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I.  BACKGROUND

The Campaign of 16 Days of Activism against Gender Violence began in 1991 at the initiative of the Center for Women’s Global Leadership (CWGL) based at Rutgers University, in the United States of America.
The mission of CWGL is to develop and facilitate women’s leadership to defend their specific rights and social justice worldwide. Accordingly, one of their action programs is to conduct mass impact campaigns. One emphasis that is a priority in their work is to promote a life free of violence. This was the Campaign’s organizational framework but – Why a 16-day campaign …?
CWGL envisioned this number of days as an integrated whole, with symbolism because of linking dates by the 16 days chosen, to enhance social impact and grant higher visibility to violence against women as a violation of human rights, to go beyond the mistaken idea that violence against women is a problem just for women. So, these 16 days connect International Day for Elimination of Violence against Women (25 November) with the International Day for Human Rights (10 December); between these two dates, we find three commemorations of importance for positioning no more violence against women: International Women’s Rights Defenders Day (29 November), World AIDS Day (1st December) and finally the Anniversary of the Montreal Massacre (6 December).
Every year the CWGL sets a theme for the campaign, holding a sort of global consultation with multiple networks working for women's rights. Once the theme is chosen, it is spread worldwide with the greatest possible coverage. However, although the campaign was originated by this organization, which contributes by producing materials, messages and a yearly worldwide theme, it is open to the creativity and participation of individuals and organizations, both societal and governmental. The goal is to impact all areas of societal, political and economic activities in each country and each region in order to guarantee that, in the long term, they will effectively contribute to eradicating violence against women, through social mobilization and visible advocacy for non-violence.
This campaign, because of its aim to make an impact, its holistic overall vision and the world-embracing coverage of its supporters (over 2000 organizations have joined in over 155 countries), is supported by various human rights and communication organizations around the world, one of the most visible being the United Nations System and, within the UN, the United Nations Development Fund for Women (UNIFEM).
We will recall that the United Nations officially declared November 25th as “International Day for the Elimination of Violence against Women” in 1999. In this historic landmark in enforcing women’s rights, UNIFEM led UN System participation in the Campaign and inaugurated the first official celebration of November 25th and the beginning of the Campaign for 16 Days Against Gender Violence that year, with the conference on “A World Free of Violence”.
Official adoption of November 25th was a significant achievement in mobilizing women worldwide through diverse strategies, one of the highest-profile ones being the 16-Day Campaign and other such campaigns worldwide. In the case of Latin America and the Spanish-speaking Caribbean, UNIFEM – Andean Region led the campaign for “A life free of violence – it’s our right!” which ran from 1997 through 2000. Then, UNIFEM-RA actively joined in supporting the 16-Day Campaign for 16 days of activism against Violence Against Women in the 2004 – 2007 period.
This year, UNIFEM worldwide and in the Andean Region is formulating its strategic planning for 2008–2011. This poses a significant opportunity to reflect on the enforcement and validity of the strategies used so far, one of which has been work to support the 16-day campaign for activism against gender violence. This support is also part of one way to address changing socio-cultural patterns discriminating against women, which is one of UNIFEM’s top-priority strategies.
In this context, UNIFEM – Andean Region decided to review and analyze its contribution through working with this campaign between 2004 and 2007, regarding its institutional priorities to backstop processes that have been triggered in the countries where UNIFEM has interventions. For this purpose, UNIFEM-RA decided to assess the process during that period, focusing the evaluation on “Generating sufficient information to make a well-informed decision about the importance and viability of the campaign for future work on changing socio-cultural patterns that discriminating against women”.
This document will submit the findings of that evaluation for your consideration, with the observations and recommendations derived from these results.
II. METHODOLOGY
1. Methodological Pathway
The methodological route guiding this evaluation was structured for the purpose of guaranteeing that the information is gathered, analyzed, and considered in terms of the planned outcomes and the process of implementing the proposal.
To help this happen, three instruments were designed to gather information and three to analyze and assess it. The instruments were defined under four pre-established criteria chosen by UNIFEM as constants to frame the present evaluation:
· effectiveness, the degree to which goals were met;
· efficiency, the degree to which resources/inputs turned into results;
· relevance, the degree to which goals, activities, alliances, and strategies were congruent with the requirements / needs of the sectors involved;
· viability, the likelihood for the intervention to continue and its long-term benefits.
In this framework, the instruments designed and applied were as follows
:
a) gathering information
Instrument A1: a) information-gathering matrix
Instrument A2: in-depth and semi-structured interviews
Instrument A3: workshops with focus groups
b) analysis of the information

Instrument B1: matrix for analysis

Instrument B2: valuing the information
Instrument B3: Validation workshop

To apply these instruments during the information gathering stage, we took three basic actions:
· Literature review regarding this process: projects, proposals, strategies, reports, minutes of meetings, media and broadcasting material produced and distributed and, finally, annual evaluations of activities. Gathering period 2004 – 2007.
· Interviews with representatives of key sectors involved: 30 in-depth interviews were done in Quito and Cuenca (Ecuador) and in Bogotá (Colombia) with representatives of the main sectors involved in the campaign, for the following sample:
a) Representatives of civil-society organizations (whom we shall refer to as partners),
b) Representatives of United Nations System Agencies,

c) Representatives of the central and local government;
d) Representatives of the media,
e) Representatives of bilateral cooperation,
f) Representatives of UNIFEM technical staff,
g) Representatives of UNIFEM-RA management.
and three semi-structured interviews: UNIFEM team, campaign beneficiary.
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· Focal Workshops: Three workshops were held, one in Bogotá with the UNIFEM technical team and two in Quito, the first with the societal organizations that have been actively involved in the campaign and the second with the UNIFEM-RA technical involved in backstopping the campaign.
2. Area of Evaluation

Although the initial proposal was to evaluate the campaign process in the five countries of the Andean Region, budget constraints allowed direct information gathering only in Colombia and Ecuador.
These two countries were given priority considering the magnitude of their work on the campaign, since UNIFEM-RA has an office there, enabling them to be the places where the most work has been done regarding the campaign. However, on the basis of secondary information, we were able to find some highlights from the process in Bolivia, Peru and Venezuela, which are incorporated, especially, in the qualitative part of this evaluation.
3. Period evaluated

2004 - 2007
4. Scoring
The evaluation considered two types of outcomes and process scoring, qualitative and quantitative.
In quantitative scoring, three answers are used regarding outcomes and achievements from actions:
· Yes (1)
· No (-1)
· Somewhat (0)
To elicit quantitative data, scoring parameters were set for answers from in-depth interviews and findings from documents analyzed.
Qualitative scoring describes and rates processes, explaining the why and how of the outcomes found in the quantitative scoring. The main sources to define outcomes qualitatively have been workshops with focus groups and interviews.
III. OUTCOMES

The outcomes will be presented under the four criteria chosen as guidelines for this work: effectiveness, efficiency, relevance and viability.

