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the Ministry of Justice and the Chamber of Trade and Industry. In order to ensure 

broader distribution, especially in rural areas, the project granted reprinting rights 

to partner organizations such the Chamber of Trade and Industry, the Business 

Women’s Association, and the Association of Farmers. Additionally, the brochure 

was reprinted in Uzbekistan’s leading business newspaper. This greatly increased 

circulation. Regional governmental bodies also received an electronic version of the 

brochure, and the team posted it on the project’s website: www.ifc.org/centralasia. 

The project also provided hardcopies to partner organizations across Uzbekistan 

that made them available in places frequented by entrepreneurs, including:

business registration offices;

licensing and certificate offices of state agencies;

tax and statistical agencies, where entrepreneurs submit financial and business 

reports; 

events or offices where SMEs seek legal consultation from business associations 

and the Ministry of Justice; and

various seminars and roundtables organized by both state agencies and business 

associations.

n

n

n

n

n

What Entrepreneurs Should Know About Inspections

IFC SME Policy Project: Poster Pull-out from the Inspections Brochure
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The inspections brochure was not only popular within the entrepreneurial com-

munity—it was also appreciated by representatives of Uzbek business associations 

and mass media. 

To assess the impact of the inspections brochure, the project included a follow-

up question on its 2004 SME questionnaire, distributed to more than 3,000 busi-

nesses. Responses showed that 49 percent of entrepreneurs used the IFC brochure 

during inspections, and 84 percent were satisfied with its content. 

Conclusions and Lessons

Since 2001, the project has helped the government of Uzbekistan develop nine presidential decrees. The estimated im-
pact of these decrees is $40 million freed up for the country’s SME sector, in direct and indirect cost savings. In addition, 
the government of Uzbekistan has fully or partially adopted 110 of IFC’s 170 survey recommendations to improve the 
business environment. By engaging both government and private sector stakeholders in the survey’s development, as 
well as in presentation and dissemination of the survey results, the project team built strong relationships and credibility 
with both critical stakeholder groups. The survey emerged as a versatile communications tool that facilitated stakehold-
er engagement and government buy-in for reform recommendations. As refl ected in the words of the First Deputy Prime 
Minister, consistent involvement of stakeholders and wide dissemination of survey results helped the project establish 
credibility and build the trust necessary to advance the reform agenda. Here are some of the lessons learned:

Explore innovative uses of diagnostic tools. A single-purpose survey could be used for a variety of tasks, 
including identifying gaps in stakeholder perceptions and gaining credibility for the project; and monitoring the suc-
cess of communications efforts or products, and the progress of business environment reforms. 
Keep stakeholders informed through whatever channels that work best. Direct mailings of survey reports 
were most effective in informing government offi cials of survey results, while inviting them to discuss contentious 
issues and problem areas in the SME sector through focus groups enabled open dialogue.
Engage stakeholders in pre-testing survey and communications materials. In conducting focus groups to 
test survey materials, the project team not only improved its survey design but also leveraged a diagnostics activity 
for stakeholder engagement, increasing the chances of buy-in from all involved.

•

•

•
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Diagnose Phase Tools and Templates

Stakeholder Analysis Report Outline

List of stakeholders surveyed, captured in the Stakeholder Identification Table 

(see template below).

Identification of stakeholders by category 

Discussion of stakeholder perceptions, highlighting shared opinions and diffe-

ring areas of opinion.

Refined list of perceived stakeholder interests, listing of key concerns or expec-

tations of each stakeholder group. 

Evaluation of stakeholder level of support for or opposition to reform, and 

stakeholder level of influence over project success, captured in the Stakeholder 

Support and Influence Table (see template below). 

Ranking of stakeholders according to their levels of support and influence, as 

captured in the Stakeholder Support and Influence Matrix (see template below).

Visual depiction of stakeholder landscape with rankings by degree of support 

and influence, as captured in the stakeholder mapping (see stakeholder map 

template below).

Evaluation of potential impact on project and emerging recommendations for 

gaining support for reform and diffusing opposition. 

In addition, samples of project interview guides, copies of surveys and samples 

of other data gathering tools utilized by the project in stakeholder analysis, 

should be included in an Annex to the project’s Stakeholder Analysis Report.

1.

2.

3.

4.

5.

6.

7.

8.

9.

Stakeholder Identification Table 

    Potential impact on
   Interests at stake project success:
   in relation Positive (+)
Stakeholder  Stakeholder to specifi c Negative (–)
Category Description Group reform/project Neutral (o)

Source: Adapted from “Toolbox: Stakeholder Analysis,” DFID, London, U.K.

Key

Primary

Secondary



192   Strategic Communications for Business Environment Reforms

Stakeholder Support and Influence Table 

        Level of
     Infl uence over
     Project Success
    Level of Support 1 – Little/No
  Interests Potential for Reform       Infl uence
  at stake impact 1 – Strong Opposition 2 – Some Infl uence
  in rela- on project 2 – Moderate Opposition 3 – Unknown
  tion to success: 3 – Undecided/Unknown 4 – Moderate
  specifi c Positive (+) 4 – Moderate Support        Infl uence
Stakeholder Stakeholder reform/ Negative (–) 5 – High Level of 5 – Signifi cant
Category Group project Neutral (o)       Support        Infl uence

Key

Primary

Secondary

Stakeholder Support and Influence Matrix 

Level of support for reform by stakeholder

Infl uence of  Little/No Some  Unknown/  Moderate  Signifi cant
stakeholder Support Support Undecided Support Support

Little/No
Infl uence

Some Infl uence

Unknown

Moderate
Infl uence 

Signifi cant
Infl uence

Stakeholder Perceptions Table 

  Stakeholders Disagreeing 
Perception Stakeholders Sharing Perception with the Perception
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Stakeholder Mapping Template

Oppose

Level of Influence

Degree
of

Support

Low

Support

High

Unknown/
Undecided

Unknown

Unknown/Undecided stakeholders
are placed on the axes

POTENTIAL PARTNERS

Stakeholders who
support reforms but are

less influential

ALLIES

Stakeholders who are
strong reform

supporters and have
high influence

OPPONENTS

Stakeholders who
oppose reforms but
have low influence

ADVERSARIES

Stakeholders who
oppose reforms and are

influential

Communication Channel Assessment Table 

Channel Pros Cons  Recommendations

TV 

Radio 

Periodicals

Books

Brochures

Billboards

Posters

Videos 

Websites

Email

Blogs

Meetings 

Workshops

Seminars

Venues

Street Gatherings

Word of mouth

Other
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Stakeholder Interview Template 

In-depth interviews with stakeholders allow the project team to provide input into 

the effort, evaluate whether the proposed reform is justified, and investigate seve-

ral key factors, such as the level of stakeholder awareness and perception, level of 

support for reforms, and stakeholders’ preferences for communication channels.

Interview notes should be captured by a note-taker or interviewer and shared 

with the rest of the team (see interview questionnaire template for recording inter-

view notes below). Takeaways from interviews should then be compared and con-

trasted with research from other primary and secondary sources to get a complete 

picture of stakeholder perceptions, preferences, and concerns. 

Stakeholder Interview Document

Date:  

Name(s): 

Organization: 

Areas of interest: 

Contact details: 

Interviewer(s):  

Note taker:  

Interview notes:  

Follow up: 

Source: Adapted from Benjamin Herzberg and Andrew Wright. 2006. “Public—Private Dialogue Handbook: A Toolkit for Business Environment 
Reformers.” World Bank Group, DFID and OECD.

Sample Interview Guide 

The following interview guide was used by the Armenia Tax Improvement Project 

(ATIP) in its data gathering stage. Meeting notes were taken for each stakeholder 

interview, distributed to all ATIP team members, and archived for reference by the 

ATIP implementation team. 

