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PART I

1. [bookmark: _Toc212111575]INTRODUCTION

The Common Market for Eastern and Southern Africa (COMESA) is implementing the Inclusive Digitalization for Eastern and Southern Africa (IDEA) regional Multiphase Programmatic Approach (MPA) project funded by the World Bank to the tune of US 2.48 billion across multiple recipients. It includes three focus areas of : (i) building the foundations for affordable and quality broadband connectivity, data hosting capability, enabling access to digital technology and digital services including (ii) interoperable and safe data platforms and trusted online transactions at national and regional level; (iii) advancing high-impact digitally-enabled applications in priority sectors (with an initial focus on social protection and financial services), digital skills and competencies to increase productive digital usage and enhance economic and social activities. 

Given the complexity and scale of IDEA, effective communication and visibility are critical for ensuring transparency, building stakeholder ownership, mobilizing partnerships, and managing expectations. The plan therefore complements the SEP by ensuring that project objectives, progress, and results are communicated consistently and inclusively across all target audiences.

0. [bookmark: _Toc212111576]Rationale

The use of the Multiphase Programmatic Approach (MPA) MPA allows IDEA to ‘Go Big’, pooling financing of US$2.48 billion across multiple recipients and achieving impact at scale toward regional digital development and universal digital access in Eastern and Southern Africa region by 2030. The MPA will bring together 15+ countries, RECs, development partners, multilateral financial institutions (MFIs), IFC, and MIGA under one program, which is expected to accelerate the achievement of universal digital access and usage, including increasing the number of people with new or enhanced Internet access by 180 million and the number of people using digitally enabled services by a 100 million in a long-term engagement estimated at eight years.

The use of the MPA enables IDEA to help participating countries to ‘Go Fast’ through a customizable menu of options strengthening incremental local capacity. The MPA will offer a ‘menu of options’ of investments, technical assistance results indicators for countries to select from, based on their needs and priorities. It will offer opportunities to simplify and standardize interventions that support key regional priorities, such as private sector engagement, climate change mitigation and adaptation measures, and other interventions that support gender parity and inclusion; and to access regional financing facilities to accelerate scaling interventions.  Using phases will allow countries to join when they are ready, and help learning between peers and build in incremental capacity in participating countries. Monitoring and Evaluation (M&E) will be conducted using real-time, short-term and longer-term methodologies

The MPA will follow a strategic sequencing, beginning by targeting countries that have less than 50 percent 4G coverage, followed by those that are needed for regional expansion and countries where existing operations can be scaled toward accelerating universal digital access. The duration of the entire IDEA MPA is expected to take place over an estimated period of eight years, as countries will be expected to join in three batches (FY24–26). Each operation is expected to last up to six years based on the duration of the new generation of digital projects, which cover more than one pillar proposed under the MPA. The operation under the Common Market for Eastern and Southern Africa (COMESA) is expected to last over the entire Program duration to ensure Program-level monitoring up to completion, 

0. [bookmark: _Toc212111577]  IDEA First Phase Operation

The first phase of the MPA will include four operations for COMESA, DRC, Angola, and Malawi. The rationale for starting the IDEA MPA with COMESA is to ensure that an appropriate Regional Economic Community (REC) can lead regional coordination of IDEA and create key foundations and a mechanism for learning for regional implementation. 

1. [bookmark: _Toc212111578]IDEA COMESA OPERATION

1. [bookmark: _Toc212111579]Rationale:  Why COMESA?

COMESA was selected to lead regional coordination under Phase 1 of IDEA to ensure the program starts with the right foundations. As a Regional Economic Community (REC) with a mandate to promote market integration and digital infrastructure, COMESA is well-positioned to guide cross-border infrastructure development cooperation and support a transition toward a digital free trade area across most of the countries that the project proposes to cover.  

The project aligns with the COMESA Treaty provisions and its strategic vision for market integration and physical integration/connectivity under COMESA’ Strategic Plan (2021-2025). The Project is also in line with the various COMESA council decisions on Digital Infrastructure.

1. Project Objective of the COMESA Component

The overall objective of the COMESA operation in the IDEA project, is to enhance the enabling environment for expanding inclusive internet access and usage across the region. 

1. COMESA Operation Components

COMESA leads three key components under IDEA:

Component 1: Regional Harmonization and Planning Platform (US$5.47 million)

Supports policy alignment and planning tools to advance regional digital market integration and infrastructure investment.

Activities include:

(i) Developing harmonized digital policies, regulations, and standards.
(ii) Advancing digital inclusion and emerging tech (e.g., AI) through regional frameworks.
(iii) Supporting regional roaming and spectrum management frameworks.
(iv) Strengthening e-commerce and cross-border digital services based on COMESA’s     e-commerce Strategy; and
(v) Promoting private capital mobilization for digital infrastructure.

Component 2: Regional Knowledge and Capacity Building (US$1.4 million)

Builds institutional capacity and strengthens implementation readiness across countries.

Activities include:

(i) Toolkits and templates for procurement, financial management, and environmental and social risk mitigation related to IDEA country projects.
(ii) Establishing a regional M&E platform for data collection and evidence generation.
(iii) Delivering training and peer-learning programs on select technical topics; and
(iv) Promoting gender inclusion and private sector engagement.

Component 3: Regional Project Coordination and Management (US$3.12 million)

Ensures efficient and coordinated implementation of the IDEA Program at the regional level.

Activities include:

(i) Coordinating with all participating countries under IDEA (COMESA members and non-COMESA members);
(ii) Monitoring results specific to the COMESA IDEA project, and ensuring compliance with fiduciary and social standards for the COMESA Project Coordination Unit; and
(iii) Managing communications and stakeholder engagement.

1. BENEFICIARIES OF IDEA PROJECT

2. Citizens

General, citizenly will benefit including:

(i) 180 million people will gain new or improved access to internet connectivity.
(ii) 100 million people, including refugees and persons with disabilities, will benefit from digital IDs and accessible technologies.
(iii) 100 million+ expected to benefit from digital services and income-generating platforms; and
(iv) At least 50% of all beneficiaries will be women.

2. Firms

Many players in the ICT value chain will benefit including: 

(i) ICT service providers (e.g. mobile operators, ISPs, cloud providers) will benefit from infrastructure and procurement opportunities.
(ii) Start-ups and entrepreneurship hubs will receive TA and grant support.
(iii) MSMEs will gain access to internet, DFS, smart devices, and skills training; and
(iv) Digital businesses will benefit from access to larger regional markets.