1. Effectiveness
This criterion has been based on two variables: (1) attaining the campaign’s medium- long- and short-term goals; and (2) attaining unexpected outcomes.
Attaining goals
To gauge outcomes under the first criterion, we feel it is relevant to review the goals:
· Impact (long-term)
Achieve elimination of harmful, discriminatory practices affecting the rights of women and girls.
· Effect (medium-term)
Implement an effective strategy for policy and social advocacy get women's rights on the public agenda and keep them there, with emphasis on the right to a life free of violence.
· Output (short-term)
Implement the Campaign for 16 Days of Activism Against Gender Violence in the five countries of the Andean Region.
Taken together, these three goals outline the purpose of the Campaign: to contribute to changing socio-cultural patterns that view violence against women as a normal part of natural societal coexistence, making it visible, rather, as a human rights violation, in order to eradicate it.
According to the findings from the evaluation, this purpose has not been completely achieved, so the score has been “somewhat”.
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If we take each answer according to the appraisals of each group of stakeholders involved in the campaign, we find:
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The reasons found in the evaluation illustrating this attainment level are as follows:
1. The aim of the campaign calls for a process of at least two generations: As we know, a change in thinking patterns can happen and deepen with each passing generation. The appearance of a new perspective in the new generation ripples out through concentric circles, progressively expanding until the waves engulf major societal sectors (morphic fields). The worldwide campaign has completed a first generation and is moving through its second and, in the case of our region, we can in fact see certain changes in social patterns that, although they have not covered society at large (the ripples have a long way to travel), whey have structured undreamed-of legal frameworks and social discourse, such as considering violence as a public health issue, making it a crime specified by law, and getting it rejected from many societal circles and sectors (politically incorrect to maintain it).
During the period evaluated (2004–2007) the change in thinking has to expand the way society thinks, so that violence against women is clearly and broadly perceived as a violation of human rights (morphic fields). We find the first regional impact, which created the first concentric circle, breaking violence out of the private realm, in the first generation of the campaign (1991–2005). As we can see, now is a key time to set our course to attain the Campaign’s purpose, because we are evidently taking the first steps between the end of one cycle and the beginning of another – the ripples are turning into waves.
It is therefore understandable that these four years of campaign, at a time of transition, have not attained their ultimate purpose: more time is required for action, with clear strategies for expansion.
2. The campaign is not technically designed or grounded in a macro strategy to reinforce it: Following the profile of the first constraint to full attainment of the campaign’s purpose, we return to the key element of the expansion strategy (referred to in the preceding item). In this regard, the evaluation has found that the Andean Region has pursued the campaign without any technical design, that is, no expert technical support to prepare advertising campaigns or any strategic communicational design with the campaign as one gear in a more complex, integrated process.
Over these four years the campaign has been shaped by the judgment and expertise of women and men from different areas, together for this purpose. In Ecuador, UNIFEM has been pivotal to communications among organizations joining in campaign design; in Colombia, it has joined the strategy for campaigns positioned by the Municipality of Bogotá; and the other countries of the region concrete actions have been taken, based on producing materials. None of these efforts designed the campaign communicationally for mass impact.
The importance of this lack of any technical design lies in the impossibility of tracking the impact of actions and communicational products, which veils the actual impact of the campaign and of its efficiency and effectiveness in handling resources. A technical design would basically call for three elements to start with: communication goal for the planned period, defining the target groups in a target population according to priority of impact (considering the ripple effect to be generated) and the impact tracking system. These input elements then determine: media to use, products to prepare, activities to pursue and, in all these, the languages, colors, styles and messages.
This issue is strongest in Peru, Bolivia and Venezuela, since UNIFEM has no network in those countries through which to structure action proposals for the campaign and, on the contrary, they have followed the regional office’s guidelines. So, even if these countries are surveyed and their observations are elicited, they are not part of the design (whether the design is technical or not).
3. Campaign contents are not driven by an explicit priority: This reason for the non-attainment of the goal is an outgrowth of the previous one. A review of the materials used over these four years yields a rough division into two groups: a) those targeting women whose rights have been violated, to break them out of the circle of violence (where to complain, telephone numbers, actions to take, how to prove the violence, laws backing them); and b) those targeting the population at large, to deconstruct mental patterns viewing violence as normal (especially materials in the 2006 and 2007 campaigns which in principle targeted men).
This division is no problem in itself – the problem lies in the resulting scatter, because materials are not structured around an integrated, explicit impact strategy. Further, the resources (which, as we will see below, are scanty) that are not adequate to support two lines of products and actions. Moreover, this approach disregards any line separating target groups from partners.
Unexpected Outcomes
Under the second criterion (unexpected results) the score is “yes” and in fact all information sources agree on this point. However, these outcomes are more visible in Ecuador and Colombia than in the rest of the region, where the work has been limited to distributing materials, isolated events in partnership with other UN agencies, and training indigenous communicators and producing audio programs, in the case of the groups involved in the inter-cultural relations project with ALER (an impact action we will discuss below).
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The unforeseen results have included the following:
In Ecuador

1. Bringing stakeholders together to contribute to creating and/or strengthening social fabric to enforce the right to a life free of violence: Although UNIFEM’s invitation to join in designing the campaign every year has circulated widely, the lack of resources has made it impossible for organizations from other cities and regions outside the capital city to be involved. With this clarification, UNIFEM’s support for the campaign has fostered meeting and consensus among different women's organizations and other sectors (especially human rights), as well as representatives of gender institutions of the local government of Quito and the Ecuadorian Government, to coordinate actions for the 16 days and define the products to be distributed.
This strengthening of the social fabric regarding violence issues and the search for communicational alternatives also involved new stakeholders, since in 2004 and 2005 the emphasis was almost only (but not exclusively) on women's organizations whose priority was working for a life free of violence. Starting in 2006, new sectors were involved, especially human rights, youth and indigenous peoples’ organizations. Although this broadening of the involvement in deciding on campaign actions was an intentional strategy of the campaign, it qualifies as an unexpected outcome because this has raised interest in a deeper debate about masculinities and gender in their relationship and vision of violence against women and of gender-based violence.
2. Interest of national organizations in leading the campaign: Although UNIFEM’s purpose is for local organizations to take over leadership, the campaign itself did not explicitly include this factor, so no special actions were planned or taken for this purpose. However, the style of work in each country has enabled this local leadership to emerge spontaneously, and when organizations participating in the process throughout these four years and who have joined in over the years, have openly said that they expect to assume leadership, but clarify that they would not be ready to take over immediately and therefore have defined some initiatives that will lead to crystallizing the proposal:
· Define a system of debate and discussion about violence against women, considering the diversity of approaches, concepts, methods and groups to work with, to make the discourse clearer and more influential.
· Consolidate a system of inter-organizational coordination and action to enhance campaign implementation, respecting diversity, guaranteeing inclusion and challenging individual interests in order to position collective interests.
· Raise financial and human resources from national institutions, as an indicator of compliance with agreements to construct a life free of violence.
In Colombia
1. Political backing for women’s movement organizations in their work with local governments: In Colombia, UNIFEM has joined in a broader process pursued by the Municipality of Bogotá for about six years now, and consolidated starting in 2005. Partners in the Office for Public Policy on Women and Gender of the Municipality of Bogotá
, the sub-municipalities of localities in Bogotá (of which 20% participated most actively in the campaign), as well as women's organizations, recognize that UNIFEM’s presence in the campaign and its technical and financial support and materials have enhanced their input into political and economic advocacy and action.
In the Region
1. Enriching the campaign with proposals and projects under way: Although UNIFEM explicitly acknowledges the need to expand its partners and associates among indigenous peoples and nationalities, the inter-cultural relations project’s involvement in the campaign has generated new actions that have enriched it, largely due to training of grassroots communicators to suitably deal with violence against women, and the social effects of such violence. Further, material produced to prevent and reflect on violence in native languages (in the places where the project works) has taken into account the structure of their specific culture, with sufficient quality for reproduction and mass distribution.
2. Efficiency

This evaluation criterion has been addressed under three variables: a) financial resources; b) human resources; c) campaign planning and management.
Financial resources

As part of the first variable (financial resources), two measurement parameters were defined: adequacy of resources and suitability of resource handling.
The findings of the evaluation regarding adequate resources say “no”: all stakeholders involved in the campaign agree on this point and, in fact, the analysis of campaign reports reaches the same conclusion.

