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EXECUTIVE SUMMARY
The 2020 - 2022 Communication Strategy on Sustainable Development Goals is aimed at 
supporting Namibia’s sustainable development agenda. One of the essential conditions to achieve 
the national development agenda is to engage in long-term public awareness and advocacy 
campaigns in support of sustainable development at all levels of society. The Strategy thus opens 
new channels and mechanisms of communication among all actors relevant for sustainable 
development.

The 2020 - 2022 Communication Strategy on 
Sustainable Development Goals aims to support 
Namibia’s sustainable development agenda. One 
of the necessary conditions to achieve the national 
development agenda is to engage in long-term public 
awareness and advocacy campaigns in support of 
sustainable development at all levels of society. The 
Strategy thus opens new channels and mechanisms 
of communication among all actors relevant for 
sustainable development. 

The overall objective of the Strategy is to support the 
continued implementation of National Development 
Plans; Vision 2030 Strategy and Plan; Harambee 
Prosperity Plan; UN Agenda 2030 on the Sustainable 
Development Goals (SDGs) and the African Union’s 
Agenda 2063 (Africa’s Vision and Transformational 
Framework for Sustainable Development). 

An essential condition to achieve the successful 
implementation of the afore-stated plans, strategies 
and agendas is to create and carry out optimum 
public awareness and advocacy campaigns across 
the country. The Strategy envisions the intensifying 
of public dialogue and achieving a broad consensus 
within society regarding SDGs and puts a strong 
emphasis on partnerships, as a critical modality for 
the delivery of the SDGs.

To obtain an understanding of the internal and 
external factors affecting public communication, a 
situation analysis (PESTLE & SWOT) was explicitly 
undertaken to identify organisational capabilities, 
target audiences, the environment, and the impact 
on the National Planning Commission (NPC) and the 
Government of the Republic of Namibia (GRN) in 
general. A situation analysis is an essential part of 

the communication strategy and should be reviewed 
periodically to ensure that it is current. 

Among the vital notable strengths and weaknesses 
are, among others:

• Low level of knowledge about SDGs in O/M/As

• Lack of coordination among Offices, Ministries 
and Agencies (O/M/As) especially in the area of 
sustainable development. This lack of coordination 
has resulted in the public institutions not “singing 
from the same song sheet”

• Lack of dedicated budget for the promotion of SDGs

• Excellent access to Social media

• Good ICT infrastructure

• Good environmental laws and practices

Stakeholders from across various networks and 
sectors remain important actors in contributing to the 
success of the SDGs. 

Apart from the general public, the Strategy also 
includes the following target groups: 

• Public Sector: Central Government, Regional and 
Local Government, Cabinet, Parliament, O/M/As, 
International community, Diplomatic Corp, Trade 
Unions, Education 

• General Public: Citizens, Youth, People living with 
a disability, Elderly

• Media: Media Houses (broadcast and print), Social 
Media 

• Civil Society: Religious Organisations, 
Environmental Actors, Development Agencies

• Private Sector: Local Business (Formal and 
Informal), International Investors
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The Strategy offers specific objectives and messages 
developed for each of the afore-stated target 
groups. There is, thus, a strong emphasis on building 
partnerships among various sectors of society in the 
advocacy for sustainable development. 

More importantly, the Strategy proposes multiple tools 
for communicating to ensure outreach to a variety of 
stakeholders, while taking cognisance of the literacy, 
language proficiency, access to the internet and 
lifestyle of the target audience. For example, some of 
the key messages developed should be in Namibia’s 
multiple languages while focusing on the target 
audience and their needs. 

With specific guidelines for the public advocacy of the 
SDGs and national development agenda, an integral 
part of the Strategy is also the Action Plan of Activities 
with specific activities laid out per the previously 
defined primary objectives. 

The monitoring and evaluation of the Strategy are 
critical and ensures monitoring of the implementation 
of activities as they occur through the process and 
outcome indicators as well as to assess the outcomes 
and the contribution of communications activities to 
the SDGs/SDF at regular intervals. 

The Strategy is organised around nine main chapters: 

1. CHAPTER 1 is devoted to situation analysis, 

including PESTLE (Political, Economic, Social, 
Technological, Legal and Environmental) analysis 
and SWOT (Strengths, Weaknesses, Opportunities 
and Threat Factors) analysis.

2. CHAPTER 2 covers the categories of stakeholders 
and key target audiences. The stakeholder 
list is subject to flexibility to incorporate new 
stakeholders and audiences.

3. CHAPTER 3 is devoted to the key messages 
directed at multiple audiences.

4. CHAPTER 4 focuses on the appropriate channels 
and tools to reach the relevant target audiences. 
Each audience is segmented. To that end, effective 
communication recommended for each. 

5. CHAPTER 5 looks at strategic objectives, 
Action Plan and Thematic Messages on the  
17 Goals. This chapter also points out the core 
principles underpinning the Strategy.

6. CHAPTER 6 deals with the critical task of 
monitoring and evaluation.

7. CHAPTER 7 focuses on the budget. Each tactical 
area is budgeted separately.

This document is dynamic rather than a static. It lays 
out strategic considerations that govern Namibia’s 
sustainable development agenda under the aegis of 
the National Planning Commission.  

i. INTRODUCTION

Namibia’s Vision 2030 is a long-term perspective 
plan outlining the course of development and the 
ideal country that Namibia would like to be in the year 
2030. Thus, the country we strive for is one where 
people are well developed, prosperous, healthy and 
confident in an atmosphere of interpersonal harmony, 
peace and political stability. Accordingly, the desired 
outcome will be achieved systematically through 
the implementation of the medium-term National 
Development Plans – which are building blocks 
toward Vision 2030. 