2. Public Sector Institutions

Public institutions will benefit such as: 

(i) Ministries, regulatory bodies, and agencies for ICT, trade, DFS, and data protection will receive technical and financial support; and
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(ii) Unconnected public institutions, including schools, clinics, and government offices, will benefit from new infrastructure.
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[bookmark: _Toc212111580]PART II

1. [bookmark: _Toc212111581]OBJECTIVES OF THE COMMUNICATIONS, PUBLICITY, PROMOTIONAL AND VISIBILITY PLAN

1.1 [bookmark: _Toc212111582]Overall Objective of Communication, Publicity, Promotional and Visibility Plan 

The overall objective of the communication and visibility plan is to raise awareness of the IDEA Project   Specifically, it seeks to ensure information and publicity about the objectives, activities, project results and their impact at national and regional level and the involvement of the World Bank, COMESA, RECs and other key stakeholders in the Project. It will ensure that the information and publicity are being addressed to the appropriate audience on a timely basis and by the most effective means.

1.2 [bookmark: _Toc212111583] Specific Objectives of the Communications, Promotional, Publicity and Visibility Plan

The Specific Communication objectives of the plan are to: 

(i) Increase awareness of the IDEA Project among national stakeholders in member states and at a regional level across government and non-government organisations, businesses and general citizenly among others.
(ii) Develop relevant messages for each key stakeholder groups and identify the appropriate means of communications to influence behaviour change, ownership and adoption of best practices.
(iii) Enhance the visibility and recognition of COMESA, other RECs and the World Bank through clear branding and logo placement.
(iv) Strengthen two-way communication so stakeholders both receive information and provide feedback that improves project implementation; and
(v) Share lessons and success stories to promote knowledge exchange. 

1.3 Key messages

Communication messages under this plan will relate to the key result areas of the IDEA Project. Which include the following.

(i) Higher levels of internet use drive significant development gains, creating jobs, reducing poverty, and unlocking new opportunities. By building a strong foundation for expanding digital public infrastructure and harmonizing regulations across borders, the IDEA Project seeks to strengthen economies, enhance service delivery, and foster innovation for a more inclusive and dynamic digital future in Eastern and Southern Africa.
(ii) The need for complementarity and synergy in the digital sector to avoid duplication of efforts. Though a Tripartite framework is available for consensus building among policy makers there is a need to incorporate regulatory authorities, private sector operators and development partners supporting digital initiatives within this existing framework.
(iii) To get the benefits from digitalisation, it is important that supportive enabling policies, laws and regulations that are gender responsive with a rights-based approach are put in place in a coordinated manner. The main thrust, however, is to create an enabling environment that promotes fair competition to ensure that digital infrastructure and internet services are reliable, accessible secure and affordable.

(iv) IDEA ensures that vulnerable groups (women, refugees and host communities, PWDs and others) are not left behind in the digital transformation.
(v) Universal Service and Access policies and regulations, along with a converged licensing framework, promote both improved access and competitiveness in the market. Licensing frameworks for converged technologies will enable the emergence of market players like Mobile Virtual Network Operators (MVNO), content distributors and application service providers, thus strengthening competition.
(vi) Resolution of structural and technical barriers for smooth implementation of a unified roaming and interconnection pricing regime as well as an enabling regional policy and regulatory framework is required to address the high services charges.
(vii) e-commerce enhances competition by increasing the diversity of products and delivery platforms; and
(viii) Policy and regulatory interventions focusing on open access and infrastructure sharing will help in removing structural distortions in the market and increase the benefits to be realised from installed and future backbone and related network investment

1.4 [bookmark: _Toc212111584]Target Audiences

The IDEA Project    intends to improve the governance and enabling environment in the region and therefore it has a wide range of targeted group audiences within the region and beyond. These groups or stakeholders have varied interest in the project as beneficiaries, financiers and as programme implementers among others. The information needs for these groups are varied in accordance with their interest in the project as well as their existing knowledge with the objectives of the IDEA project. Thus, there is a need to develop relevant messages specific to each target groups with appropriate and relevant communications channels and tools.

The target audience group shall be categorised as; Primary Targets, Secondary Targets and Media as the third target groups.

1.4.1 [bookmark: _Toc212111585]Primary Target Audience

The primary target for this communication campaign will be members who are directly involved in the programme implementation with specific responsibilities. The primary target audience plays a significant role in the implementation and success of the project, hence the need for them to be fully informed about status the project from planning stage, implementation and closure.

The following is a summary of primary audiences:

(i) Regional Economic Communities (RECS), Common Market for Eastern and Southern Africa (COMESA), East Africa Community (EAC), Intergovernmental Authority on Development (IGAD), Indian Ocean Community (IOC) and Southern Africa Development Community (SADC), African Union Commission (AUC), African Union Continental Free Trade Area (AfCFTA);
(ii) The World Bank WB); (including World Bank offices in Angola, DRC, Malawi among others) and contact persons in Washington D.C.
(iii) Member States; Ministries in charge ICT affairs, Policy makers in COMESA  countries.
(iv) Regional Associations of Regulators; Including the Association of Regulators for Information and communications for Eastern and Southern Africa (ARICEA); Communications Regulators Association for Southern Africa (CRASA); Eastern Africa Association of Communication Organisation (EACO). 
(v) Regional Associations of Operators;
(vi) National ICT Regulators.
(vii) Gender Related Organisations.
(viii) Operators; Public and Private (e.g. Mobile network operators, ISPs, Data Hosting Companies, Fintech Providers);
(ix) COMESA Divisions and Institutions.
(x) Related Projects – (ie ASCENT, 50 Million African Women Speak);
(xi) Non-Governmental Organisations/CSOs; and
(xii) Others.

1.4.2 [bookmark: _Toc212111586]Secondary Target Audience

The secondary audience include groups who are not directly involved in the programme implementation but have interest as indirect beneficially or have interest in the development of the digital sector in the region.  These would include the population at large in member states of the EA-SA-IO region as well as World Bank whose funding contributions financed the Project.   Others include International Development partners and other Regional Economic Communities (RECs).

The following is a summary of Secondary audiences:
 
(i) Other non-COMESA countries with common issues.
(ii) WB Member States.
(iii) Development Partners including the Trade and Development Bank, Africa Development Bank (AFDB), International Telecommunication Union (ITU), African Union (AU).
(iv) Other Regional Economic Communities.
(v) General Public including both in recipient and Donor countries); and
(vi) Business Owners (Technology manufacturers).

1.4.3 [bookmark: _Toc212111587]The Media Target Audience

The Media plays a great role in that they are Responsible for disseminating information to the public and raising awareness on digital issues. The media also gives useful feedback on the public perceptions and opinions. The engagement of the media will be at three levels national, Regional and International.

The following is a summary of   Media audiences: 

(i) National Media: these include media agencies based in a country (newspapers, Radio and television).
(ii) Regional Media: Creation of Media network of journalist who have interest in covering infrastructure projects; and
(iii) International Media: these include media networks with which transmits information globally and with interest in African affairs.

1.5 [bookmark: _Toc212111588]Specific Objectives for each Target Group

The matrix below illustrates how communication objectives for each stakeholder group will be communicated.