[image: image5]
UNIFEM’s contribution to the campaign in the Andean sub-region has increased year by year. UNIFEM’s financial support for the campaign is budgeted under the violence area; that is, there is no specific allocation that can be programmed and used for the campaign. Out of the violence budget, the average percentage allocated for the campaign has been 18.12%, but it has risen from 8.52% in 2004 to 24.38% in 2007.
This increased contribution has resulted from the response by partners to the communicational proposal, especially in Ecuador and Colombia, where as mentioned conditions were more favorable for supporting the campaign. A lack of resources has prevented the campaign from being truly regional, as outlined under the first criterion (effectiveness). In fact, shortage of funds has prevented the campaigns from expanding to national coverage even in the countries mentioned. For example, in Colombia the campaign was strongest in Bogotá and, in that city’s localities that work jointly with UNIFEM and/or with the Municipality on other proposals besides the campaign. Ecuador’s strength is in Quito, but other cities have mobilized for the campaign, including Loja, Cuenca, Riobamba, Ibarra, Machala, Guayaquil, Bahía de Caráquez, Esmeraldas, San Cristóbal, Lago Agrio and, to a lesser degree, Macas and Zamora.
In fact, a campaign averaging USD 36,000 annual funding (UNIFEM-RA’s 73% of the funds, plus other agencies) for investment in five countries, will always have a limited impact, even if the funding is optimized, especially if the campaign’s goals include media positioning and not just alternative strategies, because of the production and broadcasting costs of the decision to include the media. However, the campaign is not UNIFEM’s sole responsibility; on the contrary, the campaign has emerged from civil society and UNIFEM supports this initiative on a world and sub-regional level because we see a full match between the campaign’s aims and UNIFEM’s mission.
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Although all parties agree that funding is inadequate, they assess handling of funds differently, because the score is “somewhat” tending to “yes”.
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The resources UNIFEM has invested in the campaign have been “fairly well” used because of this argument:
1. There is no technically set strategic course to guide investment financial in the products, actions and media that will yield the greatest efficiency, considering the goal and the audience prioritized for that goal. On the contrary, spending has been guided by agreements with partners and final priority-setting by UNIFEM’s team – which has extensive expertise, but no clear direction, which limits decision-making vision.
The responses have been broken down by groups of stakeholders:
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This management has been optimized as experience has taught certain lessons. For instance, there was a shift between the 2004 and 2005, and those of 2006 and 2007. This change involved the way of distributing resources: in the first two years, proposals were received for funding according to the criterion of their match with the campaign’s goals and the potential for continuing and generating processes; by contrast, over the latter two years, it was decided to concentrate resources on producing materials, on relations with the media and on mass-impact activities. In this second stage, prioritization of how to investment resources was discussed and decided by the organizations planning together (in Ecuador) and in the other countries, each was queried on their outlooks.
This new way of deciding about investing funds had a dual effect: (1) not to invest in isolated projects, which by nature dissipate power and have little impact; (2) the organizations involved are more committed to implementing decisions.
In the city of Cuenca (Ecuador) we have an example of this process: RIAP-VIF (Inter-Institutional Network to Prevent Domestic Violence and Support Victims) has been working on the 16-Day Campaign since the network was created in 1997. At first, the emphasis was only on November 25th. At the turn of the century and with UNIFEM’s encouragement, the campaign received greater support and positioning among women's organizations, human rights groups, the Municipality of Cuenca and, in these last three years, in the formal educational system. The campaign can now happen without UNIFEM’s support, thanks to the Network, which ensures this continuity. Investment in an inter-institutional approach in the locality gave results, enhancing viability certainly, and reflects efficient handling of funds. This campaign has also had concrete results, such as the impact of the telephone help line handled by the María Amor Shelter Home: after the 16-Day Campaign ended, they had a 20% increase in calls for help. This positive effect is due to two factors: (1) the number’s mass dissemination, among the sectors defined as the most vulnerable, and (2) the phone line is supported by a technical and human structure to provide helpful assistance to each caller.
The resources invested by UNIFEM have mainly been raised by the campaign in Ecuador, which is understandable because the Sub-Regional Office is in Quito. In Bogotá, UNIFEM’s input is not significant in mobilizing the campaign, which is picking up force and taking a leading role in the local government, except within the UN system and the materials contributed, which partners have said were very useful to reinforce what the local government does each year. However, the possibility of raising resources to support impact actions has been significant to position UNIFEM-RA, which some partners consider “an agency with confidence in women’s creative capacity”.
Human resources