1. ATIP Introduction

Overview of program objectives and timeline. Discussion of stakeholder 

roles

Discussion of interviewee’s role in the tax environment of Armenia

n

n
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2. Tax Environment

Top five issues or areas of improvement in the Armenian tax system

Greatest opportunities for expanding the Armenian tax base

Top issues with Armenia’s tax legislation and the resulting impacts

3. State Tax Service

Level of engagement with the State Tax Service of Armenia, level of support 

for reform

Public and personal perception of the STS

Greatest assets of the STS and key improvement areas

4. Stakeholder Assessment

Personal and organizational level of influence on reform process 

Discussion of tax-related stakeholder groups, formal and informal advocacy 

groups 

Role of the media, accounting, auditing, consulting industries 

5. Ongoing Engagement

Interest in collaborating or coordinating with the ATIP program in the fu-

ture

Contact information and mutual understanding of future involvement 

Source: Strategic Communications Team, Booz Allen Hamilton.

n

n

n

n

n

n

n

n

n

n

n

ATIP Stakeholder Interview Template

Date: Date of interview

Interviewee(s): Stakeholder’s name and title

Organization: Stakeholder’s organization 

Interviewer(s): Stakeholder team representative, other ATIP member

ATIP team focus: Stakeholder Analysis
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Designing a Survey

Designing, developing, and implementing surveys for BEE reform projects can 

follow a simple seven-step process:

Establish the goals of the survey, determine what you want to learn 

Determine a sample, decide whom you will survey

Choose survey methodology, know how you will gather the survey data

Create your questionnaire, determine what you will ask 

Pre-test the survey, if practical—test the questions with target audience

Conduct the survey, ask the questions and enter the results

Analyze the data and produce the reports 

Step 1: Establish the goals

The first step in any survey is deciding what you want to learn. The goals of the 

project determine who you will survey and what you will ask them. Typical goals 

in BEE reform setting include: 

Opinion about BEE reform priorities

Preferences for communication channels

Satisfaction levels with current processes and procedures

Awareness of reform issues

Attitudes toward current reform efforts.

Step 2. Determine a sample

The team should decide on a target audience for the survey. Typical audiences for 

BEE reform include SME and private sector representatives, employees of ministries 

and other governmental agencies, or members of associations. Next, the team should 

decide how many people it will need to interview. A small, representative sample of 

the target group usually reflects the opinions of the group from which it is drawn.

Step 3. Choose survey methodology

Surveys can be conducted by phone, over the mail, via the Internet, by e-mail, or by 

paper questionnaire. The choice of survey method will depend on several factors, 

including those listed below. 

1.

2.

3.

4.

5.

6.

7.

n

n

n

n

n
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Step 4. Create the questionnaire

The survey design should fit the medium of choice. The team should consider that 

phone interviews cannot utilize pictures, and people responding to mail or web 

surveys can not easily ask clarifying questions. Personal or sensitive questions are 

best handled by mediums that ensure anonymity or confidentiality, such as mail or 

computer surveys. 

Surveys should be short and simple. Many respondents will terminate a survey 

if faced with a 20-page questionnaire. If necessary, the questions should be sorted 

into three groups: must know, useful to know, and nice to know. The last group 

should be discarded unless the previous two groups are very short.

Surveys should start with a welcome and introduction, stating who the surveyors 

are and why they are collecting the information. A good introduction will encourage 

people to complete your questionnaire. 

Surveys should allow a “Don’t Know” or “Not Applicable” response to all ques-

tions, except to those in which the team is certain that all respondents are willing to 

respond and have a clear answer. For example, many people will abandon a ques-

tionnaire that asks them to specify their income, without offering a “decline to state” 

choice. For the same reason, the team should include “Other” or “None” whenever 

either of these is a logically possible answer. 

Researchers use three basic types of questions: multiple choice, numeric open end, 

and text open end. Rating scale and agreement scale questions can be treated both as 

multiple choice and as numeric open end. Examples of each question follow: 

Survey Methodology Considerations

Speed E-mail and web surveys are the fastest methods, followed by telephone interviewing. Mail 
surveys are typically the slowest medium.

Cost Personal interviews are the most expensive followed by telephone and then mail. E-mail and 
web page surveys are the least expensive for large samples.

Internet Usage Web page and e-mail surveys offer signifi cant advantages, but you may not be able to gener-
alize their results to the population as a whole.

Literacy Levels Illiterate and less-educated people rarely respond to mail surveys and are commonly unable 
to use high tech tools.

Sensitive 
Questions

People are more likely to answer sensitive questions when interviewed by a computer or 
another impersonal medium. 

Video, Sound, 
Graphics

If you need survey respondents to react to video, audio, or images, that will determine how 
you gather the information. Videos can be played on a web page or in person, while audio 
can be played over the telephone. You can show pictures in person, via computer, or by mail.
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Multiple Choice: 

Which channel do you prefer for receiving information about tax amnesty for sole 

proprietors?

Television

Radio

Periodicals

Billboards

Posters

Other

Numeric Open End:

How many people did your company employ last year? ___________________

Text Open End:

How can the government help you in registering your business? _____________

_____________________________________________________________________

Rating Scale:

How would you rate the results of municipal simplification reform campaign con-

ducted last year? 

Very effective

Effective

Fair

Poor

Don’t know

Agreement Scale:

Romania offers adequate patent, copyright, and other intellectual property protec-

tion for my company to do business there:

q

q

q

q

q

q

q

q

q

q

q

q

q

1 2 3 4 5

Strongly Disagree Disagree No Opinion/Don’t Know Agree Strongly Agree
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Early questions in a survey should be easy to answer to encourage participa-

tion and help build a rapport with the interviewer in phone surveys. Grouping 

questions together makes the questionnaire easier to answer. Difficult or sensitive 

questions should be left until near the end of the survey. Question order can sway 

opinions—when mentioning one question reminds respondents of an answer to a 

later question. In some cases this problem can be reduced by randomizing the order 

of related questions. 

The issue of habituation or survey fatigue may arise when a series of questions 

have the same answer choices, so that respondents may start giving the same answer 

without considering the question. The questionnaire layout is especially important 

for paper, computer, and Internet surveys. The survey should be formatted attracti-

vely and be easy to understand and complete. 

Step 5. Pre-test the survey

The last step in survey design is to pre-test it with a small number of respondents. 

Ideally, you should test the survey with an audience similar to your target audience 

and survey sample. This can reveal unanticipated problems with wording of questio-

ns, instructions, etc. It can help determine if interviewees understand your questions 

and are giving correct and useful answers. If any changes are made to questions 

after a pre-test, results from the pre-test should not be combined with final survey 

results. 

Step 6. Conduct the survey, ask the questions and enter the results

The team should conduct the survey using a consistent format and method. 

Completed survey questionnaires should be gathered and the data can be captured 

in a single spreadsheet.

Step 7. Analyze the data and produce the reports 

Once the survey is implemented and all responses are collected, the team should 

aggregate and analyze the data, discuss findings, and consider applying various 

filters to identify patters in the data and gain further insights into survey responses. 

The team should develop project-specific recommendations based on survey results 

and integrate the recommendations into the project’s communications and stakehol-

der engagement strategy.

Source: Adapted from http://www.surveysystem.com/sdesign.htm, 
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Conducting Focus Groups 

Focus groups are a qualitative research technique involving a small group discussion 

led by a trained facilitator. They allow a project team to ask questions that are not 

easily answered through surveys, and they reveal the depth of opinions because 

participants interact and build on each other’s ideas. In addition, focus groups allow 

participants to ask clarifying questions, informing them on BEE initiatives and buil-

ding better relations and stronger ties with certain stakeholder groups.46

A simple ten-step process can be followed to design an effective focus group 

for reform projects:

Step 1. Define the purpose

The team should clearly and concisely 

define the purpose and goals of the focus 

group. It should decide what information 

it seeks from the participants before desig-

ning the event, and record the information 

in a purpose statement.

Step 2. Define a timeline

A timeline will help keep the effort on 

schedule. Although timelines depends on 

the extent of a research effort, several weeks are usually sufficient for design and 

planning a focus group. The timeline should include all stages of the project, from 

defining the purpose to completing the analysis and providing a final report on the 

findings.

Step 3. Identify and invite participants

The purpose statement serves as a guideline defining which focus group participants 

should be invited to collect the information required by a project. Considerations 

may include the need for representatives from various stakeholder groups or par-

ticipants from certain industries, locations, varying education levels, etc. Once the 

team has identified the desired attendee attributes, it should develop an invitation 

list. Ideally, focus groups include six to twelve participants, since a larger group 

may reduce the opportunities for each participant to express his or her opinion. 