[bookmark: _Toc212111666]Table 1: Specific Objectives/Message for Stakeholder Groups
	Primary Audience
	Communication Objective/ Message
	Channels of communications

	Regional Economic Communities (RECs)  
	To accelerate inclusive digitalization as the cornerstone for achieving gender equality and climate resilience across Africa. Integrate gender-responsive digital infrastructure, climate -smart solutions and cross-border collaboration into all regional frameworks -ensuring no woman or climate-vulnerable community is left behind Africa`s digital transformation

	· Meetings. Workshops, studies
· Mass media
· Publications
· Online presence
· Audio video production
· Branding and visibility

	The World Bank (WB); 
	· To advance inclusive digitalisation at the intersection of gender equality and climate action.
· To provide regular updates on the programme implementation progress
· To provide feedback from programme beneficiaries that can enable the WB to identify other strategic partners including any additional resources
	· Meetings. Workshops, studies
· Mass media
· Publications
· Online presence
· Audio video production
· Branding and visibility

	Member States: Ministries in charge ICT Affairs, Ministry Departments etc
	· To identify and share information on areas of common interest and synergies Inclusive Digitalization is not optional - it is the cornerstone of resilient, equitable and sustainable development in AFE
· To prioritise gender inclusion and climate action in digital policies is both a moral imperative and a strategic necessity to unlock the region`s full potential, mitigate vulnerabilities, and achieve the SDGs and Agenda 2063
	· Meetings. Workshops, studies
· Mass media
· Publications
· Online presence
· Audio video production
Branding and visibility

	Regional Associations of Regulators
	· To champion gender- responsive and climate-resilient digitalisation in AFE. Inclusive digitalization is no longer optional, it is an existential necessity for sustainable development, regional stability and economic prosperity
	· Meetings. Workshops, studies
· Mass media
· Publications
· Online presence
· Audio video production
· Branding and visibility

	Regional Associations of Operators 
	· To lead the charge of inclusive digitalisation at the nexus of gender equality and climate resilience
· To share best practices through the programme established framework of cooperation
· To raise awareness on their role in the development of the digital infrastructure within the framework of the programme
	· Meetings. Workshops, studies
· Mass media
· Publications
· Online presence
· Audio video production
· Branding and visibility




	Secondary Audience
	Communication Objective
	Channels of communications

	Other countries with common issues
	· To embrace digitalization as the catalyst, but only if it's intentionally designed to smash gender barriers and fortify defences against climate change
· To share news and information for wider dissemination and public awareness
· To collaborate to make the inclusive, green digital transformation a reality for all our peoples
	· Mass media
· Publications
· Online presence


	The World Bank (WB) Member States 
	· To encourage the WB to support the programme with more resources
· To seize the digital revolution as a catalyst for inclusive, gender-equal, and climate -resilient development.

	· Mass media
· Publications
· Online presence


	Member States: Ministries in charge ICT Affairs
	· To make inclusive digitalization not an optional -it is the cornerstone of resilient, equitable and sustainable development in AFE. Prioritising gender inclusion and climate action in digital policies is both a moral imperative and a strategic necessity to unlock the region`s full potential, mitigate vulnerabilities and achieve SGDs and Agenda 2063
	· Meetings. Workshops, studies
· Mass media
· Publications
· Online presence
· Audio video production
Branding and visibility

	Development Partners
	· To call for a transformative, integrated, and holistic approach to Africa's digital future
· To raise awareness on the programme objectives and outcomes to create room for complementarities and synergies

	· Mass media
· Publications
· Online presence





	Media Audience 
	Communication Objective
	Channels of communications

	Other Countries with common issues
	· To embrace digitalization as the catalyst, but only if it's intentionally designed to smash gender and fortify our defences against climate change
· To collaborate to make the inclusive, green digital transformation a reality for all our key stakeholders
· To share news and information for wider dissemination and public awareness
	· Facility visits press conferences/briefings,
· meetings and studies
· Press kits
· Publications
· Online presence
· Audio visual products
· Branding and visibility merchandise


	COMESA Internal Stakeholders:

COMESA Institutions
COMESA Divisions 


	· Identify and share information on areas of common interest and synergies
· To advance inclusive digitalisation for gender equality and climate resilience
· Sharing best practices through the programme established framework of cooperation
	· Meetings, Workshops
· Studies
· Mass media
· Publications
· Online presence
· Audio video production
· Branding and visibility








2 [bookmark: _Toc212111589]COMMUNICATION ACTIVITIES

The communication activities will be implemented throughout the entire programme duration, estimated at a minimum of seven years.

2.1 [bookmark: _Toc212111590]Main communication activities

The communication and visibility plan outlines the main activities to be carried out during the implementation period. These activities and resources will be strategically allocated to enhance awareness and achieve the greatest possible impact among the target groups.

2.1.1 [bookmark: _Toc212111591]Branding and visibility

The need for branding will be by the fact that the project is new and therefore has no corporate brand and identity that is in the public domain. Branding will involve developing a range of branded products to promote its visual identity.

During the IDEA launch and 1st PSC meeting, branded materials were developed in-house. These included the following: 

(i) Branded pens, notebooks, USD drives, reusable gift bags, water bottles, shirts, T-shirts, caps, bags, mouse pads, sticky holders, branded business cards for all project staff; and
(ii) Branded materials also included: Telescopic banners, Tear drops Roll out banners, and Backdrop banners.

In addition, Publicity and Visibility was promoted by photography, pre and post-launch videos.

The existing branding, visibility and promotional materials can be upgraded in-house to improve on quality and related issues as the project rolls out. This is a moving target.

2.1.2 [bookmark: _Toc212111592]Media relations - Leveraging Media Partnership for Regional Coverage

The programme will seek to forge partnership and networks within the media. Targeted information will be submitted to the press, and the press will be invited to participate in selected project events.  

A comprehensive media plan is essential to raise public awareness, mobilize stakeholder engagement, and amplify the IDEA`s Project across the AFE region. The media strategy will play a vital role in showcasing progress, facilitating knowledge sharing, and strengthening regional collaboration toward universal digital access. It will also ensure that voices—especially those of youth and women are included in the digital transformation narrative. 

Leveraging media partnership for regional coverage will include the following:

2.1.2.1. Diverse Media Partner Selection

(i) Traditional media: Partner with national newspapers, broadcasters, and radio stations with wide rural and urban areas.
(ii) Digital-First Outlets: Collaborate with online news platforms, tech blogs and social media influencers.
(iii) Community Media: Engage local radio stations and community newspapers that directly reach marginalised communities; and
(iv) Pan-African Networks: Work with regional media houses like Africa News among others for cross -border coverage.