In the second variable (human resources) two parameters were chosen: (1) the adequacy of staffing to handle the work and (2) the quality of time management for that staff.
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Regarding the first point, the first four years have been short in staffing (number and specific expertise in this area) for the campaign. Efficiency in managing the staff’s time has been judged “fairly good” for the following reasons:
1. Schedule overload: the campaign was handled for the first two years by a single person, the officer responsible for the area of violence. In 2006 and 2007, this responsibility was shared with the area of communication (which had not existed before, and was created under a single officer). In the first two years, support from other areas was indispensable to handle campaign actions, but this overloaded the workmates who helped out during this period, who also had to do their regular work. When the new person joined in (area of communication) this situation should have improved, but the overload remained as the campaign grew and increased funding required more activities and production. This overloaded the whole team once again.
This overload was not just for staff in areas who pitched in solidarily, but also for the people directly responsible for the campaign, because it was just one of the annual activities for the Areas of Violence and Communication.
In Colombia, the situation is similar, with the campaign under the Violence Area’s responsibility (one person) and which overloaded her and her teammates who, as in Ecuador, had to do extra work to implement planned actions.
We should add that the campaign was held at the end of the year, when the office was completing the year’s work. This convergence further overloaded the staff during this period.
2. Unsuitable distribution of responsibilities: This does not refer exclusively to the UNIFEM team but also to their dealings with partners. Most people are unaware of the origin of the 16-day campaign: 67% of those interviewed were sure that it is a United Nations campaign, led by UNIFEM. This has led to the assumption that UNIFEM is doubly interested in contributing to the campaign, which has led to some misunderstandings with partners about activities that could or should be distributed among all stakeholders in campaign planning and implementation, considering it UNIFEM’s responsibility. The result is too many activities for UNIFEM – which remains the 16-day campaign’s visible face – both in Colombia and in Ecuador.
3. The Area of Communication is not complete: The absence of a Communication Area with a strategy structured for this purpose, to take the 16-day campaign as one more action fitting into a longer-term action and impact, increases overwork, because there is no team to handle this responsibility. Everyone pitches in, but each Area has its own actions, and the solidary, voluntary assistance does not mean a rigorous work plan.
Planning and implementing the campaign
In the third and last variable of this evaluation criterion (campaign planning and management) we analyze two factors: the type of planning, implementation and alliances forged through these processes.
Planning happens at two levels, first internally: the Area on Violence (initially the sole person responsible, as mentioned) and the Area on Communication prepare a logical framework basing the design on three factors: lessons learned by the team in the previous campaign, lessons learned by the conglomerate of organizations participating in final planning and the guidelines established worldwide for each year’s campaign.
The second level of planning is external, with partner organizations in each country.
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Planning of activities has scored “somewhat” with clear leaning toward “yes”, meaning that this process has been positive and satisfactory.
In Ecuador, jointly with civil-society organizations, UN agencies and representatives of government agencies who accept the invitation, planning takes our steps:
· evaluation of the previous campaign
· sharing of the activities planned by each organization for the campaign
· drafting the agenda for the 16 days (integrating all the activities planned by each organization)
· analyzing and defining contents and materials to be distributed.
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Over these four years, an average of 27 organizations have taken part, 19% representing the local and central government (including the Mechanism for Women’s Advancement in Ecuador, CONAMU), 12% from UN agencies (including UNIFEM), 65% from civil-society organizations (in 2006 including representatives of men (white ribbon) and in 2007 organizations representing the indigenous and Afro-descendant peoples CONMIE and CONAMUME) and, finally, 4% representing bilateral cooperation.
Part of the planning includes UNIFEM’s work within the UN System and with bilateral cooperation within inter-agency gender groups (GTI, exclusively UN and the expanded group with bilateral cooperation).
This participatory planning has left UNIFEM well-positioned socially because of its role facilitating meetings, debate and agreements about the campaign.
In Colombia once guidelines are set with the regional office, planning takes two levels, first with the UN System through the gender group incorporating other cooperation agencies (such as the IOM) and secondly with civil-society organizations and the local government of Bogotá (through 2007 there was no joint planning with the Mechanism for Advancement of Women in Colombia for the campaign).
Planning with the UN prepares a concrete calendar of all actions to be taken regarding the dates within the campaign for 16 days of activism against gender violence. This means that there is no specific planning for the 16 days, but that actions by each UN agency and cooperation agencies planned for their key days (December 1st or 10th) are incorporated in a single calendar, which is useful and is recognized by the UN, but does not represent any process of analyzing or planning the campaign as such under the goals to be achieved during the 16 days: violence against women as a violation of rights limiting the enjoyment of all rights and possibilities for development. Preparing this calendar has become UNIFEM’s responsibility, as the agency leading this campaign within the UN System.
With this sector, planning would be more interesting if other agencies take part in defining the contents of the materials to be distributed in the region. Up to 2005, materials would come in to be distributed to the various agencies and cooperation entities, for them in turn to distribute them among their partners and target groups. This sector (international cooperation and UN) feels that including their input and criteria in defining contents has made materials more interesting and better distributed, eliciting greater interest in the campaign. This is one reason all agree that the campaigns were most successful in 2006–2007.
At the second level of planning, UNIFEM joined the Office of Public Policy on Women and Genders of the Municipality of Bogotá, starting in 2005, when the City began its initiative to “Unite Sister Campaigns”: the campaign for 16 days of activism against gender violence, the white ribbon campaign, and the campaign for a life free of violence by the National Women’s Network Movement (prevention of violence against women). The Municipality promotes these campaigns in a broad joint effort involving the programs and projects working for women's rights; similarly, UNIFEM has promoted the campaign in localities of Bogotá where specific projects are being implemented in coordination with the governments of these localities and with the Municipality.
This is a plus, strengthening UNIFEM’s technical support for the campaign, backing projects in the city, contributing to consolidation of local capacities and local ownership of the campaign. However, UNIFEM is no more visible than specific partners it works with in Colombia.
In other countries of the sub-region, planning has not happened specifically. The UNIFEM-RA office has consulted with partners and with its focal point to set priorities and exchange the necessary information to take actions, but especially to settle on the contents of the material to distribute, more strongly starting in 2006.
This reveals strong coordination of stakeholders, resulting (in practical terms) in positive but insufficient results, especially in view of the impossibility (so far) of raising a fund for holding the campaign. In any event, when evaluating whether alliances have yielded positive results, the score is “yes”.
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The coordinated work has made it possible to hold the campaign because if we compare the resources invested over four years for five countries (USD 36000 per year) and the number of actions and outputs achieved (training and mass sensitization events, production of material: posters, leaflets, mugs, t-shirts, bags, information sheets, radio and TV spots, billboards in the city of Quito, distribution of material throughout the region, among others, as further itemized under the following point) we see that only the convergence of many stakeholders made this possible and sustained it over these four years.
All areas and sectors acknowledge that UNIFEM is a key element in coordinating stakeholders for the campaign, perceived as a neutral player in inter-institutional relations.
3. Relevance
This criterion was examined by analyzing and scoring five variables, four of which have to do with the suitability or optimal status of: a) stakeholders/partners, b) target audiences, c) activities, and d) production of materials; the fifth variable is e) how well the campaign addresses the issues of violence in the countries comprising the sub-region.
Partners

Regarding the first variable, partners’ suitability, the score is “yes”, observing that although not all potential partners are involved, those who are involved are suitable, meeting the characteristics considered essential for the task:
· explicit commitment to eradicating violence against women;
· knowledge of the issues and understanding of their causes and effects;
· understanding of violence as a violation of human rights and not as a problem only for women;
· adhesion to the campaign strategy considering that an essential part of changing the circle of violence is to change the way society thinks.
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UNIFEM, on the basis of partial evaluations and discussions with partners, decides to add stakeholders to implement the campaign in order to broaden target populations to cover the diversity of each country and the region. With this definition, starting in 2006 four new sectors have been emphasized: human rights organizations, indigenous and Afro-descendant peoples’ organizations, youth organizations and men’s organizations.
This expansion has shifted priorities in planning to new materials and messages, new actions and strategies to reach these groups. This period (2006–2007) was a turning-point in the campaign regarding partners and therefore target audiences, from women's organizations and groups supporting them as the sole counterpart, to involving these new stakeholders. This expansion views not only women (adult, mixed-ancestry women) as agents for transforming violence, but also includes youth, adult males and the ethnic and cultural diversity of the region.
This change has generated an enormous wealth in production of material and activities, because the campaign obviously had to prepare specific, diverse materials to meet the interests and proposals of the new partners.
Target population groups
Speaking of partners takes us directly to their constituencies, through the partners, through the following approach: each counterpart involved in the campaign has a target population, who are given priority as an audience of the campaign. This approach is owing to the lack of resources to launch a massive campaign and also the lack of any strategy clearly setting a target group to guide impact tactics according to each target group’s location and specific features.
Nevertheless, the score on suitability of target audiences is “yes”, which is easy to understand, because even if groups are not chosen to optimize impact, those groups selected are significant for the campaign’s advancement. These audiences have emerged from a knowledge of the problems of violence but not from technical know-how regarding mass communication, so (as mentioned in the first criterion) effectiveness has been lost in target audiences and attainment of aims.
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Further, this progress in target audiences has happened only in Ecuador; in Colombia there is no selection of the campaign’s audience. Our partners are assumed to be the audience and they then work with their own target groups. Something similar, but on a smaller scale, happens in Peru, Bolivia and Venezuela: target audiences are the partners and their own target groups.
These audiences are included in the campaign strategy: UN System, media, women's organizations and society at large. In this grouping, the line between partners and target audiences is blurred. No difference is seen between the first three and society overall; whereas the first three should be allies, designing a specific course of action with them, and the fourth group is the audience to be reached. To reach them, we must know all about them. Society in general comprises a wide diversity of groups with differences in language, way of speaking, ethnic origins, areas of residence, environment, daily customs, buying power, age, interests, concepts, consumption…
So far, society has been viewed in terms of expanding to include the indigenous peoples, youth, men and human rights organizations (this last group should also be viewed as an ally) but without any specific strategy. The target audiences are suitable since we want to reach key groups, but the way of selecting and reaching them is not suitable.
The scoring by the groups queried was as follows:
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Campaign activities