Step 1: Sample Purpose 
Statement  

The purpose of this focus group is to:
Document awareness and perceptions of Ni-
caragua Municipal Simplifi cation Program  
Determine communication channels most ef-
fective for disseminating information about 
the program   

Adapted from Nicaragua Municipal Procedures 
Simplifi cation Program

•

•

46 Cécilia Cabañero-Verzosa. 2003. “Strategic Communication for Development Projects. A Toolkit for Task Team 
Leaders.” World Bank Group. Washington, D.C.
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However, an original invitation list should 

include additional attendees to allow for 

attendees to decline invitations, as well as 

cancellations and no-shows. 

Step 4. Develop the questions

Focus group sessions should be limited in 

time and focus. Therefore, the team should 

aim to develop a minimum number of 

questions that elicit as much information 

as possible. Four to five open-ended ques-

tions are generally sufficient for a two-hour 

session. The first two questions serve as 

icebreaker or warm-up questions, while 

the last three should encompass the heart 

of the issue. The team should consider that 

the sequence and tone in which the ques-

tions are asked may influence the level of 

response from the participants. Open-ended questions tend to elicit more discussion 

than close-ended questions.

Step 5. Develop a script

A script helps the facilitator to keep track of the time and the material that needs 

to be covered during the focus group. By scripting the questions, the project teams 

can have better control over the phrasing and sequence of questions asked. A script 

also allows the facilitator to have a stronger grasp of the goals and objectives for 

the focus group.

Step 6. Select a facilitator and support staff

Focus group participants will be more comfortable expressing their opinions in 

a non-judgmental environment. Thus, the research team should choose a facilita-

tor who has a neutral opinion on the issues at stake, and is trained to encourage 

participants to share their opinion. A trained facilitator is particularly effective for 

managing strong personalities who may dominate conversation as well as eliciting 

responses from those who might be hesitant to participate. The facilitator must be 

able to observe group dynamics while keep track of time and research progress 

at the same time. The team should also consider assigning a note taker to capture 

information during the focus group, a translator if translation is necessary between 

Step 4: Sample Focus 
Group Questions

What does the municipal simplifi cation pro-
gram mean to you? Are you familiar with the 
program? 
What do you think has made the program 
successful or unsuccessful? 
Does the general public know about this 
program?
What should be done to make it more effec-
tive? 
What is the most effective way of creating 
awareness about the program: radio, televi-
sion, fi lm, fl yers, posters, brochures, banners, 
billboards, the Internet?
Which radio stations are most popular here? 
How would you inform business owners 
about the features of this municipal simpli-
fi cation program? 

Adapted from Nicaragua Municipal Procedures 
Simplifi cation Program

•

•

•

•

•

•
•
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facilitator and participants, and an assistant to coordinate any administrative issues 

arising during the focus group. 

Step 7. Choose a location and arrange necessities

When choosing a location for a focus 

group the team should consider available 

budget and resources as well as availabi-

lity, accessibility, and space capacity. It is 

also important to consult with local staff 

to consider whether participants will be 

comfortable in the chosen location, such 

as a hotel conference room or a corporate 

office. An open seating arrangement in a 

U-shape or other open pattern encoura-

ges conversation. Focus group necessities 

should be purchased or arranged ahead of time to ensure facilitator and participants 

have all the tools needed to support a dialogue. 

Step 8. Conduct the focus group

Once planning is complete, the team should follow the plan and the script for con-

ducting their focus group. The facilitator should:

Help participants feel comfortable by facilitating introductions, being friendly, 

and welcoming participants upon their arrival

Ensure that each participant has a chance to voice his or her opinion

Aim to get full answers from participants, rather than a simple yes or no 

answer 

Keep track of the time so that all of the questions can be covered, and responses 

and discussions are focused on the issue 

Ensure the group discussion remains respectful and impersonal

Upon completion, thank the participants for attending and explain how their 

responses will be used.

Step 9. Interpret and report the results

The team, facilitator, and note taker should summarize notes and observations and 

fully transcribe participant responses shortly after the session. Once the results are 

n

n

n

n

n

n

Step 7: What to Bring

Questions/Script
Flip chart or easel paper
List of participants
Markers
Name tags
Notepads and pencils
Watch or clock
Markers
Refreshments
Masking tape

•
•
•
•
•
•
•
•
•
•
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recorded, the team should look for trends in the responses, compare the findings 

with research from other sources, analyze implications and summarize their findings. 

A summary of the focus group findings, details of the session, overall results and 

conclusions can be captured in a final written report that serves as a reference for 

the issue at hand. In some instances, focus group findings can also be shared with 

participants. 

Step 10. Turn results into action and follow up with participants

The final step is to brief the team or certain project stakeholder groups about the 

main themes, issues, problems or questions that arose during the session. The team 

should put the information in context by comparing and contrasting the focus 

group results with information collected from other sources, and discussing possi-

ble solutions for addressing the issue at hand. Finally, a thank-you letter to focus 

group participants should be mailed as a common courtesy. The letter helps foster 

stronger ties with the participants by informing them about the outcomes of the 

focus group. 

Step 1
Defi ne the 
purpose

Step 2
Defi ne a 
timeline

Step 3
Identify and in-
vite participants

Step 4
Develop       
questions

Step 5
Develop a 
script

Step 6
Select a 
facilitator and 
support staff

Step 7
Choose a 
location 
and arrange       
necessities

Repeat Step 3
Invite additional 
participants in 
case of cancel-
lations

Step 8
Conduct the 
focus group

Step 9
Interpret and 
report the 
results

Step 10
Turn results 
into action and 
follow up with 
participants

Sample Focus Group Planning Timeline

Weeks 1–2 Weeks 3–4 Weeks 5–6 Week 7 Session Day Week 1 Post
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Sample Project Overview Document

Project Fact Sheet

The Business Enabling Environment Pillar:

Business Start-Up Simplification in Alexandria

What is the Project all about?

Business start-ups face lengthy, costly and complex registration and licensing pro-

cesses. Multiple authorities demand documents and fees to approve the creation of 

an enterprise, often in an uncoordinated manner. As a result some investors often 

prefer staying small and informal or to not invest at all. 

The main objective of the Business Start-Up Simplification Project in Alexandria 

is to streamline administrative procedures related to business registration, building 

licenses, industrial licenses, and operating licenses to create simpler and more trans-

parent processes for investors. It supports improvements through the introduction of 

new best practices such as automated processes, single access points for businesses 

and transparent communication systems as well as building up civil servant capacity 

and efficiency. 

The expected outcome of the Project is a substantial reduction in the num-

ber of procedures and time it takes businesses to comply with entry and licensing 

requirements. This should lead to an increase in the number and value of business 

registrations, and licensing granted, be it through the formalization of informal firms 

or through the attraction of new investments because Egypt is now perceived as a 

more attractive investment location. 

The expected impact of the Project is to increase private investments in more 

productive and competitive firms. This in turn is expected to strengthen economic 

growth, including more employment and income opportunities in Egypt. 

What does the Project offer?

Technical assistance in evaluating the complexity of business registration and 

licensing procedures.

Advice on how to develop streamlined, transparent and “business-friendly” 

processes.

Capacity building of staff in the relevant institutions.

Knowledge sharing from IFC’s partner’s in developing and developed countries.

Enhancing communication and coordination channels across related authorities.

Dialogue between the public and private sector.

n

n

n

n

n

n
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Who is IFC-PEP MENA working with?

The Government of Egypt has shown a strong commitment to reducing bureaucratic 

constraints to businesses and is endorsing reforms at the national and regional levels. 

The Governorate of Alexandria is working closely with the General Authority for 

Free Zones and Investment (GAFI) to develop streamlined business registration and 

licensing procedures and upgrade an Investment Services One-Stop-Shop addressing 

the needs of businesses in the north of Egypt. In addition, the World Bank-funded 

Alexandria Growth Pole Project is actively taking part in this reform effort through 

its commitment to support the automation of the business start-up procedures in the 

Alexandria’s One-Stop-Shop.

Project details

In October 2005, IFC PEP-MENA signed an agreement jointly with GAFI and the 

Governorate of Alexandria to simplify administrative procedures. Working closely 

with the newly established GAFI One-Stop Shop, the project focuses on the region 

of Greater Alexandria to develop a functional and efficient pilot of streamlined start-

up procedures, applicable to the entire country. 