2.1.2.2. Content Collaboration Strategies at regional level

(i) Co-Created Content: Develop joint reporting projects on digital inclusion success stories and challenges.
(ii) Dedicated Segments /Columns: Establish regular “Digital Inclusion” features across partner platforms.
(iii) Data Journalism Initiatives: Partner on visualisations and analysis of digital gaps across the region; and
(iv) Local language Content: Ensure materials are translated into major local languages. 

2.1.2.3. Capacity Building Components 

(i) Journalist Training Programs: Workshops on digital inclusion reporting and understanding technological barriers.
(ii) Resource Sharing: Provide media partners with research, expert contacts and data in digital inclusion; and
(iii) Technical Support: Offer partners tools for digital storytelling and multimedia production.

2.1.2.4. Regional Coverage Amplification

(i) Coordinated campaigns: Synchronised coverage across multiple member states on key digital inclusion themes.
(ii) Cross-Border Storytelling: Highlight how digital solutions transcend national boundaries; and
(iii) Community Correspondent Networks: Establish local reporters in underserved areas to document grassroots digital inclusion efforts.

2.1.2.5 Measuring Impact

(i) Audience Reach Metrics: Track coverage across traditional and digital platforms.
(ii) Engagement Analysis: Monitor audience interaction with digital inclusion content.
(iii) Policy Influence Tracking: Document how media coverage contributes to policy changes; and
(iv) Community Feedback Mechanism: Establish channels for audience responses and story suggestions.  

This comprehensive approach to media partnerships will ensure widespread, nuanced coverage of inclusive digitalisation initiatives, challenges, and opportunities across East and Southern Africa, ultimately contributing to greater public awareness and policy action

2.1.3 [bookmark: _Toc212111593]RECs Public information Platforms

COMESA communications will undertake coverage of all events and generate news contents including the following:

(i) Newsletters to regularly inform on the project progress to all our audiences. It will be disseminated based on a network of contacts.
(ii) Development and timely update of the web-based information (Facebook, Twitter, website). COMESA website will include information about the project as well as press releases and other relevant programme material. All the information about the programme will be also shared with the Press and the WB.
(iii) [bookmark: _Hlk200018422]While information on these projects is available on the World Bank's portal, there is a need for the development of a website and collaborative and development platform which takes care of World Bank funded programs at the COMESA Secretariat. 
(iv) The major objectives of establishing the website  and collaborative and development platform are among others to consolidate and centralize information, enhance transparency and accountability, improve coordination and collaboration, facilitate better communication and synergy between project teams (ie COMESA departments, member states, and the World Bank), showcase impacts, track progress, strengthen monitoring and evaluation, promote knowledge sharing, and increase stakeholder engagement; and
(v) Intranet site for IDEA: intranet site to provide a secure and centralized platform where staff can easily share information, collaborate across countries, track activities, and access important documents. It helps improve communication, avoid duplication, keep data safe, and ensure everyone works with the same up-to-date resources, making the project more efficient and effective.

2.1.4 [bookmark: _Toc212111594]Audio video Production

Documentaries for selected events and results arising shall be produced in terms of video clips and photo and shall be shared as Press releases to the media with wide outreach: newspapers, radio and TV as well as the REC information and social media platforms.

2.1.5 [bookmark: _Toc212111595]Meetings/Seminars/Workshops/Launches

COMESA IDEA will cover key events including, launching of the project event, public events and visits (Partnership development meetings, workshops) and organization of seminars and discussions with participation of target groups.

[bookmark: _Toc212111596]Update and Sensitization Meetings on the IDEA Project 

2.1.5.1. This will be carried out as part and parcel of the PSC and TWG meetings which will be held at least bi-annually and quarterly respectively. The costs will be embedded in the budgets of these statutory Committee meetings.

 2.1. 5.2. Training Workshops for GRM and LMP for Internal and External Stakeholders

For Internal stakeholders training workshops will be held locally on an annual basis. For External stakeholders training will be done during TWG and PSC Meetings. As such the costs will be embedded in the budgets of these meetings. 

There is a budget set aide to produce IEC materials, processing, investigation, and resolution on filed grievances, meetings, investigation and communication costs.





2.1.5.3      Consultation and Validation Meetings

For each key activity in the approved Work Plan, consultation and validation meetings will be held allowing for two-way communication with key stakeholders to the Project. The costs for this type of stakeholder engagement are embedded in the approved Work Plan budgets.

2.1.5.4 Stakeholder Consultative Meetings and Capacity Building Workshops

(i) Consultation meetings (prior effectiveness) – the assumption is that COMESA IDEA will hold at least 1 meeting with different stakeholders to disclose the contents of the SEP. A budget will be set aside to cater for IEC materials, refreshments, travelling and other costs incurred when organizing the meeting; and
(ii) Consultation meetings (after effectiveness) - 1 meeting annually for six years with stakeholders to disclose any new information on the SEP and report on the progress implementation of the project. A budget will be set aside to cater for training stakeholders in the SEP/SH (to ensure two-way communications between project and its stakeholders (i.e. not just one-way public relations messages), and to ensure SEP-related activities, including GM, will receive necessary funding in annual budgets, production of IEC materials, refreshments and other costs incurred when organizing the meetings. 

2.1.6 [bookmark: _Toc212111597]Collaboration with local organizations 

At national level the COMESA IDEA communication team shall collaborate with (CSOs, NGOs) to create innovative communications tools (comics, contest, development of apps. blogs with animated videos.

2.2 [bookmark: _Toc212111598]Communication Tools and Techniques

There is a wide range of tools available for communications work, and the key for this programme will be to select a mix of tools to reach the divers audiences outlined above. It is therefore proposed to use a variety of instruments including web-based social media, mass media, events, as well as press-releases and leaflets, and visibility materials using all relevant opportunities which are open for the cooperation.

2.2.1 [bookmark: _Toc212111599]Branding and visibility

Information and visibility material will be produced during the early stages of the programme which will include introduction of standard guidelines and requirements for use of programme logo and promotional material such as:

(i) Leaflets or brochures; for distribution to all partners and to potential beneficiaries and other interested stakeholders.
(ii) Banners: plastic or textile banners should be produced when specified in the communication strategy of an action. They are intended to serve as a backdrop for special events such as inaugurations and conferences.
(iii) Newsletters: will be produced and circulated via email or websites to regularly inform on the project progress to all our audiences. 
(iv) Photographs: showing the progress of all actions should be taken where appropriate to document the progress of activities and events related to these; and 
(v) Videos: will be produced by the project team providing complementary audio-visual information to the website and made available in other dissemination platforms.
(vi) Policy briefs: will be produced on thematic issues for high-level engagements with governments.

2.2.2 [bookmark: _Toc212111600]On- line Tools

Online resources shall include:

(i) Websites; COMESA official website and website of the IDEA project including those of partners/beneficiary organizations.
(ii) Social media accounts (e.g., Twitter/X, LinkedIn) will be updated regularly with project updates and success stories.  
(iii) Databases: the IDEA project database shall provide quick public access to projects approved by the Steering committee at the beginning of the Programme.
(iv) Programme publications; made available online in the form of an online resource centre/library (e.g. on websites, Google Books); and
(v) Intranet site – for internal collaboration and coordination within COMESA and the national PIUs.