For this variable, the scoring of suitability of campaign activities has been “somewhat”.
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To analyze and score the activities done during the campaign, we have grouped them into three categories: 1. sensitization events, 2. training events and 3. media events. This third category will be discussed under the evaluation’s fourth criterion, since that is the point discussing media work.
1. Sensitization events include a broad, creative range of actions, generally for mass outreach. Sensitization events discuss the issues, highly visible, showing that violence is not a normal part of living together and that therefore we all have something to do about it – responsibility to curb it.
The most outstanding of all the events – not necessarily the best, but the most innovative or with evident results – are listed with all campaign activities in the annual reports, which UNIFEM-RA has on file:
· Launching the campaign: no regional launching was done, although the campaign was launched in each country on November 25th and to begin the 16 days – only Ecuador takes this action as an explicit starting-point. In campaign kickoffs, we see how the campaign has grown: in 2004 the launching was led by the country’s gender institutions: CONAMU (Executive Branch), Forum of Female Parliamentarians (Legislative Branch), Municipality de Quito (local government), UNIFEM (UN); in 2005, in addition to the country’s gender institutions, a representative of civil society, the Minister of the Interior and a representative of the UN Secretary-General joined in. In 2006 and 2007 the launching became higher-profile: in 2006, the campaign was spearheaded by the captain of the national all-star football team (soccer). Although his presence was controversial among gender advocates and scholars, and those dealing with masculinities issues, it also achieved mass media coverage and attendance by national, local and international cooperation authorities. Finally, in 2007, media coverage equaled the previous year because the campaign was launched in Ciudad Alfaro, venue of the Constitutional Assembly. This juncture had another favorable effect in public commitment by Assembly members (male and female) to eliminating violence against women. The event was visually impressive, because the whole group of Assembly members put on the Campaign’s t-shirt, bearing the slogan: “A real man can do anything!”. The effect of this event was clearly reinforced when, four months later, on March 8th, these Assembly members put on their 16-Day campaign t-shirts again to reaffirm their commitment to a life free of violence.
In Colombia, the central ceremony was the commemoration of November 25th with the presentation of the Secretary-General’s report: “In-depth study of the forms of violence against women”.
· Cinema Forums: In Ecuador especially with groups of high-school and university students, movies were shown from different countries and producers, to have a broad enough range to reflect on these issues.
· Roving Cinema: In Bogotá, women in four localities of that city rotated, with a different film for each locality, selecting four films to analyze four types of violence: political, economic, cultural and domestic violence. Once the women’s group set up in the locality, they and their hostesses invited the local folk to take part. After the film, there was discussion and then a community meal. The event was well received, attended in each locality by an average of 50 persons attending, plus the 40 women who moved from locality to locality.
· Festivals: In both Bogotá and Quito festivals have included music concerts, dance, street theater, plays specifically addressing the issues, service fairs and others. One was Quitu Raymi, a festival held alongside the celebration of the Spaniards’ founding of Quito, but recognizing the pre-Conquest Quito symbolized by including all the diversity and recognizing and recovering ancestral wisdom. This festival changes activities every year, and the campaign offered a welcome change of pace, showing that violence against women is a problem affecting everyone, including diverse ethnic groups. This festival combines music, cinema, handicrafts fairs, food fairs, and workshops for reflection and learning; the campaign was positioned to promote harmonious, non-violent living. In 2007 the festival lasted 10 days, and is planned to last 12 days in 2008. UNIFEM and other organizations are requested to help work for a life free of violence, participating more actively, so that not only is material distributed or slogans for sensitization to the issues are mentioned in the festival’s mass activities, but also to take a line of action regarding non-violence, including training and cultural expression. This festival is attended by some five thousand persons. The positive outcome is to position violence against women as a violation of rights, without allowing culture to be posed as an obstacle, but on the contrary as an element of the demand for a life free of violence.
· Public symbolic actions: marches, vigils, wearing black veils, reconquering public spaces that have been considered dangerous for women, murals painted by women, others by girls and boys and by men (White Ribbon, Colombia), blowing whistles with the slogan “never be silent, at home or in the street” – these are some of the highest-impact symbolic actions.
· Video: Although this is a media product, we mention it here because it was developed with participation throughout, including production, the women telling of their experiences and their reflections on violence.
· Contests: During these years we have assisted in two significant contests to position the 16-day campaign. The first has lasted over time, as part of a broader project by UNIFEM in alliance with ALER: “gender and prevention of violence against indigenous women, Venezuela, Bolivia and Quechua and Kichwa women (Peru, Bolivia, Ecuador)”. This project includes training male and female indigenous communicators on women's rights, and has strongly addressed in recent years the right way to address issues of violence against women, to avoid falling into yellow journalism or media sensationalism. It has also encouraged coverage of radio projects and issues to prevent gender violence. At the end of the training, these communicators create audio products for a regional contest to recognize their creativity and their contribution to a life free of violence. These products are done in their native languages and in terms of their own space-and-cultural worldviews. This action has made violence an issue to be discussed and changed in ALER target groups and the audiences where the communicators trained are from.
Another example, in 2006, was the Association of Fishermen in the Galapagos Islands, who held a contest of messages for prevention of violence against women. This Association communicates throughout the group by cell-phone messages. During the 16 days of activism, fishermen sent messages through this system promoting actions and behavior for non-violence regarding women. On December 10th, these messages ended, and a panel of judges including local authorities, the Araucaria project (AECI) and the National Women’s Council (CONAMU) awarded a prize to the best message. An advisor to the Association, motivated by the campaign materials and the particular, profound reality of violence facing women on the Islands, decided to take this initiative with this sector during the 16 days.
2. Training events include those held to discuss and reflect on the causes of violence, its effects, ways (existing or to be created) to eradicate violence, current legal frameworks, complaints and processes, places to go for help, and/or methods to prevent violence.
The main activities in this area have been workshops, panels and seminars concretely and specifically geared toward two areas: partners’ target groups (in Ecuador) and groups of women with the greatest vulnerability (this one only in 2004):
· Sex workers: A training cycle on human rights, sexual and reproductive rights and gender-based violence. Coverage was 100 sex workers.
· Students in elementary, secondary and tertiary formal education: women's organizations that had already worked with students stepped up their activities during the 16 days with specific workshops on eradicating violence against women.
· Women's organizations: Providing sufficient information for women to decide to break out of the circle of violence, these workshops run from contributing to awakening women to their situation of violence to knowledge of legal procedures.
· Academics: Generally focusing on panel discussions about the issues from various angles: violence as a violation of rights, forms and types of violence, violence against women and inter-cultural relations, among the most significant.
In Colombia such events have not been a priority, especially because of the shortage of resources and because it is deemed better to support training that leads to major events of mass sensitization.
These are the responses of the different sources queried:

[image: image17]
Accordingly, let us examine the reasons given for a mid-range score for this variable (73%) which involve constraints on the campaign’s impact and others that were driving forces, because this mid-range score reflects some challenges and some strengths.
The factors to be overcome include the following:
1. Activities planning is not based on an annual campaign goal, but country agendas are the summation of pre-established actions in each organization, fit together in a timetable to show them in an organized fashion, which is a contribution but could be more effective. Planning toward a goal would optimize these activities because they would be links in a single chain of impact, designed according to the expertise of each organization participating. An evident result of this lack of a more strategic planning is that one event addresses femicide / feminicide, another sexual health, another political violence, another sexual violence… scattering the wholeness of the issue. All this range of the effects and forms of violence may be addressed, but if there is prior planning, we could define the theme of discourse during the 16 days, although approaches take different angles.
2. Planning time is too short to properly design and implement activities by the various organizations coming together for the goal, putting together a jigsaw puzzle by the end of the 16 days. This calls for more than just a couple of months, so planning for activism should start about June.
3. The 16 days are not positioned: Actions fail to position the 16 days as a campaign, or to establish a link among the dates falling in this period. So, although there is sensitization about violence (the main goal) the strategy is not optimized with the largest possible number of stakeholders to guarantee upscaling, with the action hypothesis of visualizing violence as a violation of rights throughout all human activity.
The factors that campaigns have mobilized and positioned in these years and which may be recognized as promising practices, we will list the following:
1. Sensory impact: The activities under this category have the power to mobilize and group people round a theme. These actions stay in people’s “mind’s eye”. For example, in Bogotá, the ruckus with whistles and shouting the slogan “never be silent, either at home or in the street” is remembered by all the institutions and women who took part. Another case is the mural-painting that included making a huge stew to share with everyone. The sensation of free expression on the walls and solidarity in sharing food is remembered by those who took part in a task to curb violence against women.
2. Political juncture: The use of the political situation, which is unavoidably on the media agenda, has a twofold impact: positioning the issue in the media and making it possible to elicit public commitments from national policy-makers. Although this factor is also temporary, it makes it possible to track media actions regarding commitments made by local or national authorities. For example, launching the 2007 campaign in Ecuador  from the National Constitutional Assembly: this got wide coverage, elicited commitments from male and female Assembly members, symbolically got them to “put on” the slogan for a life free of violence and, finally, set the stage for media monitoring of each public commitment, positioning the issues and demanding performance.
3. Participation by celebrities: Although this has been controversial within the societal movement seeking to construct a life free of violence, the evaluation shows that the voice of well-known public figures who are not prominent through politics or finance but other cultural values such as sports, this makes an impact on the most stubborn audiences in regard to ending violence against women. We have the case of the captain of the Ecuadorian football all-star team, who in 2006 was the spokesperson for the White Ribbon campaign, lending his voice to reach an audience that had never before been reachable.
4. Actions inviting participation: Contests motivate people to take action, to mobilize ideas, to get projects and proposals going. Obviously, in some cases they participate without deeply considering the issues underlying the contests, but their very involvement and striving for the goal (the prize) gets them to master or at least think about the situation regarding which they must propose their idea, project or message. As examples, we have the two contests described briefly above.
Campaign materials
The materials produced for the campaign, have also scored “somewhat”.
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The groups consulted answered as follows:
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There is quite a diverse range of material, so for analysis we have divided it into two categories:
Materials for mass media: prepared for broadcast via the mass media and to encourage the media to address the issues from a suitable perspective. In this category we find: press releases, news kits, statistical information, radio spots, television spots, radio stories, radio reports and billboards on the main thoroughfares of the city of Quito.
The press releases and information kits are well designed, with sufficient key information, structured so the media can broadcast the material directly. For example, press releases have been read over the radio and published in the print media (especially local media). Further, statistics, information on legal frameworks and on advances and constraints in this area, are useful for preparing journalists’ news items and reports.
This material is produced in each country, according to their campaign design and activities. The aim is to inform and position the issues on the media’s agenda and in the mind of their target audience.
Radio and television spots have not been broadcast widely, due to a lack of financial resources to pay for them. In Ecuador, under an agreement with GAMAVISION, the 2006 and 2007 spots were aired by this chain but no others. The “Evaluation of Broadcast Materials on Violence against Women” prepared by UNIFEM-RA states that only 40% of survey respondents for that evaluation had ever seen the spot.
The most widely aired radio spots were those produced under the project on “gender and prevention of violence against indigenous women, Venezuela, Bolivia and Quechua and Kichwa women (Peru, Bolivia, Ecuador)” and broadcast over the ALER satellite network. Although the impact of these media products has not been monitored, they have indeed been broadcast constantly. We should clarify that not only spots are broadcast, but other products that are part of this project: radio drama, radio stories and reports.
Regarding billboards, having gotten the space for them and located their messages two years running shows that this medium made a significant impact. However, to enhance impact, the colors and messages must be more appealing. In fact, interviewees say that the 2006 campaign was more visible, because the picture of (football star) Hurtado was more conspicuous than the image of the real man.
Spots, radio theater, stories and reports on the radio, and the billboards, were used to sensitize the population about the issues and the need to change behaviors.
Urban handouts and alternative material: Material designed for direct delivery: posters, stickers, folders, data sheets, brochures, flyers, agendas, postcards, mugs, bags, and calendars.
The information sheets, leaflets, flyers and brochures were used to inform women who are vulnerable to violence or victims of violence about the ways they can break out of the circle of violence: places to go, helpful telephones, laws, legal and psychological support services. This material, basically the sheets and leaflets, is considered the most useful, and is essential both in Colombia and in Ecuador, to have the specific information on each place and to have the data for concrete assistance. However, and according to an evaluation of the materials by UNIFEM-RA, they are considered too wordy, with the type too tiny and dark colors that make them hard to read. The current evaluation corroborates those comments and adds one further element: printing the material in the same colors and the same format is useful if the information does not change, and the material expands coverage. However, if the information is different, people will not pick up the material again because they think it is last year’s material, unless they have lost the previous version.
Posters, stickers, agendas, postcards, mugs, bags and calendars are materials prepared to sensitize the population about the issues and show that discrimination and violence against women are not natural.
The materials that have made the greatest impact, according to interviews, have been the t-shirts from the 2007 campaign (the real man) and posters for 2006 (with football star Iván Hurtado). However, this material was available only in Ecuador because in both cases it was produced for the White Ribbon campaign. Production of material in this region targets women, but national production has been basically by the White Ribbon.
Finally, regarding products, using ICTs the campaign has a Website for the region and Ecuador created a blog to popularize planning and implementation to promote information exchange among organizations and enhance participation in actions and mobilize spokespersons. This virtual space has uploaded information on the international campaign, updated statistics on violence, the agenda of activities, press releases, the message from the Goodwill Ambassador, Nicole Kidman, and various articles of interest linked to the issues.
The above has scored a “somewhat” due to the following factors:
Limiting factors:
1. The material is not produced according to a specific goal: All the material has been prepared to reach the greatest possible number of people, but without first defining an audience or clarifying the effect to be fostered in the target groups of that audience. Therefore, it is understandable that most material is designed for the average audience that is most visible in daily work: women and (since 2006) men in urban zones.
2. The material produced is a sum of ideas: That is, it is not the result of a strategic vision, but of a combination of innovative, interesting ideas that, unfortunately, are not organized around a specific goal. Goals must be set to decide what type of materials to produce.
3. The material is not technically handled: Messages, colors, images and other key technical aspects for social impact are chosen without any social marketing or advertising expertise and therefore does not optimize what is produced.
4. The material has no image for positioning: The materials themselves do not state that they are part of the 16-day campaign, and are not recognizable as such because there is no theme or integrating image of the campaign under a recognizable concept.
5. The slogan proposed for using material does not match the Andean Region’s reality: Slogans applied worldwide do not have the desired impact or effect on the campaign in this region. Terms selected may be too technical, with phrases too long, inappropriate gerunds, or too many ideas in a single message. Although the slogan has not been adopted literally in our countries, it has caused some confusion about the direction the campaign should take. Therefore, sometimes the slogan is left aside to work directly with the most visible issues in each country without connecting with the rest of the world.
6. There is no strategy to distribute material: This especially prevents materials for the media from being broadcast, because there is too little funding to pay for advertising and because the media are not yet committed enough to join in backing the campaign (currently the exception is GAMAVISION).
Driving factors:

1. Production of materials in various languages: New audiences are being reached concretely in the region and, as we have said, audiences who have been considered key stakeholders to transform people’s thinking. Although the material produced is not sufficient, because in general terms it is the outgrowth of a specific project, nevertheless, producing it is a landmark.
2. Use of new discourse: The presence of men in this work is an element fostering new ways of reaching new audiences. 
3. Alliances for distribution: The material prepared for direct delivery has been widely distributed and, with the exception of the 2007 campaign poster, all materials for these years have been distributed and well-accepted by the public.
4. Support in campaign events: The materials produced have been highly important to holding all events in the campaign, supporting workshops, in festivals, cinema forums, marches, vigils … they go on the record for participation and the ideas to be discussed regarding ways to attain a life free of violence.
5. Production of materials in alliance: The materials prepared jointly with other agencies to position violence and its bearing on other issues such as HIV/AIDS or teenage pregnancies, or the problems of displaced persons or human trafficking… all contribute to one or more of the goals of this campaign: showing violence as a violation of rights affecting society as a whole, in every domain.
The campaign and its correlation with VAW
Regarding the variable to analyze how well the campaign matches VAW issues in the region, the score is “yes”. There is a match between the campaign and its approach, with the most alarming elements of violence in the region
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All respondents to this evaluation agree that the campaign reflects the priorities of VAW in the region. According to data on the status of violence against women in the Andean Region, as well as indicators of the persistence of violence against women, there are other alarming indicators such as: legal impunity, social callousness (seeing violence as natural), the machista culture that opposes the discourse on women's rights, and that in this opposition waters down the possibility of contributing to a life free of violence against women.
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Accordingly, one strategy priority for UNIFEM has been to work for change in society’s patterns of thinking, to effectively help show that violence against women is not natural and to make violence visible as a violation of human rights.
Although in Colombia UNIFEM’s partners and team agree with this capacity to match needs, they also suggest, as in the production of materials, that the campaign’s emphases should be country-specific. In Colombia, for instance, it is crucial to work on violence against women in situations of conflict, which is one emphasis of the country’s office, and of allied UN agencies and civil-society partners (we use the word “conflict” because it is the category best understood in the region, although not the right term in Colombia).
4.- Viability
This criterion comprises four variables: building local capacities; b) mobilizing resources around the campaign; c) first priority for the most vulnerable groups; and, d) ownership of the issues by the media.
Local capacities

