

As we are carefully selecting appropriate language and empowering images of women – are other parts of the organisation producing materials that depict women in ways that undermine the values of our campaign?

And finally, are we practicing what we preach?  Do our organisational practices reflect a commitment to women and girls’ rights?  What is the balance between men and women of our senior management team?  Organisations may face reputational risks if they are not themselves practicing he values that they are promoting.

SLIDE 20   IMAGES AND STORIES– EXERCISE (40 mins)

On your tables:

· Look at the images on the hand-outs and share any reflections and particular reactions that you have to any of them.

Drawing on your own experience and/ or considering some of the case studies we used this morning:

· Discuss some of the challenges campaigners might face in bringing positive imagery to our campaigns

· Suggest ways in which we can best overcome these

(25 mins)

Facilitate feedback from groups (15 mins)

FACILITATOR TIP

Some suggested questions to raise in feedback session:

Consider HOW the women are portrayed in the images?

Are they seen as Victims? Heroes? Empowered? In traditional roles?  Victims or heroes?  What is the impact of this?

Consistency with our values and aims – what are your reactions to Oxfam’s Big Bra Hunt and why?  

What impact does the language used with the images have?  How are women being described?

SLIDE 21  TEA AND LETTER EDITING TASK  (30 mins)

To help illustrate how important the language that we use in our campaign communications is, we have a small task over the tea break.

Picture the scenario – you are in the office one busy afternoon when your Chief Executive approaches you.  He has written a letter to the editor of the Times, which he wants to send in 20 minutes to hit their copy deadlines. 

He would like your comments before he sends it.

Working with one or two others over tea (ideally someone you haven’t worked with yet) discuss how it could be improved to have a better women’s rights focus (20 mins)

Be prepared to share your suggestions with the room after the tea break.

Facilitate feedback (10 mins)

FACILITATOR TIP

Some suggested points to cover in feedback:

•
Name of Editor (they should have found out!) but presumption that they are a man

•
Women portrayed as victims throughout, passive voice

•
Instrumentalist approach towards women – women portrayed as valuable only in their role as carers and mothers 

•
Women are portrayed as culpable/ blamed 

•
Campaign addressing short-term needs not long- term solutions 

•
Could the letter have been from someone different and how might this have been more powerful?

Also

•
Male director - ensuring the values of the campaigning organisation are aligned with its public campaigning work on gender equality

In summing up, highlight the role of language as a powerful campaign tool.  

In the previous exercise we looked at the role of images.  It is also important that we chose our words carefully – for example, by saying ‘women and men’ rather than ‘men and women’ we challenge dominant ideologies around men as leaders.  By being challenging in the words and terms we use, we can help ensure that sexist language from our era, and the ideas that underpin it, will start be seen as unacceptable.

SLIDE 22   PUTTING IT INTO PRACTICE EXERCISE (1 hour)

We have spent some time looking at some of the theory behind planning and implementing campaigns with strong women and girls’ rights focus.

This next session allows us to take what we have learnt today, and tries to apply it to our own work contexts and campaigns.

Working on your tables, consider and discuss with others:

· What could you do differently to ensure that women and girls’ rights are more central to your own campaigns?

· What barriers might you encounter?

· How could these be addressed – who do you need on side / what do you need to do to address them? (be as specific as possible)

(40 minutes)

Facilitate feedback, sharing experiences and drawing out any key learning and practical tips for how to carry lessons from today’s training into the workplace.

(20 minutes)

FACILITATOR TIP

This session provides an important opportunity for participants to share their experiences with each other and to reflect on their own work.  

We have made a suggestion here for how this session might be run, but it will very much depend on your particular group and is therefore a session that may require adaptation to suit your own needs and those of your participants.

The exercise will require active facilitation at table level to ensure that groups are focussing on potential solutions and ways forward, and not getting bogged down in problems.  Encourage group members to work together to resolve challenges, drawing on their own experiences and sharing reflections on their own organisations.

Reference pre-work reflections here.    Consider mixing tables for this session to provide fresh energy.
SLIDE 23   MOVING FORWARD – HELP IS AT HAND (< 5mins)

The Gender and Development Network is a network of organisations and individuals working on gender, development and women’s rights based in the UK. The GADN website contains resources to support practitioners and our working groups are spaces for members to share resources, learning and work jointly together. Our women’s rights campaigners working group supports campaigners in our network. 
Please also mention the briefing ‘Ten steps towards integrating gender equality into campaigns’ which can be used in conjunction with this training pack. 

Womankind Worldwide’s ‘Women’s rights advocacy toolkit’ is a comprehensive guide to planning and implementing campaigns with a women’s rights focus and is available from their website. 
SLIDE 24    REVIEWING THE DAY (<5 mins)

We’ve covered a lot of ground today.

To recap:

· Meanings and definitions

· Why gender equality?
· Campaign strategy

· Campaign implementation

· Images and language

· Putting it into practice – developing ideas for how to integrate the learning when we return to our desks

· Learnt from shared experiences

Of course, one day’s training won’t have solved all challenges we face in designing and delivering impactful gender equality focussed campaigns. We have identified today a number of questions / challenges still to be answered (reference points on the Challenges Wall).

But we hope that in being here today and sharing your experiences with others, you have gained some new insights, some practical tools, the possibility of seeing how to better include women and girls’ rights in your campaigning work moving forwards.

FACILITATOR TIP

If time allows this session could be made a more interactive review of learning, soliciting feedback from participants on what the main lessons they are taking away from the day are.  

There will undoubtedly be a number of on-going challenges that have been raised during the day.  These should be referenced during the closing session, but not dwelt on.  Where possible next steps should be drawn out in addressing any challenges. 

The overall tone of this session should be upbeat and a positive review of what has been learnt during the day.

SLIDE 25   INSPIRING QUOTES  - 

(You can customise these quotes ahead of the course if you wish) 
‘’I believe that the rights of women and girls is the unfinished business of the 21st century’’

 – Hillary Clinton

“Too often, policy gains, rather than real impact, has been our indicator of success. This must change. We must take stock, and ensure that plans are action-oriented and adequately funded. Simply put, we need more results for women and girls.” 

UN Women Executive Director Phumzile Mlambo-Ngcuka
SLIDE 26   THANK YOU AND EVALUATIONS

Thank you for your participation and energy during the day.  We hope that it has been valuable for you.

Your feedback is important.  Please complete the evaluation forms before leaving and let us know what you liked and where you think we can do better next time.
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