2.2.3 [bookmark: _Toc212111601]Mass Media tools

The tools and techniques to be used in engaging the media will include: 

(i) Press releases: A press release should be issued at the start of all actions including major developments, upcoming events, and major policy pronouncements.
(ii) Social media:  The programme will use twitter to provide short updates about relevant meetings, training and visits and using it as a platform for both the regular and special communication activities; The programme will also use Facebook to communicate the same stories as on websites and twitter, to reach a wider audience.
(iii) Websites: COMESA, WB and IDEA project websites will include information about the programme as well as press releases and other relevant dissemination material. 
(iv) Traditional media Traditional media: (newspaper, radio stations and television channels). The programme will explore the traditional media through press releases, panel discussions and special interviews and paid-up advertisements; and
(v) Media training and familiarisation trips: At least one media training will be conducted annually to sensitise regional journalists on the objectives of the projects and regional digital developments initiatives.

2.2.4 Communication Tools for the Marginalised Groups

Language Adaptation Strategies:

(i) Provide materials in multiple languages relevant to the community.
(ii) Use plain language translation to avoid jargon and complex terminology. 
(iii) Ensure translations are culturally appropriate, not just literal.
(iv) Offer interpretation services for events and meetings; and
(v) Create visual aids that transcends language barriers.

Accessible Formats

(i) Develop content in multiple formats (i.e. braille, large print, audio, easy read).
(ii) Ensure digital content follows WCAG (Web Content Accessibility Guidelines).
(iii) Provide transcripts for audio and video content.
(iv) Use colour schemes that are colourblind-friendly; and
(v) Design materials that work with screen readers and other assistive technologies. 

Additional Strategies for Marginalised Groups:

(i) Engage community leaders from marginalised groups in planning process.
(ii) Conduct outreach locations where marginalised communities naturally gather.
(iii) Provide transportation assistance to improve access to services/events.
(iv) Offer childcare during meetings and events.
(v) Schedule activities at various times to accommodate different work schedules.
(vi) Create safe spaces for specific groups to share their unique perspectives; and
(vii) Implement feedback mechanisms specifically designed for marginalised communities.

3 [bookmark: _Toc212111602]COMPLETION OF THE COMMUNICATION OBJECTIVES

Indicators of achievement on completion of the communication objectives would include the following: 

(i) Feedback received from Member States (positive and negative).
(ii) Annual Reports.
(iii) Number of visits to programme/COMESA IDEA project website.
(iv) Number of links to COMESA website from external websites.
(v) References made to the Project on external websites.
(vi) Number of views of COMESA-related documents/publications. 
(vii) Level of interest sparked by programme-related events (from a quantitative and qualitative angle: e.g. total number of participants, number of high-level representatives, number of journalists attending, references made to the event on external websites, etc.);
(viii) Number of meetings/seminars/launches/Workshops held.
(ix) Number of publications printed and distributed.
(x) Number of ‘likes’ or ‘fans’ of the programme recorded on Facebook, if a specific page is created; and
(xi) Video traffic (number of views of interviews/videos related to the Programme.

Baseline communication indicators will be established during the first year of implementation, and annual targets will be defined. Progress will be reviewed quarterly, with findings consolidated in the Annual Report and used to adapt and improve communication strategies.

4 [bookmark: _Toc212111603]MANAGING REPUTATION RISKS 

[bookmark: _Toc212111604]Potential risk issues will be identified, and clear plan to mitigate the issued developed and a proposed holding line to use in an event of a media query. 

5 [bookmark: _Toc212111605]PROVISION OF FEEDBACK AND MONITORING

Assessment forms or other means used to get feedback on the activity from participants would include the following:

(i) During training/press visits will special assessment forms will be used that will help the project team make future activities more effective; and
(ii) The project website as well as discussions or roundtables will be used to get feedback.

5.1 Feedback Collection

Multiple channels will be used for feedback collection. In summary this includes the following:

(i) Post-Event/Activity Digital Forms: Short, targeted surveys distributed via e-mail or QR codes after key events.
(ii) Website Feedback Widget: A persistent, easily accessible form on key website pages (e.g. homepage, project pages, news section) allowing users to submit comments or report issues.
(iii) Social Media Listening: Monitoring mentions, comments, and direct messages across relevant platforms (e.g. Facebook) for unsolicited feedback and sentiment; and
(iv) E-mail and Direct Contact: Encouraging feedback via dedicated email addresses (e.g., feedback@project.org) and tracking inquiries received through standard contact channels.

5.2 Analysis Process

(i) Categorisation: Feedback will be tagged by theme (e.g. Clarity of information, tone, channel preference, technical issue, suggestion for improvement, positive/negative sentiment.
(ii) Sentiment Analysis: Tools (e.g. built -survey features, social listening platforms) will be used to gauge overall sentiment (positive, neutral, negative) trends over time and across channels.
(iii) Qualitative Analysis: Open minded comments will be reviewed regularly to identify recurring themes, specific pain points, novel ideas, and context behind qualitative scores.
(iv) Quantitative Analysis: For survey data, will track key metrics like Net Promoter Score (NPS- if applicable) satisfaction ratings (e.g., 1-5 scales) and frequency of specific issues/suggestions; and 
(v) Reporting: A concise Monthly Feedback Summary will be generated, highlighting key themes, sentiment trends, top issues/suggestions, and notable verbatim quotes. This will share with core communication team and relevant project leads.


5.3 Adapting Strategies 

(i) Feedback analysis will directly inform communication strategy adaptation.
(ii) Immediate Triage: Urgent issues (e.g., broken links, critical misinformation, major accessibility barriers) will be flagged for immediate resolution within 24-48 hours.
(iii) Quarterly Strategy Reviews: The Monthly Feedback Summaries will be aggregated and reviewed quarterly by the communication team and key stakeholders. This will: identify persistent communication gaps or misunderstandings, evaluate the effectiveness of specific channels or content types, prioritize suggestions for improvement based on frequency and impact, and inform adjustments to the Communication Plan (e.g., refining key messages, shifting channel focus, modifying content formats, addressing specific audience concerns).
(iv) Content & Channel Optimisation: Insights will guide the creation of future content (e.g., developing FAQs based on common questions, creating explainer videos for complex topics) and the allocation of resources towards the most effective channels.