As for whether local capacities have been built or not to keep the campaign going, as mentioned above (criterion of efficiency), these capacities have been built, especially in Ecuador and in Colombia, but not in the rest of the region, because other countries’ experiences have been different. In any event, the organizations that join in the campaign even when not supported directly by UNIFEM but because of the impact of the messages spread by the campaign, are the seeds of these capacities. This is why this variable has been scored as “yes”.

[image: image22]
We must mention that this positive score has some reservations, such as the need to structure a clear, explicit route in each country so that civil society and/or the government can take the lead and the responsibility for pursuing the campaign.
This is a breakdown of the answers by sources:

[image: image23]
Concurrent resources
In resource mobilization, it has been efficient but not sufficient because the amounts, in general terms, are too low to cover this campaign’s ambitious goals.
In 2004 the only funding was UNIFEM’s contribution, supporting organizations to implement their individual efforts, attempting to establish a link to reinforce them. That year was the first call to optimize the work jointly, to create a network or a collective motivated to take over the campaign and partner with cooperation entities and other UN agencies.
No funding was raised in 2004 from other agencies, but beginning in 2005 such contributions have appeared: in 2005 there were contributions of USD 2400; in 2006 this increased to USD 6700; and in 2007 the total rose to USD 30,039.20. Between 2004 and 2007, this increase to USD 39,39.20 in real terms represents 27% of the financial resources that the UN and bilateral cooperation have granted the campaign, with the remaining 73% from UNIFEM-RA. These four years of campaign have received a total of USD 104,307.16 in funding.
We will see below which agencies have contributed during these years and their participation to the total funding: UNHCR, 2% (increasing between 2005 and 2007); UNFPA, 0.7% (contributions in 2005 and 2006); UNESCO 1% (in 2005 and 2006); WFP, 0.4% (concentrated in 2005); FAO, 0.2% (concentrated in 2005); LAC, 3.5% (concentrated in 2006); IOM, 2% (concentrated in 2007); UNDP, 2.1% (concentrated in 2007); DED, 15.3% (concentrated in 2007). Although overall we are still talking about very small figures in relation to the scope of the campaign, the fact that this process has resulted in increased support and funding does reflect progress.
Readers must consider that, although financial contributions can be quantified, data is insufficient to show the contribution to activities and actions by agencies such as UNHCR, which positions the campaign at the border zone between Ecuador and Colombia and which, for example, in the specific case of Bogotá carried out the White Ribbon campaign. Moreover, support by AECI in Galapagos through its Araucaria project did not contribute a specific amount to funding the campaign, but they did help carry out activities in the Islands (this is discussed in greater detail below).
Likewise, coordination with and commitments from other cooperation agencies has resulted in help distributing material, an activity requiring time and resources: in Peru: AECI, UNFPA and UNDP; in Venezuela: UNFPA and UNDP; and in Colombia: UNHCR, UNFPA, IOM, WFP, UNICEF, UNDP, UNHCHR and ECLAC.
Also, as a positive result of alliances and coordination efforts, we have governments that, through their local governments or their national institutions, have contributed directly to the campaign and that, as an outgrowth of the campaign, have positioned issues of violence as part of their business.
In Ecuador the Metropolitan Municipality of Quito (local government), CONAMU (Women’s Mechanism in Ecuador) and the Ombudsman Function have contributed their resources to holding several of the programmed activities under the 16-day campaign under their own institutional priorities.
In Colombia, the Municipality of Bogotá (local government) declared 2006 as “the district’s year for No Violence against Women”, which entailed resource allocation. In 2007 the City’s investment totaled 150 million Colombian pesos and a total of 100 million pesos is expected for 2008. The campaign is one priority of the Equal Opportunities Plan 2004–2016, in Bogotá. That Plan has guided local public policy and was prepared participatorily.
Civil society’s contribution to activities has been crucial throughout the region, with alliances generating a chain to disseminate messages and distribute communicational products. The creativity of civil society has also generated actions to encourage partnering and impact despite scanty resources, and ultimately the knowledge and expertise of many partners has made it possible to discuss the contents, so they did not bear mistaken messages regarding what it takes to position non-violence against women, while guaranteeing the gender approach and rights. Although this has not been quantified, the evaluation assesses the report of civil society as positive and as a pillar of viability for future proposals.
The campaign working with the most vulnerable groups
The third variable (the ability to reach the most vulnerable groups) has scored “somewhat” because although through partners certain vulnerable sectors have been reached, precisely the most vulnerable are the un-organized and those not receiving direct support from governmental agencies or non-governmental organizations. Moreover, no specific strategies have been set to reach these groups or any mapping or characterization to chart where these groups are located, why they are considered the most vulnerable and what entry points a campaign might use. Therefore, it is too early to tell whether any benefits from the campaign reach the groups of women with the highest vulnerability.
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Groups of stakeholders have responded as follows:
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The media

Finally and regarding the media and their ownership of, or in-depth approach to the campaign and its issues, the score is “no”.
Although successful experiences from the campaign can be presented, it cannot be said that the campaign has managed to permeate this part of society.
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Scores are itemized below:
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As part of the strategy to reach the mass media, in addition to producing specific material for their use and motivation (as already described under the preceding criterion) a series of activities have been chosen to get the media to cover the campaign, to approach the issues, to learn to address these problems without sensationalism, and their contribution to this cause that is everyone’s business.
Accordingly, during these four years a variety of actions have been taken with the media for the 16 days:
· Working breakfasts

· Press conferences

· Visits to the media

· Lobbying with media management
· Approaching journalists responsible for social issues (including violence against women)
· Training for journalists at a television network, GAMAVISION.
Initially, the response was low, and Ecuador obtained the following coverage in 2004:
· Press: Hoy daily newspaper, which circulates nationally, published two articles on the issues, which also mentioned UNIFEM.
· Radio: Radio Visión (Buenos Días Program with Diego Oquendo), Radio Colón, Radio Sonorama and Radio Municipal broadcast about the campaign and its issues, by interviewing representatives of UNIFEM during the 16 days.
· International radio: interview on UN Radio in New York with representatives of UNIFEM.
· Television: On November 25th there were several reports on the commemoration, but without any explicit reference to the campaign.
However, persistent actions with the media have achieved new, interesting results, which may be seen if we compare with coverage in 2007:
· Hoy daily newspaper: front page, with information on November 25th and ample reporting on inside pages about launching of the campaign.
· Teleamazonas: (national TV network) Interview with the Regional Director of UNIFEM for the Andean Countries and broadcasting of the TV spot for the White Ribbon Campaign, prepared by UNIFEM-RA.
· Channel UNO: (national TV network) Interview with the Regional Director of UNIFEM for the Andean Countries, broadcast on the prime-time newscast.
· RTS: (national TV network) broadcast of the White Ribbon Campaign TV spot made by UNIFEM-RA.
· RTS  TV: (local TV network) broadcasting the spot on masculinities.
· Multicines Movie Theaters: Showing the TV spot for the White Ribbon Campaign made by UNIFEM-RA.