The project is divided into four key phases:

Process Mapping and Benchmark Surveys

Process Evaluation and Re-Engineering

Implementation of New Administrative 

Processes

Automation of the New System of 

Procedures

Project Progress

Registration

In August 2006, mapping of the registration and licensing processes was completed. 

GAFI and the Industrial Development Authority (IDA) both have adopted reform 

initiatives and with the help of IFC, already identified several processes for direct 

and potential streamlining. 

IFC and GAFI have conducted reengineering sessions and have resulted in iden-

tifying and eliminating nine internal administrative procedures and the re-delegation 

of authority which have resulted in reducing the registration process duration to 

2–3 days.

1.

2.

3.

4.
IFC’s Project in the Alexandria One 
Stop Shop serves as a pilot that can 
be replicated in GAFI’s network of OSS 
Centers throughout the country.
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And based on the streamlined registration process, IFC has started the auto-

mation of the registration as a pilot process to be replicated over the licensing 

scheme. 

Tax Card

To reduce the duration of issuing the Tax Card, GAFI has initiated talks with the 

Ministry of Finance to mutually agree on streamlining steps targeting to issue the Tax 

Card within one week from application.

Industrial Licensing

IFC and IDA have entered into an agreement to cooperate and join resources in 

order to streamline industrial projects related licensing. IDA started reforming the 

industrial projects service and with the assistance of IFC, has identified potential 

streamlining areas. 

IDA merged the land assignment and the industrial project approval processes 

and is currently merging the industrial registration with the operating license process 

and in coordination with GAFI and IFC is decentralizing the registration process 

through restructuring the IDA Office in GAFI Alexandria OSS and delegating autho-

rity to the Unit to process industrial licensing.

Building Permits

IFC has initiated talks with the Ministry of Housing during November 2006 and they 

mutually agreed to share resources and cooperate in order to streamline the buil-

ding permitting process. The Ministry of Housing has drafted a new legislation (The 

Unified Construction Law) which merges all building and construction current laws 

into one law. The Ministry of Housing has entered the draft law into the legislative 

cycle and is expected to be passed by mid 2007.

The Ministry of Housing and IFC have principally agreed to jointly select two 

pilot areas in Alexandria in coordination with the World Bank-funded Alexandria 

Growth Pole Project – funded by the World Bank, to compile all requirements and 

streamline the building permit process and the related authorities’ approval through 

the Governorate of Alexandria.

Private Sector Participation

IFC and the Alexandria Business Association (ABA) have agreed to cooperate throug-

hout the project phases, ABA has formed two committees: Construction Committee 
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and Industrial Committee to represent ABA in related streamlining workshops. Both 

committees comprise of industry specific system experienced businessmen to reflect 

the private sector experience in licensing, major difficulties encountered and practi-

cal recommendations for streamlining the licensing processes.

What are we aiming for?

In the initial reform phase, we aim to reduce present time requirements and pro-

cedures to at least 50% in collaboration with all partners. In parallel, international 

examples of best practice will be used to identify even more drastic simplificatio-

ns.

Contacts

Thomas Moullier 

Program Manager – Business Enabling Environment

Private Enterprise Partnership for Middle East & N. Africa

International Finance Corporation

Tel: (202) 461 9140 – 461 9150 Ext. 334

Fax: (202) 461 9130 – 461 9160

E-mail: tmoullier@ifc.org

Sherif B. Hamdy

Project Officer, Business Enabling Environment

Private Enterprise Partnership for Middle East & N. Africa

International Finance Corporation

Nile City Towers, North Tower, 24th Floor 

Corniche El Nil. Cairo – Egypt

Tel: (202) 461 9140 – 461 9150

Fax: (202) 461 9130 – 461 9160

Mobile: (2 010) 6 555 666

E-mail: shamdy@ifc.org
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Sample Communications Officer Responsibilities

Job Opportunities 

About the IFC 

The International Finance Corporation (IFC), a member of the 

World Bank Group, promotes sustainable private sector invest-

ment in developing countries as a way to reduce poverty and improve people’s 

lives. 

About the BICF 

The IFC has established a fund known as the Bangladesh Investment Climate Fund 

(BICF). The mission of the BICF is to assist the Government of Bangladesh to pro-

mote pro-poor growth for increasing income and employment for the poor through 

improving the investment climate. Consistent with the Government’s strategic vision 

for private sector development within its overall poverty reduction strategy, the 

Government and the BICF will jointly design and implement programs to institute 

more business friendly policies, laws and regulations, and strengthen the institutions 

and civil servants who implement them. This is a significant and highly innovative 

initiative, with IFC playing a lead role in what is a major long-term private sector 

reform effort. 

Communications Officer: 

The BICF is seeking qualified candidates for the position of Communications Officer. 

The communications office within the BICF will oversee internal and external com-

munications, knowledge management, monitoring and evaluations programs, and 

manage input to project teams regarding stakeholder management. 

The Role: 

Plan, develop, and implement effective communications and outreach strategies 

in order to raise external awareness and understanding of the BICF among the 

public and private sector stakeholders in Bangladesh 

Manage the assessment and analysis of the interest of stakeholders impacted by 

all BICF interventions 

Manage the development of communications audits and the design and imple-

mentations of communication strategies to address the interests of stakeholders 

affected by all BICF interventions 

n

n

n



Annex 1: Tools and Templates  209

Provide technical assistance in the implementation of individual BICF projects 

regarding stakeholders and communications 

Manage project communications and regular updates among IFC, the World 

Bank, the Development Partners, and field office to headquarter communica-

tions 

Manage branding of the BICF in cooperation with existing brands (IFC, WB, 

Development Partners) 

Develop and implement knowledge management systems to document and 

communicate lessons learned and best practices locally, regionally and interna-

tionally (in coordination with current IFC knowledge management practices) 

Oversee monitoring and evaluation of BICF projects according to IFC standards 

in order to capture and communicate results 

Develop content for websites, reports, press releases, external and internal com-

munications as appropriate 

Manage project-related events (workshops, roundtables, etc.); attend relevant 

events as BICF representative where appropriate 

Support Program Office, Client Relations office, and BICF management with 

communications needs 

The candidate is expected to have an advanced degree in a relevant field—

Communications, Business Administration, International Relations—and 6 to 8 years 

of relevant experience in planning, executing and monitoring communications and 

knowledge management strategies. 

Specific Qualifications: 

Excellent written, oral communication and presentation skills 

Language fluency in English is essential for the position 

Previous supervisory experience 

Previous experience in stakeholder management of reform projects desirable 

Proven competency in project and time management and multitasking 

Previous website design and management preferred 

Experience writing press releases, project descriptions, and marketing commu-

nications for an external and internal audience 

n

n

n

n

n

n

n

n

n

n

n

n

n

n

n
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Ability to deal sensitively in multicultural environments and build effective wor-

king relations with local and international partners in the private sector, in the 

academic community and with client government 

Knowledge of the international development community, specifically IFC and 

World Bank and other donors preferred 

International work experience highly desired 

All eligible candidates for above positions are advised to apply to the 

following address within 10 days from the date of this advertisement. Only 

short-listed candidates will be contacted. 

Human Resources 

IFC/SEDF, The World Bank group 

Bay's Galleria(2nd floor) , 57, Gulshan Avenue, Dhaka – 1212, Bangladesh 

n

n

n
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Sample Terms of Reference for Development of Communications Strategies

Simplification of Municipal Procedures 

Consulting Firm to Develop Communications Strategies in 

The Municipalities of Leon, Granada, and Masaya 

Terms of Reference

International Finance Corporation

LAC Facility

Background and Objective

The International Finance Corporation (IFC) has established a Facility to provide 

technical assistance to selected Latin American and Caribbean (LAC) countries. 

The core objective of IFC LAC Facility is to promote private sector development 

and hence contribute to poverty reduction in LAC. To achieve this objective most 

effectively, IFC has identified four areas of action on which to focus its technical 

assistance program: (i) Improving the Business Enabling Environment (BEE), (ii) 

Access to Finance, (iii) Enhancing Local Benefits from IFC Investments, and iv) 

Sector Strengthening.

BEE is designed to assist countries in improving those areas of the business 

environment where the public sector regulates the private sector. The BEE program 

is currently focused on its flagship product, Municipal Simplification. This product 

line provides direct non-reimbursable technical assistance to municipalities to sim-

plify and improve the efficiency of business regulation and administrative processes. 