5.4 Performance Monitoring and KPIs

A balanced set of Key Performance Indicators (KPIs) will be tracked to measure the reach, engagement, and effectiveness of the communication efforts across both traditional and digital channels:

(i) Traditional /Generic Metrics: Event attendance, Media coverage, Stakeholder Survey Results and Inquiry Volume; and
(ii) Digital Engagement KPIs: Website Analytics (e.g., traffic , content performance, engagement, conversion), Social Media Metrics ( e.g., reach and awareness, engagement, audience growth, sentiment), Email Marketing Metrics (e.g., delivery, engagement, list health), Search Engine Optimisation (SEO) (e.g., organic search traffic to key project pages, keyword rankings for priority terms).

5.5 Reporting and Review

Monthly Dashboard: A consolidated dashboard (e.g., using Google Analytics, social media insights, email platform reports) will track digital KPIs.

Quarterly Performance Report: A comprehensive report will combine traditional metrics, digital KPIs, and the Monthly Feedback Summary. This report will: Analyse trends against baseline data and targets, correlate digital engagement with feedback sentiment and traditional metrics, identify high-performing and underperforming channels/content, and provide actionable insights for optimising future communication activities and resource allocation.

Annual Review: A deep-dive annual review will assess overall plan effectiveness; measures progress against long term gaols and inform the development of the subsequent years Communication Plan. In addition to internal reports, annual summaries will be publicly disclosed to ensure transparency and closes the feedback loop by informing stakeholders.

5. RESOURCES

[bookmark: _Toc212111606]5.1 Human Resources

The budget for the action is included in the Stakeholder Engagement Plan (SEP) incorporating budget line to cover communication and visibility. The Corporate Communication Unit at COMESA Secretariat will assist wherever possible the IDEA project through the IDEA Stakeholder Engagement and Communication Expert to implement the Communication and visibility activities among others.

The Director Infrastructure and Logistics at COMESA and the IDEA Project Coordinator will be the main sources of information on the Project and lead in the coordination of the implementation of the Project. 

5.2 [bookmark: _Toc212111607]Financial Resources

The cost of the activities and materials are included in the budget of the project totalling USD 200,000.00.
 







6. [bookmark: _Toc212111608]IMPLEMENTATION MATRIX AND BUDGET

[bookmark: _Toc212111667]Table 2: Implementation Matrix and Budget

	 
	 
	2024
	2025
	2026
	2027
	           2028
	           2029
	2030
	2031

	
	
	Q4
	Q1
	Q2
	Q3
	Q4
	Q1
	Q2
	Q3
	Q4
	Q1
	Q2
	Q3
	Q4
	Q1
	Q2
	Q3
	Q4
	Q1
	Q2
	Q3
	Q4
	Q1
	Q2
	Q3
	Q4
	Q1
	Q2
	Q3
	Q4

	A
	Branding and Visibility
	 
	 
	 
	 
	 
	
	
	
	
	 
	 
	 
	 
	 
	 
	 
	 
	
	
	
	
	
	
	
	
	
	
	
	

	1
	Signing of the Financing Agreement between COMESA and World Bank
	X
	 
	 
	 
	 
	
	
	
	
	 
	 
	 
	 
	 
	 
	 
	 
	
	
	
	
	
	
	
	
	
	
	
	

	2
	Publicity activities for Project Steering Committee (including media mobilization)
	
	X
	 
	 
	X
	X
	
	
	X
	 X
	
	 
	X
	 X
	
	 
	X
	X
	
	
	X
	X
	
	
	X
	X
	
	
	X

	3
	Promotional merchandise (banners, posters, branded wear, calendars, etc.)
	
	X
	
	
	 
	X
	
	
	
	 X
	
	
	
	X
	 
	 
	
	X
	
	
	
	X
	
	
	
	X
	
	
	

	4
	IDEA Days
	
	
	X
	
	
	
	X
	
	
	
	X
	
	
	
	X
	
	
	
	X
	
	
	
	X
	
	
	
	X
	
	

	B
	Media Relations (Tools and Equipment)
	 
	 
	 
	 
	 
	
	
	
	
	 
	 
	 
	 
	 
	 
	 
	 
	
	
	
	
	
	
	
	
	
	
	
	

	5
	Media Kit
	
	
	X
	 
	 
	
	X
	
	
	 
	X
	
	 
	 
	X
	
	 
	
	X
	
	
	
	X
	
	
	
	X
	
	

	6
	Commission (journalists, writers)
	 
	X
	 
	 
	X
	X
	
	
	X
	 X
	 
	
	 X
	X
	 
	 
	X
	X
	
	
	X
	X
	
	
	X
	X
	
	
	X

	7
	Media mobilization, including familiarization trips
	
	
	
	
	X
	
	
	
	X
	
	
	
	X
	
	
	
	X
	
	
	
	X
	
	
	
	X
	
	
	
	X

	8
	Advertorial infomercials
	 
	X
	 
	 
	X
	X
	
	
	X
	 X
	 
	 
	X
	 X
	 
	
	X 
	X
	
	
	X
	X
	
	
	X
	X
	
	
	X

	C
	Publications
	 
	 
	 
	 
	 
	
	
	
	
	 
	 
	 
	 
	 
	 
	 
	 
	
	
	
	
	
	
	
	
	
	
	
	

	9
	Production of assorted publications (brochures, leaflets, factsheets)
	 
	X
	
	
	 
	X
	
	
	
	X 
	 
	
	 
	X 
	 
	
	 
	X
	
	
	
	X
	
	
	
	X
	
	
	

	D
	Audio-visual productions
	 
	 
	 
	 
	 
	
	
	
	
	 
	 
	 
	 
	 
	 
	 
	 
	
	
	
	
	
	
	
	
	
	
	
	

	10
	Promotional video documentary
	 
	X
	 
	 
	 
	
	X
	X
	
	 
	 
	X
	 
	 
	 
	X
	 
	
	X
	X
	
	X
	X
	
	
	X
	X
	
	

	 
	Indicative Budget (USD)
	
	20,000
	160,000
	160,000
	160,000
	160,000
	160,000
	160,000



*The cost breakdown of USD 60 000 for communication and promotion (i.e. for branding, visibility, publicity materials etc) is shown in Annex 4.   USD 100, 000 is for the IDEA Days and consist of travel and subsistence of 37 sponsored delegates. This also includes event management fees and related activities and also conference packages, booth, local transport, advertisements etc.  These amounts are   contained in the proposed budget for 2026.
7.0 RISK AND MITIGATION

7.1Potential Communication Risks:

Misinformation
(i) Risk: Inaccurate or incomplete information being shared with the stakeholder, leading to confusion or mistrust; and
(ii) Impact: Loss of credibility, potential reputational damage, and misalignment with IDEA project goals.

Low Engagement
(i) Risk: Limited or no interaction with the intended stakeholder, resulting in reduced effectiveness of communication campaigns; and
(ii) Impact: Failure to meet communication objectives, poor audience reach, and wasted resources.

Message Misinterpretation
(i) Risk: Key messages may be misunderstood or interpreted differently by diverse stakeholder groups; and
(ii) Impact: Misalignment in understanding, misinformed decision-making, and unintended consequences.