· Radio Colón: Broadcasting the radio spot for the White Ribbon Campaign made by UNIFEM-RA.
· Billboards and panels:
· Letra Sigma: 2 billboards in Quito, 1 in Ibarra and panels at 15 bus stops in Quito
· Grupo K: 3 panels in Cuenca, 3 in Machala and 9 in Quito
· Induvallas: 1 billboard in Esmeraldas and 1 in Riobamba
These results do not include specific achievements with a national television network, GAMAVISION, which signed an agreement currently set for four years. The network’s interest is to position the issue of women’s rights and non-violence as their approach to comply with Corporate Social Responsibility.
Let us briefly examine the process with this network and the specific results. The following information is taken from the evaluation of the 2007 campaign, by UNIFEM-RA.
The work included the following actions:
· 19 planning meetings with the General Manager, the Head of Programming, the Head of Newscasts, the Creative Director and the Producer of the Program "Conectados”.
· Training events for news staff at the station, including: reporters, the producer of the National Newscast, the News Coordinator, editors and camera operators. training topics were: communication and gender, violence against women, and HIV/AIDS.
· Sensitization talk with the producer and hosts of the "Conectados" youth program.
· Sensitization talk with the main host of the "Bailando por un sueño" program.
These actions resulted in the following:
· Coverage by GAMAVISIÓN of the main events by UNIFEM in Ecuador, broadcasting reports on the prime-time “National Newscast” on:
· International Women's Day (commemoration in the United Nations building and signing of agreement with GAMAVISIÓN)
· Regional Workshop on the link between HIV/AIDS and violence against women
· Seminar to evaluate Law 103
· Parallel panel on “Citizenship and rights of indigenous and Afro-descendant women” (Tenth ECLAC Conference).
· Launching of the Campaign for 16 days of activism against gender violence.

· Three live interviews  on the National Newscast, in the morning schedule, on the Regional Workshop on the link between HIV/AIDS and violence against women, and the Parallel Panel on “Citizenship and rights of indigenous and Afro-descendant women” (Tenth ECLAC Conference) and Launching of the Campaign for 16 days of activism against gender violence.
· Live interview on the "Conectados" youth program to sensitize about violence against women. On behalf of UNIFEM, Andrea Balzano, the Area Coordinator on Violence Eradication from UNIFEM-RA, attended.
· Two campaigns addressing violence against women, designed jointly by GAMAVISIÓN and UNIFEM, with products aired in all the station’s different schedules and involving its main personalities (November and December).
In Colombia we also have significant progress in media coverage, with the following results in 2007:
· Caracol Radio: two interviews on different days with spokeswomen for the 16 days campaign. Broadcasting information delivered by UNIFEM to the radio, from Friday, November 23rd on.
· Radio Santafé: coverage and broadcasting of the Press Conference launched for the 16 days campaign.
· Colmundo radio: coverage and broadcasting of the Press Conference launched for the 16 days campaign.
· District University Station: talk on violence against women in the programming for two consecutive days during the 16 days.
· Emisora Kennedy: coverage of the press conference and work on the topic of violence during the following week.
· Manos Amigas (UN radio program): systematic broadcasting of information on the issues during the weekly program.
· Todelar: coverage and broadcasting of the Press Conference launched for the 16 days campaign.
· Colprensa (daily newspaper): publication of information on the campaign for the day of no violence against women and during the following week a report on the issues
· El Espacio: item on the day of no violence and publication of news on the Web.
· El Periódico: coverage of the press conference and publication of a news item to reinforce it.
· El Tiempo: coverage and broadcasting of the press conference, publication of news items on the issues in the newscast that week and publication of news on the Web
· El Colombiano: Publication of a news item and a report on UNIFEM.

· Vanguardia Liberal: Publication of information about violence during the week of November 25th.
· Caracol TV: coverage and broadcasting of the press conference and information on the newscast.
· RCN TV: coverage and broadcasting of the press conference.
To reach the media, technical support and experience of UNICEF in Ecuador and CINU, CIMAC and Manos Amigas, in Colombia, have been received.
Progress is visible, but the goal has not yet been reached, and the media take little interest in the issues, due among other reasons to: a) a culture refusing to visualize violence against women as a problem affecting everyone, with repercussions for quality of life touching the public at all levels; b) the media do not work in terms of rights, but exclusively as driven by the market.
IV. CONCLUSION AND RECOMMENDATIONS
According to the findings, we can conclude that it is relevant for UNIFEM to continue supporting the campaign of 16 Days of Activism Against Gender Violence in the Andean Region. However, for this support to be optimal and to ensure that efforts made for this undertaking will we worth the energy and resources invested, we suggest consideration of the following recommendations:
1. Design a communications strategy for UNIFEM-RA for the medium term. This strategy must directly align with the overall goals of the Regional Office, but also with specific area goals. As part of the relationship with the Area on Violence and considering one of the strategies is to change the way society thinks (a change that will in fact be positive for all areas of UNIFEM), define support for the campaign in line with this macro strategy, with the campaign one line, but not identified as an action to be taken by UNIFEM but with its backing (pursuant to UNIFEM’s mandate).
2. Once the general framework is set to more clearly define the boundaries of UNIFEM’s role in the campaign’s tasks, work on a campaign design technically and strategically, to clearly define:
a. Annual campaign goals: the overall goal broken down into its constituent parts, defining phases for progressive accomplishment.
b. Setting the target population (locating the audience, including a distinction between the groups of allies in the process and those sectors identified as beneficiaries)
c. Design mechanisms for impact according to the audiences:
· Select the media (mass and alternative)
· Construct messages (on the basis of a discourse discussed and consensus-based, with priority in each country of the region for their most visible issues under the regional approach)
· Identify materials

· Design the image (with an integrating concept)
· Mechanisms for dissemination

d. Define a course to strengthen societal organizations to take over campaign leadership (as these organizations have suggested) as part of the actions under this proposal’s strategic vision.
e. System for monitoring and impact evaluation
As a contribution to campaign design, it is also suggested to use, as conceptual input, in addition to theories of mass communication and ideological propaganda, the theory of morphic fields to enhance support for this event.
Another element to consider for this design is the possibility of helping bring together the various voices and thoughts that have worked on the campaign and have elements to contribute, in order to popularize experiences, debate concepts and strategies and reach regional agreements to enhance the campaign. For this purpose, it would be optimal to set up a physical gathering of representatives of the offices of UNIFEM-RA, the focal points from the three countries (that have no office), and one or two representatives from civil-society organizations and public institutions that have been active in this process.
3. The campaign must be technically designed to optimize it, but must also be the result of a sustained process to keep women's rights on the social and agenda, rounding out the year with the 16-day campaign.
4. To ensure that the preceding point three happens, a media plan must cover both mass media and alternative media, so that these issues are approached year-round from various angles.
5. Adequate resources must be provided to design and implement the planned strategy, so it is suggested to engage in a process of thorough negotiation with UN agencies and bilateral cooperation, not only within the GTI, but at all levels of meeting and negotiation with these stakeholders. Proper handling of the discourse of the 16 days (the series of special dates) must clearly show the connection of violence with lack of development, with lack of enjoyment of human rights, with violation of children’s rights, with environmental deterioration, with un-guaranteed food sovereignty, with deepening problems from displacement, and with deteriorating health. It is essential to develop and integrating discourse that can be positioned so that the entire UN System, bilateral cooperation and public institutions will all clearly see this connection and therefore contribute to the campaign as a strategy to help them attain their own aims.
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� The instruments are included as attachments.


� This office closed in the first quarter of 2008 and in its place two agencies were created. The first works in planning and policy-making and the second is responsible for implementing those policies.
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