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We’re not strategic enough

Who

WhyStrategizing the 
comms plan

When

Where

What

How

Operationalizing 
the comms 

plan

SO WHAT?



JORDAN CONTEXT / 
OVERVIEW

GROUNDING

The Government of Jordan 
aimed to test and scale up the 
decentralized model. They 
required rigorous evidence that 
prove that the decentralized 
model is working.

CONTEXT: Low women 
participation in the labour force

• The Government of Jordan 
requested WFP to pilot an 
alternative school feeding 
model preparing healthier 
school meals while creating 
jobs for women

• Implemented with RHAS, 
the model compares 
centrally-procured fortified 
date bars with a new 
healthy meal model 
assembled by local women 
in community-based 
kitchens

430,000 students 
reached in 2,314 

schools with 
centrally 
procured 

high-protein 
biscuits 

Jordan’s National School 
Feeding Programme operates 

under the National School 
Feeding Strategy (2021-2025), 

launched in 2021



WHY?
WHY COMMUNICATE 
THE EVALUATION? = Why doing the 

evaluation

Communicate 
and target 

specific 
content from 

evaluation for 
specific 

outcomes

Communicate 
the overall 

value 
proposition of 
evidence and 

gain buy-in 
and support

• What change do you wish to 
see as a result of your 
communication?

U
S

E



1. To share learning with programme 
colleagues about how the healthy meal 
model compares with the centralized 
model

2. To share the evidence in a compelling 
way that enables funders and 
partners to mobilize resources for 
the healthy meal model 

3. To disseminate “what works” 
messages, aligned with governmental 
policy development processes, to allow 
scale-up of the healthy meal model 

4. To communicate the programme’s 
impact with kitchen workers 
highlighting the role they played in it

5. To inform the impact evaluation 
community about the evaluation and 
share its academic relevance beyond WFP



WHO?DONORS
COUNTRIES
PARTNERS

WFP STAFF

EXECUTIVE
BOARD

NGOs
CIVIL SOCIETY

AFFECTED 
POPULATIONS

UN
AGENCIES

PRIVATE 
SECTOR

ACADEMIA

GENERAL 
PUBLIC

MEDIA

WFP
SENIOR

MANAGE-
MENT

EVALUATION 
COMMUNITY

LOCAL 
GOVERNMENT

PROGRAMME
TECHNICAL

STAFF

PARLIAMEN-
TARIANS

• Who is best placed to take 
action / make decisions to 
obtain the change you wish to 
see?



To share 
learning 

about how the 
healthy meal 

model compares 
with the previous 

model

To inform the 
impact 

evaluation 
community 
about the 
evaluation 

and share its 
academic 
relevance 

beyond WFP

To share the 
evidence in a 
compelling 

way that 
enables 

funders and 
partners to 

mobilize 
resources for 

the healthy 
meal model

To disseminate 
“what works” 

messages, 
aligned with 

governmental 
policy 

development 
processes, to 
allow scale-up 
the  healthy 
meal model

To communicate 
the programme’s 

impact with 
kitchen workers 

and school 
children, and the 
role they played 

in it

WFP 
Programme

Funding
partners

Government of 
Jordan

Impact 
evaluation 
community

Kitchen 
workers



WHAT?

• What does each stakeholder 
group need to know?

oThis will likely differ from one 
group to another



Practical 
lessons to 

improve the 
programme 

implementation 
(using action 

verbs)

Simple 
messages 
on role in 

programme

Technical 
information 
on method, 

findings

WFP 
Programme

Funding
partners

Government of 
Jordan

Impact 
evaluation 
community

Kitchen 
workers and 

children

Messages on 
impact, and 
scalability of 
the healthy 
meal model

Evidence 
messages 
related to 

policy 
decisions for 

example 
women in 

labour force



WHEN?
• Identify key opportunities to 

communicate during the 
evaluation lifecycle (events, 
forums) in collaboration with the 
key stakeholder you want to reach

• Align with policy-making or 
funding cycles

• Use international days, wider 
media narrative and global 
events as a source for timing 
broader external communication

Launch of impact 
evaluation report aligned 
with government event



Aligning evidence 
dissemination with 
government policy cycle 
and funding allocation

Following the evaluation, the 
government allocated 
US$2 million in domestic 
resources to support the model 
and secured an additional 
US$4 million in partnership 
with the World Bank and the 
Dutch government to continue 
the evidence-based programme



WHERE?
MEETINGS

NEWSPAPER

RADIO 
OR TV

EMAIL

WORKSHOPS

PARTNER 
WEBSITES

EVENTS AND 
FORUMS

ONLINE 
WEBINARS

SOCIAL 
MEDIA

FEEDBACK 
CHANNELS / 

FOCUS 
GROUPS 

THEATRE

EXHIBITIONS

WFP 
WEBSITE

ACADEMIC 
PUBLI-

CATIONS

BLOG 
CHANNEL

WFP GO

• What are the channels that 
will get your message through 
to each specific stakeholder?



In February 2024 and June 2025, WFP 
Jordan organized two strategic 
events that brought together 
representatives from the national 
and local-level government, 
community leaders, and the 
international donor community to 
share findings and discuss their 
policy implications.





HOW?
BRIEFS AND 

LESSONS
LEARNT

PRESS 
RELEASE

REPORT

TALKING 
POINTS AND

PPT’s

DRAWINGS
CARTOONS
PAINTINGS

INTERVIEWS

TWEET,
LINKEDIN, 

FB, IG 
POST

FEATURES OR 
OPINION 

PIECES

EMAIL 
MESSAGES

VIDEO

BLOGS

DRAMA OR
ROLE PLAY

CASE 
STUDIES/ 
SUCCESS 
STORIES

PODCAST/ 
SOUND 

BITES

PRINTED
BROCHURES 

OR 
PAMPHLET

NEWSFLASH, 
NEWSLETTER

ABSTRACTS

POSTERS/
BANNERS

• What is the best format for 
your audience to consume the 
information?











Spotlight:
How to communicate 

evaluation findings to the

COMMUNITIES WE SUPPORT





“The response was immediate, 
meaningful, and emotive”



A woman from 
Mafraq Kitchen: 
“Seeing the video 
makes me proud 
of my work and 
gives me even 
more motivation 
to come to work 
every day.” 



1. High demand for evidence 
from key stakeholders

2. Evidence advocates

THANK YOU
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