Delayed Communication
(i) Risk: Critical information may not be delivered in a timely manner; and
(ii) Impact: Missed opportunities, escalation of issues, and weakened stakeholder trust.

Overcommunication or Information Overload
(i) Risk: Stakeholders may feel overwhelmed by excessive communication, leading to disengagement; and
(ii) Impact: Reduced message retention and stakeholder fatigue.

           Data Protection and regional coordination issues 
(i) Risk: Different countries may have different rules and views on data protection, privacy, and how their digital systems should work together; and
(ii) Impact: Potential delays in harmonization, limited trust, and inconsistent adoption of IDEA initiatives.

7.2Mitigation Measures:

For Misinformation
(i) Conduct thorough fact-checking and validation of all information shared;
(ii) Ensure clear and concise messaging with accurate data; and
(iii) Use credible sources and references to support communication.

For Low Engagement
(i) Develop audience-specific strategies using relevant channels and platforms;
(ii) Use engaging formats like visuals, videos, and interactive content; and
(iii) Regularly analyze feedback and adjust communication strategies accordingly.

For Message Misinterpretation
(i) Tailor messaging to suit the cultural and linguistic context of different stakeholder groups.
(ii) Use simple and jargon-free language for clarity; and
(iii) Test messages with focus groups to identify potential misunderstandings before dissemination.

For Delayed Communication
(i) Establish clear communication protocols and timelines.
(ii) Utilize automated tools for real-time communication (e.g., email alerts, SMS); and
(iii) Create contingency plans to handle urgent scenarios effectively.

For Overcommunication
(i) Prioritize key messages and avoid unnecessary repetition.
(ii) Schedule communications strategically to avoid overwhelming the stakeholder; and
(iii) Use analytics to monitor audience response and adjust the frequency of communication.

          For Data Protection and regional coordination issues 
(i) Emphasize complementarity and shared benefits in communications. 
(ii) Facilitate early dialogue with policymakers and regulators to harmonize messaging and build confidence in regional approaches.

































Annexes

[bookmark: _Toc212111609]Annex 1: IDEA Key Stakeholder List (Internal and External)
These include the following among others:

	
	Affected Stakeholders
	Other Interested Stakeholders (ie RICTAS, Development Partners) 
	Vulnerable and Marginalized Groups

	1 
	Angola 
	ARICEA
	COMFWB

	2
	Burundi
	CRASA
	COMESA Cross Borders Traders Associations 

	3
	DRC

	EACO
	EAWiB

	4
	Comoros
	SAPOA
	

	5
	Kenya
	SATA
	WTA

	6
	Djibouti
	EU
	

	7
	Egypt
	AUC
	

	8
	Eritrea
	AfCTA
	

	9
	Lesotho
	GIZ
	

	10
	Zimbabwe 
	AfDB
	

	11
	Uganda
	UN Agencies
	

	12
	Tunisia
	WB PIUs at National level related to ICT digitalization issues
	

	13
	Sudan
	
	

	14
	Eswatini
	
	

	15
	Madagascar
	
	

	16
	Ethiopia
	
	

	17
	Libya
	
	

	18
	Malawi
	
	

	19
	Somalia
	
	

	20
	Seychelles
	
	

	21
	Mauritius
	
	

	22
	Madagascar
	
	

	23
	Sao Tome
	
	

	24
	Rwanda
	
	

	25
	South Sudan
	
	

	26
	Tanzania
	
	

	27
	Zambia 
	
	

	28
	COMESA Secretariat and other participating RECs - EAC, SADC, IGAD, IOC), IDEA PSC and TWG
	
	



(i) The Member States will have under them Ministries of ICTs, Justice and Gender, Operators (state and private), Ministries Departments Agencies (MDAs) in charge of ICTs and digitalization, CSOs related to ICT and digitalization etc.
(ii) COMESA will encompass The Authority, Council of Ministers, COMESA Institutions (i.e. COMESA Business Council, COMFWB), COMESA Divisions, COMESA IDEA PSC and TWG structures, IDEA PCU structure, Regional CSOs related to ICTs and digitalization; and
(iii) The list of key stakeholders is a moving target.















































Annex 2:  Contact Details of Stakeholders
                  
ANGOLA

Anuarite Kassongo, Deputy Director General, Email: anuarite.kassongo@ima.gov.ao;

Mario Domingo, Department Head of Digital Transformation and Application Development, Email: mario.domingos@ima.gov.ao;

BURUNDI

Esperance Niyonzima, Chef de Service des Politiques TIC, Ministère de la Communication, des Technologies de l'Information et des Médias, Email: niyoesperance@yahoo.fr;

DRC

Blaise Azitemina, Funji, Minister Senior Advisor, Telecommunication & Digitalisation, Email: blaise@yahoo.fr; blaise.azitemina@ptntic.gouv.cd; 

Steve Tshimpe, Government Focal Point, Ministry of Post, Telecommunication & Digitalization, Email: steve.tshimpe@ptntic.gouv.cd;

LESOTHO

Mapale Matsela, Senior Economic Planner, Ministry of Information, Communications Science, Technology and Innovation, Email: contact.information@gov.ls;   mapale.matsela@gov.ls; 

Khiba Masiu, Director ICT, Email: Khiba.Masiu@gov.ls; 

MADAGASCAR

Mamisoa Ratratranirina, Project Director, Ministry of Digital Development, Ministry of Digital Development, Email: scomesa.mae@gmail.com; dirmae@diplomatie.gov.mg; 

MALAWI

Stephen Lloyd Mjuweni, Principal Secretary for e-Government, Ministry of Information and Digitization, Email: stephen.mjuweni@ict.gov.mw;  

SOUTH SUDAN

Henry Owera Bakata, Deputy Director for ICT Policy and Strategy, Ministry of Information, Communication and Postal Service, Email: henry.owera@gmail.com;	

SAO TOME

Ester Afonso, Director in the Ministers Office, Ministry of Infrastructure, Natural Resources and Environment, Email: gobinele.min.stp@gmail.com; daniel.vaz@afap.st; ndiass13@hotmail.com;


TANZANIA

Nicholaus Merinyo Mkapa, Deputy Permanent Secretary, Ministry of ICT, Email: ps@mawasiliano.go.tz; nicholas.mkapa@mawasilia;

KENYA

Ms. Mary N. Kerema, OGW, Secretary ICT, e-Government & the Digital Economy, State Department for Information Communications Technology (ICT) and the Digital Economy, Email: ps@ict.go.ke;mkerema@ict.ke;

ZAMBIA

Dr. Brilliant Maimbo Habeenzu, Permanent Secretary, Ministry of Technology and Science, Email: nkula.mwanza@mots.gov.zm;  Khumbuzo.Nkunika@mots.gov.zm;

Khumbuzo Nkunika, Assistant Director, Communications and Digital Technology, Ministry of Technology and Science, Email: Khumbuzo.Nkunika@mots.gov.zm;

Henry Nkhoma, Gender Division (Director), Office of the President, Cabinet Office, Email: henry.nkhoma@gender.gov.zm;

Ms. Emma Phiri, Principal Gender Officer & 50AMWASP, National Focal Point for Zambia, Office of the President, Gender Division, Cabinet Office, Email: Emma.Phiri@gender.gov.zm;

Waana Kankinza Kapina, National Youth Development Council, Email: waana.kankinza@mysa.gov.zm;

Ms. Sylvia Banda, Chief Executive Officer, Zambian Association for Women and Youth in Trade, Email: scbanda44@gmail.com;

OTHER COMESA MEMBER STATES CONTACT DETAILS 

For other COMESA Member States not listed above, the contact details of the Coordinating Ministries in the COMESA data base will be used for communication and updated accordingly. 