Projects incorporate the private sector into the process as both a partner and bene-

ficiary in order to enhance reform sustainability. In this manner projects assure the 

involvement of local stakeholders and help form a natural pressure group to ensure 

that reforms are not reversed by future administrations. 

In 2004 the Facility launched a project in Nicaragua to improve the business 

licensing process in three Municipalities: Leon, Granada, and Masaya. The project 

selected a Technical Secretariat to coordinate the implementation of these reforms, 

and simplified the procedures for obtaining both a Municipal Operating License and 

Construction Permit in all three Municipalities. This included close collaboration 

with public and private sector stakeholders such as the Association of Nicaraguan 

Municipalities (AMUNIC), Nicaragua Chamber of Commerce (CACONIC), and 

Presidential Commission on Competitiveness (CPC). The project has already succe-

ssfully performed the initial Diagnostic Report and prepared the Reform Proposal. 

Currently, all three Municipalities are concluding reform implementation, and initial 

results have shown significant reductions in the number of days, costs, and requi-
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rements necessary to obtain both a Municipal Operating License and Construction 

Permit in all three locations. 

General Objective and Purpose of the Assignment

The objective of the current project is to build on the current reform efforts in place 

in the Municipalities of Leon, Granada, and Masaya, and develop both external and 

internal communications strategies and materials to promote reform efforts. This is 

an important mechanism for reform sustainability, and includes creating an extensive 

communications plan, utilizing local media outlets, and designing all necessary bro-

chures, templates, and other relevant communications pieces needed to assist entre-

preneurs with the business registration process in each Municipality. The IFC LAC 

Facility will finance this project, and have found a need to contract a firm that will be 

able to carry out this entire communications campaign in all three Municipalities.

Responsibilities and Scope of Work

The Facility will be responsible for overall project supervision, and the consulting 

firm will be responsible for reporting project updates, coordinating relevant activities 

with the program officer and program manager of the Facility, and completing all 

activities and project deliverables outlined in this Terms of Reference.. 

The consulting firm will carry out the following project activities related to the 

planning and design of communications strategies and materials: 

Develop new forms or applications to be used in each Municipality that edu-

cates entrepreneurs, and enables them to complete the necessary simplified 

procedures in an efficient manner.

Create internal and external communications materials that detail the new, sim-

plified procedures for obtaining a Municipal Operating License and Construction 

Permit. This will include materials to be used for distribution to each local busi-

ness community, as well as materials that will be utilized in each Municipality to 

assist entrepreneurs with both of these business regulations and processes.

In total. at least eight (8) types of communications pieces must be created 

(e.g., informative folders, brochures, banners, etc.), and the firm must colla-

borate with each Municipality to select a total of at least five (5) communi-

cations pieces that will be utilized internally in each Municipality, as well as 

for distribution to each local business community.

Collaborate with municipal authorities in the three municipalities and assess 

current approaches to develop strategies to promote simplification reforms.

n

n

n

n
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Organize at least one event in each municipality (at least three events in total) 

that will present and promote reform messages to each local community. Each 

event must include detailed explanations of the new, simplified procedures for 

obtaining both a Municipal Operating License and Construction Permit, as well 

as all communications materials related to both of these business regulations 

and processes.

Each event must have at least 100 participants and include representatives 

from the private sector, international cooperation organizations, municipal 

governments, and IFC.

Perform a market and media analysis, and prepare an extensive communications 

report and implementation plan that outlines the most appropriate communica-

tions strategies to be utilized to spread reform messages. 

The consulting firm will also carry out the following project activities related to 

the production and installation of communications strategies and materials: 

Produce and distribute at least 1000 new forms or applications that will be used 

in each Municipality.

Produce and distribute each of the five (5) communications pieces that were 

selected to be utilized in each Municipality and local business community.

Organize events to promote reforms and ensure that all the necessary logistics 

for events are considered. The organization of events includes: identifying and 

inviting event participants, advertising and promoting events, preparing all event 

materials, and any other activities necessary to successfully carry out events.

Produce all event materials, which include invitations, agendas, programs, con-

firmations / registration materials, and presentations, among others.

Deliverables 

The consulting firm must submit the following reports to the LAC Facility:

Communications Strategy Report (must be submitted no later that June 5, 

2006)

This must include summary of market research results and explain all appro-

aches to be used to spread reform messages and increase reform visibility, 

and include final drafts of all form or applications, communications pieces, 

event materials, press releases, advertisements, conferences, etc. to be uti-

lized.

Final Report on the development of new communications materials (must be 

submitted no later that July 31, 2006) 

n

n

n

n

n

n

n

1.

a.

2.
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This includes all copies of all publications of communications pieces crea-

ted to assist entrepreneurs with the business registration process in each 

Municipality

This also includes collecting the final products of all released media produc-

tions and other communications strategies that were implemented during 

this timeframe

All deliverables must be submitted on a CD and written in both English and 

Spanish.

Confidentiality Statement

All data and information received from IFC for the purpose of this assignment are to 

be treated confidentially and are only to be used in connection with the execution of 

these Terms of Reference. All intellectual property rights arising from the execution 

of these Terms of Reference are assigned to IFC. The contents of written materials 

obtained and used in this assignment may not be disclosed to any third parties 

without the expressed advance written authorization of the IFC.

Ownership of Materials 

Any deliverables under this assignment in any forms will be the property of IFC 

LAC Facility, including any intellectual property developed under this assignment. 

All project deliverables, including reports and other creative work called for by these 

Terms of Reference, in written, graphic, audio, visual, electronic or other forms shall 

acknowledge the support of IFC. Such acknowledgment shall contain the IFC logo. 

The IFC logo should be included in all documents published and distributed. All 

events that take place in order to extract information, to validate the results, or to 

distribute the documents, should have an IFC banner.

The IFC and LAC Facility can use the accumulated experience of this project 

to support other legal procedure simplification projects in Nicaragua or any other 

countries in the world.

Qualifications and Position Requirements 

The consulting firm must demonstrate the following:

Extensive experience designing communications campaigns, as well as creating 

and producing a wide range of communications materials

Minimum of five (5) years experience in the creation and implementation of 

communications strategies and materials

a.

b.

n

n
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Multi-disciplinary team of experts that have demonstrated expertise in commu-

nications planning and productions

Contract Duration and Payment

The consulting firm will be paid a lump sum total of USD 29 990, and will have a 

contract that will begin in May 15 2006 and end July 31, 2006. 

n
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Design Phase Tools and Templates

Stakeholder Priority Table Template 

Stakeholder Group
Illustrative groups for   Implementation
environmental clearance
certifi cate reform Diagnostic Design  Monitoring and Evaluation

Stakeholder Engagement Matrix Template 

 Type of Engagement

   Negotiation Participation
 Communication Consultation Increasing Transfer of control
 One-way Two-way control over over decisions
Stage in Project information fl ow information fl ow decision-making and resources

Dept. of Environmental 
Divisional Offi ces

Inspectors/Chemists

Local Communities

Diagnostics

Solution Design

Implementation

Monitoring and
Evaluation

Criticality to Reform Success
Ability/Willingness to Impede OR Contribute to Reform Success
(High, Medium, Low)

Pre-policy Post-policy
change change
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Stakeholder Engagement Strategy Outline

Overview

Describes the overall engagement approach and its expected benefi ts to the reform effort.

Goals

Outlines the three to fi ve engagement goals accompanied by a narrative on why those goals were chosen, as well as 
why each specifi c goal will enable the reform effort.

Partners and Champions

Describes which partners will be involved in implementing the strategy— as either task leaders or in a support 
capacity—and identifying any champions that the project intends to cultivate.

Priority Stakeholders and Timing 

Describes which stakeholders will be critical to reform success during which project phase.

Engagement Approach

Describes what types of engagement will be used with which stakeholders and what mechanisms will be used to 
implement the approach.

Roles and Responsibilities

Outlines the project’s role in implementing the strategy and delineates the partners who will take ownership of 
distinct segments of the approach (for example, a business association may lead a public–private dialogue that will 
address consultation and negotiation, while the IFC facility may take on the strategic communications work-stream 
that addresses communication and consultation).