RECs

IGAD

Fiseha Moges, Director for ICT, Email: igad@igad.int;  fischa.moges@igad.int; 	

AUC

Regis Tade, AUC Innovation Expert, Email : tader@africa-union.org; 

WORLD BANK
	
Ms. Cecilia Paradi-Guilford, Senior Digital Development Specialist, World Bank Washington DC, USA, Email: cparadiguilford@worldbank.org; 
Ms. Isabel Neto, Practice Manager, World Bank,	Nairobi, Kenya, Email: ineto@worldbank.org; 

REGIONAL ICT ASSOCIATIONS (RICTAs) REPRESENTATIVES

ARICEA	
			
Leonard Chitundu, Telecommunications Officer/ARICEA Focal Point, Email: lchitundu@comesa.int; 

EACO

Dr. Ally Simba, Executive Director, Email: asimba@eaco.int;  or management@eaco.int; 

SAPOA

Janras Kotsi, Executive Director, Email: janras.kotsi@outlook.com;

CRASA

Brian Mwansa, Acting Executive Secretary, Email:  bmwansa@crasa.org;

SATA

Jacob Munoidawafa. Chief Executive Office, Email: jacob.munodawafa@sata-sec.net; and jmunodawafa@gmail.com;
 
COMESA SECRETARIAT, BEN BELLA ROAD, P.O. BOX 30051, LUSAKA, TEL : +260 211 229726/32

Ambassador Dr. Mohamed Kadah, Assistant Secretary General - Programmes, Email: Mkadah@comesa.int;

Dr. Bernard Dzawanda, Director Infrastructure & Logistics, Email: bzawanda@comesa.int; 

Leonard Chitundu, Telecommunications Officer,	Email: lchitundu@comesa.int; 

Ms. Lydia Mulenga, Administrative Assistant, Infrastructure and Logistics, Email: lmulenga@comesa.int; 

Prudence Kaunda, Senior Administrative Assistant, Assistant Secretary General - Programme, Email: pkaunda@comesa.int; 

Innocent Makwiramiti, Stakeholder Communications Expert, IDEA, Email: imakwiramiti@comesa.int; 

Emmanuel Kateule, IT Expert, Email: ekateule@comesa.int;

Daniel Banda, Stakeholder Communications Expert, ASCENT, Email: dbanda@comesa.int;

Daniel Maimbo, Procurement Expert, Email: dmaimbo@comesa.int;

Simal Amor, Strategic Planning and Research, Email: SAmor@comesa.int;
Ms. Doby Lanka, Director IT, Email: dlanka@comesa.int;

Ms. Beatrice Hamusonde, Director Gender and Social Affairs, Email: bhamusonde@comesa.int;

Francis Karu, Finance Expert, IDEA, Email: fkaru@comesa.int;

Ms. Ireen Simonga, Administrative Assistant, ASCENT, Email: isimonga@comesa.int

Ms. Emma Kandeo, Administrative Assistant, IDEA, Email:  ekandeo@comesa.int ;   









































Annex 3:  First PSC Meeting Report on what and when to communicate

[bookmark: _Toc212111610]The comments from the First PSC Meeting (8-9 April 2025) in relation to the above among others are as follows:

1. Member States should be advised on upcoming project activities to ensure national ownership (buy in).
1. That coordination among all stakeholders needs to be enhanced, including clarifying the membership and structure of the PSC and technical working groups. 
1. Dissemination of the project’s coverage, activities and benefits should be enhanced.
1. The Work Plan to be approved subject to amendments as suggested by the PSC; and                      
1. The recast Work Plan to be circulated to the PSC within two weeks.

On the Way Forward:

1. The frequency of PSC meetings shall be two physical meetings per year with others being virtual on a need basis. However, the holding of biannual meetings may be reviewed by the PSC.
1. A high-level document highlighting project rationale, overview of key activities and deliverables, and impacts be developed and circulated to Member States by two weeks.
1. The Technical Working Group should be set up. 
1. The PSC shall consider reports from the TWG and any other outputs from technical meetings.
1.  Members participating in this PSC Meeting were nominated by their respective countries as permanent members of the PSC. For countries that have not yet nominated their PSC members they should do so; and
1. The composition and size of the PSC could be revised at a later stage to ensure its efficiency and effectiveness. 

Annex 4: Costs Breakdown (2025 – 2028)

1. ACTUAL COST OF PROMOTIONAL MATERIALS IN 2025
	Item
	Description
	Quantity
	Unit Price
	Amount (ZMW)

	1
	Branded Pens
	115
	65.00
	7,475.00

	2
	Branded Note Pads
	115
	155.00
	17,825.00

	3
	Branded Reusable Gift Bags
	115
	220.00
	25,300.00

	4
	Branded Shirts (Male-57, Female-58)
	115
	1,350.00
	155,250.00

	5
	Branded Caps
	115
	150.00
	17,250.00

	6
	Telescopic banner
	10
	1,750.00
	17,500.00

	7
	Tear Drops
	10
	1,650.00
	16,500.00

	8
	Roll up banners
	8
	1,700.00
	13,600.00

	9
	Back Drop banners
	5
	6,500.00
	32,500.00

	10
	Brochures
	200
	  2.25
	450.00

	11
	Launch Videography &Media Engagement
	
	140,000.00
	140,000.00

	
	
	
	Total 
	443,650.00
$20,000.00 



1. FORECAST COST OF PROMOTIONAL MATERIALS ETC(2025-2028) IN USD
	2025 (Actual)
	2026
	2027
	2028
	2029
	2030
	2031
	TOTAL

	20,000
	60000
	60 000
	60000
	60000
	60000
	60000
	380000







Assumptions for increase between 2025 and 2026:

(i) Inflation of 15%.
(ii) Increase in need and demand of promotional materials as the Project unfolds by 15% annually. 
(iii) Increase in media familiarisation tours as the Project unfolds; and
(iv) Increase in and demand for PSC and TWG publicity as the Project unfolds.
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