Evaluation Approach

Documents the expected outcomes of the strategy and the evaluation methods, and assigns responsibility for collect-
ing baseline data and conducting evaluation activities.

Contacts/References

Lists contact information for appropriate stakeholders and for any individuals or organizations that will be involved 
in implementing the strategy.
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Develop Phase Tools and Templates

Communications Plan Outline

The Communications Plan includes information collected through the exercises in 

Diagnose, Design and Develop phases, and details specific activities that the project 

team will execute in the Deploy phase.

Message Platform Template 

    Campaign-
 Behavior Change Motivations Audience-Specifi c Level Reform
 Objective and Interests Messages Messages
 (what do we (what’s in (focus of commu- (communication
Stakeholder want them to do) it for them) nication to them)  to all)

Audience-Specifi c Objectives

A summary of key communication objectives in support of a project or reform effort

Audiences 

A detailed statement on the target audiences for communication activities. Summary of who you will be communi-
cating with, stakeholder interests, priorities. When necessary, include a breakdown of stakeholder subgroups. 

Messages

A summary of key messages that are aligned with your communication objectives and are crafted to appeal to your 
key audiences.

Channels

Most appropriate channels for reaching your target audiences and communicating your key messages. Decide how 
you will communicate and through which channels.

Tools and activities 

Most appropriate tools and activities to convey messages and enable behavior change.

(Continued on next page)
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Roles and responsibilities

Task leads and support personnel for executing all major communication activities included in the plan.

Monitoring and evaluation approach

Methods, criteria and performance indicators for evaluating success. 

Communication timeline 

A detailed annual plan for executing communication activities. Include key milestones and intermediate review dates.

Budget 

A budget that includes administrative, technical, labor, material costs. 

(Continued)

Communications Planning Table

Stakeholder Engagement Goal:

 Audience- 
 specifi c  Commu-
Audience objective  nication
(stake (change in  channels Tools Roles and
-holder stakeholder  and and respon- M&E
group) behavior)  media activities sibilities approach

Message

 Sup-
 porting
Take- data
away and evi-
message dence

Group A

Groups B, C, 
etc.
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Deploy Phase Tools and Templates

Creative Brief for Communications Products, Activities or
Events Template 

Name of Communications Product: 

Completion date: 

Target audience(s) for communications 
product, activity or event: 
What stakeholder audience/audiences is the 
message intended to reach?

XX
XX

•
•

Owner:

Objectives/purpose of communications product, activity 
or event:
What is the goal that the product is intended to achieve or 
program objective that it will support?

XX
XX

•
•

Key messages to be delivered in communications product, activity or event: 
What specifi c messages should be conveyed in the development of this product, activity or event?

XX
XXX

1.
2.

Additional information to be conveyed: 
(Contact information, call to action, response 
dates, locations, sponsor, other details?)

Related communications products, activi-
ties or events: 
(those products that should be coordinated/ 
consistent in message or timing.) 

Delivery channel: 
Through what channel(s) will the product or material be disseminated?

Development timeline: Development Date

Design Date

Review Date

Sign-Off Date

Distribution Date

Approvals:
Which managers, team members, partners, 
government counterparts or donors will be part 
of the review or approval process?

External resources/vendors:
Which designers, writers, production companies, consultants will 
be partners in this project? 

Estimated budget: Development $

Delivery $

External resources $

Other $

Total $
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Monitoring Plan Template

The monitoring plan ensures that the project associates each communication acti-

vity with measurement targets, and methods, and assigns responsibilities for mea-

suring the effectiveness of each communication activity in reaching its goals and 

objectives. 

Tips on Writing Press Releases

The 4W’s approach helps organize and distill the material that is intended for incor-

poration into a press release: 

Who:

Determine the main audience for the press release.

Include contact information for a project representative who can be contacted 

at any time. 

What:

Determine the news angle you wish to communicate.

Write a first paragraph of no more than 25 words telling briefly who, what, 

when, where and why about the event, issue or project.

Use short sentences. Each sentence should be a separate paragraph. Use active 

sentences and avoid jargon and difficult words. Make numbers more meaningful 

by making comparisons or breaking them down into familiar units.

If using quotes in the body of the release, quote credible spokespeople and 

identify them with their positions in the organization.

Keep releases short, no longer than one page. If the media want more informa-

tion, they will contact you.

n

n

n

n

n

n

n

 

Objective: 

   Measurement   
  Indicator Method and  Task 
Activity Audience Target Frequency  Lead Notes

Results 

 Q1 Q2 Q3 Q4
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When:

Check deadlines for local publications/television/radio bulletins to ensure the 

media release is received in time to be published before the event.

Send press releases two weeks before events, except to magazines which may 

have a two to three month lead time for publication.

Include the date the release was written.

Where:

Keep the focus local for local papers. Send only major capital city issues to ca-

pital city papers; only national issues and use national spokespeople for national 

papers/magazines.

If offering interviews, make it clear whether this is an exclusive interview for 

one media outlet. Exclusivity can encourage coverage of your issue, whereas a 

general media conference may not be well attended.

Track coverage to see when, where, and how your information is published.

Engage and thank the journalists to develop relationships that may encourage 

them to work with you in the future. 

Adapted from Citizen Science Toolbox, www.coastal.crc.org.au/toolbox/index.asp

Press Release Sample 

IFC Highlights Women’s Entrepreneurship in Indonesia: IFC-PENSA and 

IWAPI Launch “Voices of Women in the Private Sector”

Jakarta, April 21, 2006. The International Finance Corporation’s Program for 

Eastern Indonesia SME Assistance, IFC-PENSA, and the Indonesian Women’s 

Business Association, or IWAPI, recently launched “Voices of Women in the Private 

Sector,” appropriately coinciding with the anniversary of the birth of the country’s 

eminent women’s rights activist, Kartini.

The study highlights the challenges and opportunities women entrepreneurs in 

Indonesia face in managing and operating their businesses. “Women entrepreneurs 

in Indonesia are making a significant contribution to the country’s economic deve-

lopment,” said IFC’s Program Manager, Hans Shrader. “Yet disadvantages in terms of 

the social mindset and access to education and capital still present a major barrier 

for women’s entrepreneurship in Indonesia.”

More than 70 businesswomen in seven Indonesian cities, ranging from the 

owner of a small batik shop in Yogyakarta to the owner of a crocodile farm in 

n

n

n

n

n

n

n
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Balikpapan, were interviewed on issues including customs and laws, education, and 

disincentives in starting and running a business.

The initiative was driven by the fact that female-owned businesses represent 60 

percent of the about 30 million micro, small, and medium enterprises in Indonesia, 

according to estimates by the State Ministry of Cooperatives and Small and Medium 

Enterprises. This statistic is also reflected in IWAPI’s membership database, which 

indicates that 85 percent of its nearly 16,000 national members are owners of micro 

and small enterprises. Regardless of whether they are involved in the micro, small, or 

medium sectors, these women entrepreneurs not only provide valuable services and 

generate income for themselves and their families, but also create jobs and make a 

significant contribution to the country’s economy. Nevertheless, many women entre-

preneurs in Indonesia continue to face daunting challenges and barriers in operating 

their businesses.

“The key to the problem of women’s role and position is public perception that 

men are the heads of the household whereas women are housewives. Therefore, 

women are expected to prioritize their role as a housewife at all times,” said Reny 

Feby, owner of Reny Feby Jewelry in Jakarta. “This perception must change so that 

women and men have equal opportunities.” 

During a recent discussion, the State Minister of Women Empowerment, Dr. 

Meutia Hatta, and IWAPI Chairperson Suryani Sidik Motik stressed the importance 

of changing the social perceptions that inhibit women’s entrepreneurship and of 

raising awareness about the significant contribution that women entrepreneurs make 

to their families and ultimately to the country’s economy.

The country’s businesswomen also have problems in accessing finance that in the 

end may deter them from formalizing their business. “Factors that discourage women 

from applying for bank loans include high interest rates, complicated procedures, and 

rigid collateral requirements,” said Sandra Pranoto, Business Development Analysts on 

Women and Business from IFC-PENSA’s Business Enabling Environment program.

Only through the joint efforts of all stakeholders can real changes be achieved 

to provide Indonesia’s women entrepreneurs access to an environment more con-

ducive to doing business. Helping them overcome barriers to business creation and 

expansion will not only support the economic empowerment of women and the 

welfare of their families, it will also generate new jobs and ultimately benefit the 

community in the areas they operate. 

About IFC and IFC-PENSA 

The mission of IFC, the private sector arm of the World Bank Group, is to promote 

sustainable private sector investment in developing countries, helping to reduce 
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poverty and improve people’s lives. IFC-PENSA is IFC’s technical assistance facility 

supporting small and medium enterprise development in eastern Indonesia. The 

facility’s Sustainable Supply Chain Linkages program creates business opportunities 

in the forestry and furniture sectors by improving environmental management and 

encouraging sustainability, especially in sourcing for good wood and links to mar-

kets looking for good wood products. The IFC-PENSA facility has a five-year man-

date and has been cofunded by IFC, the Australian, Canadian, Japanese, Dutch, and 

Swiss governments, and the Asian Development Bank, with funding commitments 

of almost $25 million. For more information about IFC, visit www.ifc.org.

About IWAPI 

IWAPI was established in 1975 to develop and strengthen businesses owned and 

managed by women by increasing its members’ capacity to manage their businesses 

and improve their access to technology, marketing, and funding. IWAPI also provi-

des advocacy, technical assistance, and networking services to its members. 

Contact: Nia Sarinastiti, Tel: (021) 52993134, nsarinastiti@ifc.org

Writing and Placing an Op-Ed

An op-ed, abbreviated from “opposite editorial” because the articles are traditionally 

placed on the page opposite the editorial page, is an opinion piece written on a 

topic that is relevant to the newspapers’ audience. Depending on the newspaper, 

op-ed topics can range from a hotly debated national reform issue to an adminis-

trative problem relevant to the population of a small town or a region. Op-eds are 

highly effective in raising the profile of reform initiatives, and can be used to get 

more detailed, technical messages to a variety of audiences, with a goal of gaining 

stakeholder buy-in and mobilizing stakeholders to support reform goals. 

Op-eds can be published in any newspaper, from those reaching wide audiences 

to those tailored to a small audience segment. The language and messages should 

be crafted to resonate with the publication’s audience. Once published, op-eds can 

be reprinted and re-distributed through various other vehicles, such as e-mail, web, 

photocopies, etc. Tips for creating an effective op-ed piece include: 

Keep it no longer than 800 words. Periodicals often publish the op-ed guide-

lines along with a word limit for each piece, so the team should find out the 

publication’s word limit prior to writing an op-ed.

Provide short and concise background information on the issue, avoid jargon, 

and use active verbs, everyday language, short sentences, and concise paragra-

phs.

n

n
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Screen and read the target op-ed page regularly to identify what kind of articles 

the newspaper publishes. Keep in mind that local papers look for local angles, 

and national papers look for new thoughts and perspectives on current national 

issues. 

Make sure the topic is timely and relevant—tied to something occurring locally 

or nationally. This does not mean, however, that the op-ed should address is-

sues being discussed only on the newspaper’s front page or on network news 

broadcasts. Effective op-eds show light on issues that are important but over-

looked or forgotten.

Make the first paragraph catchy to draw the reader’s attention to the piece. Use 

the last paragraph to bring your argument together. Summarize what you want 

your readers to do. 

Identify three or key four points that support and defend your argument and 

formulate paragraphs around each point. 

Include a short biographical sketch about the author, including experience re-

levant to the reform topic. 

The process of developing and placing an op-ed can be streamlined by follo-

wing these guidelines: 

Specifications: call the publication and get all the information on word length, 

submitting guidelines: how and to whom, length submissions are held on to, 

details on how to withdraw submissions. 

Form: Must be tight, to the point, timely, and well-written (hiring a professional 

writer to help you can really pay off for national placements).

Scope: For national periodicals, issue discussed must be of national or interna-

tional scope. For local papers, issue should be of local interest. 

Content: Should be a timely issue that already has gained coverage on the news 

side of the paper.

By-Line: For national papers, the more prominent the by-line, the better the 

chance for placement. Consider going outside the usual suspects for an editorial, 

soliciting help from the prominent government officials or civil society advoca-

tes to make the piece more attractive for placement. For local papers, the writer 

should aim to be of a local origin. 

Exclusivity: Pieces are submitted to national publications on an exclusive basis. 

Once you submit a piece you must be rejected by them, or withdraw the piece 

verbally or in writing before you send it to another outlet or service. When 

pitching an op-ed regionally, exclusivity is usually not an issue, and you can 

n

n

n

n

n

n

n

n

n

n
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submit the same piece to several papers around the country at the same time. 

But try to stay away from markets that might overlap, because publishing in 

a competitive newspaper may upset the op-ed page editor and damage your 

relationships with both papers. 

Cover memos: All pieces should be accompanied by a cover note to the op-ed 

page editor. The cover note or memo should be short and refer to the author, 

the significance of the piece and its relevance to the publication’s readers, the 

timeliness of the issue.

Sending: Call the outlet and check, but it would be a safe bet to fax the piece 

and cover memo, and then send them by overnight mail. This will ensure that 

the op-ed is seen and put into circulation for consideration. 

Follow-up: This is key to getting the piece placed. Call shortly after submis-

sion and note that Op-Ed page editors and their assistants are deluged with 

submissions and follow-up calls each day. Keep it short—say you are calling to 

confirm whether they received the piece. If the editor or editor’s assistant seems 

receptive, squeeze in a line about why the piece is particularly important/timely 

now—it may help put it on their radar screen.

Keep it moving: A sure way to not get placed is to send in an op-ed and forget 

about it. Getting published can become a game of moving the piece around, in 

a way that maintains its timeliness while exhausting the most promising possi-

bilities. If the national strategy fails, then it may be time to rework the piece for 

regional papers or services. If you have not heard about your piece after one 

week, pull it and submit it somewhere else.

Sources: Adapted from http://www.comnetwork.org/verizon_resourcecenter/stratpr_

writing_op_ed.htm; Denice Zeck and Edmund Rennolds, “Op-Eds: A Cost-Effective 

Strategy for Advocacy.”

Planning a Special Event

A community fair or a local event with exciting content and active participation from 

civil society and private sector can be highly effective in promoting BEE reforms. 

The checklist below can help you prepare for special events and think about the 

narratives, images, and experiences that the event should highlight. 

Pre-arrival:

Understand what you want to accomplish and establish a timeline for preparing 

the event

Establish a theme and main goals and objectives

n

n

n

n

n

n
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Research local media coverage of your client or issue.

Decide on who you should be reaching out to. 

Establish the type of press coverage you would prefer for the event

Site/Press: 

Note event location and site address and visit the site before the event

Consider an alternative site in case of bad weather

Create site diagram including all dimensions, entrances, exits, restrooms

Note location of internet connection, fax and copy machines at event site 

Collect all contact information for event planers, technicians, audio and video 

crews

Note event start time, arrival times of vendors, performers

Check stage dimensions, stage backdrop 

Secure sound system and consider using adjustable mikes. Allow time for sound 

check

Lighting scheme: stage and crowd. Note sun location for outdoor events—sun 

should not be shining into the cameras

Media Logistics:

Meet the representatives from the local, regional or national press

Secure list of television stations, names and numbers of news director 

Prepare a list of leading radio stations with major news emphasis 

Have a fax machine and copier at the event 

Allow sufficient spacing for camera setup and prepare adequate lighting for TV 

shooting

Separate press entrance from the public

Reserve parking for TV trucks if necessary

Event Management—Crowds:

Note expected size and composition of crowd 

Note placement of signs and banners 

Hecklers- prepare a plan for someone attempting to disrupt your event

n

n

n

n

n

n

n

n

n

n

n

n

n

n

n

n

n

n

n

n

n

n



Annex 1: Tools and Templates  229

Make sure that the images, news stories and interactions with the media are 

well scripted 

Before Departing Event Site:

Call or visit those most helpful during the event and thank them for their par-

ticipation

Draft thank you notes to people who have been of assistance during the event 

Source: Strategic Communications Team, Booz Allen Hamilton. 

Preparing a Press Briefing or a Conference

Tips for preparing a press conference:

Give several days’ notice of the press conference to relevant media represen-

tatives. Send an announcement including the purpose of the press conference, 

date, time and location of the event. Note who will speak at/present/chair the 

event. 

Choose a suitable venue in a convenient location. Consider capacity, space la-

yout, existing audio/video equipment, room for individual interviews.

Choose an appropriate time of day for the majority of media, so that they can 

write the story before their deadlines. 

Select and brief a chairperson and appropriate speakers. Work with them to 

identify and practice answering questions from the journalists, especially the 

difficult ones.

Select a press officer/key contact person for the press. 

Prepare a press pack for journalists. Press pack should include press release, 

background on your project or reform effort, list of the key points you are 

making, sample quotes, recommendations for future actions, contact for your 

project, relevant photographs, statistics, graphs, etc. 

Take special care concerning confidentiality, and brief the chairperson and 

speakers about these issues where necessary.

Source: 2002. “Advocacy in Action: a Toolkit to Support NGOs and CBOs Responding 

to HIV/AIDS.”

n
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Sample format of a press briefing or a conference:

Welcome, refreshments and distribution of the press pack

Chairperson: 

Introduces the speakers

Explains arrangements and proceedings

Points out the press officer/key contact person for all enquiries

States whether interviews are available afterwards

Stresses confidentiality issues where appropriate

First speaker

Second speaker

Chairperson 

Takes questions from journalists then gives them to one of the speakers to 

answer

Speakers may also add closing remarks

Thanks the press for attending and closes the press conference

Individual interviews with speakers

After the conference:

Send the press pack to the journalists who did not attend

Make a list of attendees and update your database where appropriate

Note the names of journalists who asked particularly important questions/

appeared sympathetic to your cause.

1.

2.

n

n

n

n

n

3.

4.

5.

n

n

n

6.

7.

n

n
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Monitoring and Adjustment Plan

Objective: 

  Output  Outcome 
  Target  Target 
  and  and 
  Measure-  Measure-
  ment  ment   Notes 
  Method/ Outputs Method/   Task 
Activity Audience Frequency   Frequency Outcome Adjust?  Lead 

1.1 

1.2

1.3

 Q1 Q2 Q3 Q4

Communication Campaign Evaluation Outline

Indicators

Explain indicators used to evaluate campaign

Assessment of Engagement Goals and Campaign Objectives

Assess degree to which the campaign met its engagement goals and communications objectives as stated in 
Engagement Strategy and Communications plan

Assessment of Reform Program Impact

Assess as much as possible the impact of the strategic approach and the campaign on the reform project’s process 
as well as the quality of the reform

Effi ciency

Evaluate effi ciency of discrete campaign elements

Lessons Learned

Determine what could have been done better

Conclusions

Analyze what is replicable/advisable and what is not

Debrief Phase Tools and Templates
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Campaign Assessment Template 

Engagement Goal: 

Communications Objective:

Target Measurement Impact Strategic Communications Summary
Stakeholder Methods Indicators Impact

Reform Impact Assessment Template

Impact of Communications

Communications and  Communications Contribution to 
Engagement Goals Impact Indicator Impact Reform Impacts*
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Case Snapshot 6.1: Rehearsal Press Conference Provides Valuable Feedback

Case Snapshot 6.2: Bringing the Media up to Speed in Egypt

Case Snapshot 6.3: Personalizing Leasing Reform for Journalists in Ukraine
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Case Snapshot 6.6: Montenegro Business Alliance Uses Billboards to Convey 
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Case Snapshot 6.7: International Awards Build Reform Ownership in Armenia
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Case Snapshot 6.9: Macedonia Competitiveness Activity

Case Snapshot 6.10: Ukraine Anti-corruption Calendar

Case Snapshot 6.11: Belarus BelBiz Website

Case Snapshot 6.12: Diffusing and Neutralizing Opposition in Sierra Leone

Case Snapshot 7.1: Outputs and Outcomes of an Inspections Brochure
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Figure 2.1: The Five Ds Strategic Communications Framework

Figure 2.2: Strategic Communications Throughout the Project Lifecycle

Figure 2.3: The Five Ds Strategic Communications Framework in Detail

Figure 3.1: Diagnose Phase Timing

Figure 3.2: Stakeholder Map

Figure 3.3: Sample Communication Channel Assessment

Figure 4.1: Design Phase Timing 

Figure 4.2: Stakeholder Map

Figure 4.3: Illustrative Map of SEDF Goals

Figure 4.4: Romania EDS—Stakeholder Movement

Figure 4.5: Stakeholder Spectrum

Figure 5.1: Develop Phase Timing

Figure 6.1: Deploy Phase Timing
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Figure 6.2: Examples of BEE Communication Techniques and Activities

Figure 6.3: Creative Brief 

Figure 6.4: Monitoring and Adjustment in the Five Ds Framework

Figure 7.1: Debrief Phase Timing

Figure 7.2: Logic Model for M&E

Figure 7.3: BEE Reform Indicators

Figure 7.4: Logic Model for Strategic Communications M&E

Figure 7.5: Illustrative Assessment of Processes Across Projects 

Figure 7.6: Ukraine Permits Reform Before-After Stakeholder Map 

Figure 7.7: Indicators Can be Used to Argue Contribution to Reform

Boxes

Box 1.1: Lessons from the Field on Communications Success

Box 2.1: Assigning a Task Lead 

Box 3.1: Why Perform a Stakeholder Analysis?

Box 3.2: Components of the Stakeholder Analysis

Box 3.3: Support and Influence

Box 3.4: World Bank Development Communication Division—A Key 

Resources

Box 3.5: Project Overview Document Outline

Box 3.6: Diagnose Phase Exit Checklist

Box 4.1: Illustrative Engagement Goals 

Box 4.2: Engagement with Potential Partners

Box 4.3: Engagement with Allies

Box 4.4: Engagement with Opponents

Box 4.5: Engagement with Adversaries

Box 4.6: Illustrative Indicators and Evaluation Methods

Box 4.7: Engagement Strategy Outline

Box 4.8: Design Phase Exit Checklist
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Box 5.1: Illustrative Audience-Specific Objectives 

Box 5.2: Lessons from Ukraine—Everyone is a Communicator

Box 5.3: Branding and Names Convey Messages

Box 5.4: Types of “Messengers”

Box 5.5: Components of the Communications Plan

Box 5.6: Develop Phase Exit Checklist

Box 6.1: Keeping it Simple

Box 6.2: The Care and Feeding of Journalists

Box 6.3: Leveraging Doing Business to Generate News

Box 6.4: Deploy Phase Exit Checklist

Box 7.1: Monitoring and Evaluation for Strategic Communications

Box 7.2: Debrief Phase Exit Checklist

Tables

Table 1.1: What Strategic Communications Can and Can’t Do 

Table 2.1: Risks Associated with Communications 

Table 3.1: Typical Stakeholders in BEE Reform

Table 3.2: Stakeholder Identification Table

Table 3.3: Stakeholder Data-Gathering Options

Table 3.4: Stakeholder Support and Influence Table 

Table 3.5: Stakeholder Support and Influence Matrix 

Table 3.6: Stakeholder Perceptions Table 

Table 3.7: Audit Questions 

Table 3.8: Communications Channel Assessment: Armenia Tax Improvement 

Program

Table 4.1: Stakeholder Priority Table

Table 4.2: Engagement Matrix

Table 5.1: Sample Message Platform
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Table 5.2: Bangladesh SEDF Audience-Specific Messages and Channels

Table 5.3: Communications Channels Considerations

Table 5.4: Communications Mechanisms and Cost Considerations

Table 5.5: Communications Planning Table

Table 5.6: Sample Communications Timeline

Table 5.7: Sample Communications Budget

Table 6.1: Pros and Cons of Paid Advertising and Unpaid Media

Table 6.2: Message Pulse Check 

Table 7.1: Strategic Communications Monitoring and Evaluation: Core 

Elements

Table 7.2: Evaluation Methods

Table 7.3: Research Techniques

Table 7.4: Strategic Communications Process Indicators

Table 7.5: Indicators for Monitoring Activities

Table 7.6: Sample Monitoring Approach

Table 7.7: Indicators for Campaign Evaluation

Table 7.8: Illustrative Campaign Impact Assessment: Business Permits Reform

Table 7.9: Illustrative Campaign Evaluation Approach for ADR

Table 7.10: Illustrative Assessment of Communications Impact on Reform 

Program
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