Namibia’s Fifth National Development Plan (NDP-5) 
2017/18 – 2021/2022, builds on the successes and 
achievements of the previous five-year plans (NDP-4 
2012/2017 and others before), incorporates current 
strategic priorities which include but is not limited to: 

national priorities of the Agenda 2030 (the Sustainable 
Development Goals), the African Union’s Agenda 
2063, the Southern African Development Community 
(SADC), Regional Integrated Strategic Development 
Plan (RISDP) and the Harambee Prosperity Plan (HPP). 

Namibia, together with the rest of the UN member 
states, places much emphasis on the endeavour to 
implement the Agenda 2030. The implementation of 
Agenda 2030 will lead to the eradication of poverty by 
2030. The outline of the NDP-5 clearly shows the depth 
on how the Agenda 2030 institutionalised in the four 
pillars (Economic Progression, Social Transformation, 
Environmental Sustainability, and Good Governance), 
which match the five Ps (People, Prosperity, Planet, 
Peace and Partnership) of Sustainable Development 
of the Agenda 2030. 
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The National Planning Commission (NPC) is aware 
that it is critical for the achievement of the goals 
of Vision 2030, Agenda 2030 and medium-term 
development plans that adequate funding for the 
prioritised programmes and projects and cultivation 
of partnership between all stakeholders which include 
government offices/ministries/agencies, development 
partners, donor communities, private sector as well 
as support from all citizens. However, the potential 
lying within partnerships between stakeholders and 
the engagement of stakeholders has not yet been 
fully realised.  The Namibian population is generally 
aware of the NDP’s, and more and more have some 
knowledge about the Agenda 2030 and Agenda 
2063. Nonetheless, plans and the potential of how 
to become involved in implementing these plans are 
mostly unknown. Thus, the purpose for developing 
the Sustainable Development Goals Initiative (SDG-I) 
Programme’s Communication Strategy goes well 
beyond creating awareness and aims to ingrain 
the content of such a Strategy into the hearts and 
minds of Namibians to solicit maximum buy-in for 
its implementation. Thus, the overall objective 
of the SDG-I Communication Strategy) will be to 
create awareness and mobilisation of the society’s 
participation in the implementation of NDP-5, Agenda 
2030 and Agenda 2063, as well as to obtain buy-
in from Offices, Ministries, Agencies (OMAs) and 
grassroots organisations on the same. 

A fundamental condition to achieve the successful 
implementation of the afore-stated plans, strategies 
and agendas is to create and carry out optimum 
public awareness and advocacy campaigns across 
the country.

The development of this communication strategy 
followed a stakeholder consultation workshop 
that brought together various players in Namibia’s 

sustainable development space and communication 
experts to: 

• Brainstorm communication strategies to 
help transform the development story that 
communicators need to tell about how development 
happens, and 

• Obligate communicators to understand and 
engage with audiences, and

• Collaborate with partners to reach those audiences. 
The stakeholders included government ministries, 
agencies, development partners, CSOs, and the 
private sector.  Annexure 1 lists the participants to 
the workshop. 

During the consultation workshop and in other fora, 
it was clear that Namibia recognises the strategic 
imperative of engaging citizens. The commissioning of 
this Strategy will help the country to address a crucial 
question: What Government need to tell citizens and 
other stakeholders about the SDGs and sustainable 
development framework (SDF)? How do the SDGs/
SDF change the narrative? 

The stakeholder consultation workshop has shown 
that the SDGs are a whole-of-government endeavour. 
Development communicators will thus not only 
need to find new narratives to describe the SDG’s 
contributions of their institutions. They will also need 
to forge relationships, coordinate messages and 
align campaigns with colleagues in other government 
departments to avoid duplication and creation of silos. 

Similarly, the SDGs are a whole-of-society endeavour, 
requiring both individual and collective action from 
the Namibian Government, civil society organisations, 
businesses, foundations and many other non-state 
actors.  

ii. CURRENT SDGS/SDF PROMOTION EFFORTS

Namibia has successfully anchored the SDGs in the 

country’s short-, medium- and long-term development 

framework. The 17 Goals are linked to the fifth 

National Development Plan (NDP-5) and aligned with 

the Harambee Prosperity Plan and Vision 2030 Policy 

Framework for Long-term National Development. 

However, the country in the awareness of the SDGs.

Delivering on the SDGs is a formidable challenge 
within the context of development. The promotion of 
government institutions that are effective, accountable 
and inclusive is critical for each goal. Bringing various 
government institutions and all stakeholders together 
to develop and implement integrated policies will 
thus be vital to Namibia’s success in leaving no one 
behind.
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It is equally vital that Namibia improves efforts in 
communicating SDGs and the national development 
framework including NDP-5, Harambee Prosperity 
Plan, Vision 2030 and Agenda 2030. 

The current awareness-raising campaigns for 
implementing the SDGs (while at a very beginning), 
include websites, posters and flyers by the United 
Nations Systems and sporadic efforts by others.

As part of extensive awareness, a campaign was 
undertaken in 2016 to sensitise the Namibian 
community on the SDGs and Agenda 2063. Other 
awareness creation activities include reports 
produced by the Government through the National 
Statistics Agency (NSA) and the National Planning 
Commission (NPC).

iii. SETTING THE CONTEXT 

In 1987, the World Commission on Environment and 
Development (WCED) published a report entitled Our 
Common Future. The Commission called for a strategy 
that united development and the environment – 
described by the now common term “sustainable 
development”. It defined sustainable development 
as development that meets the needs of the present 
without compromising the ability of future generations 
to meet their own needs.

In 2000, global leaders launched the United Nations 
Millennium Development Goals (MDGs). The MDGs 
were eight goals that all 191 UN Member States had 
agreed to try to achieve by the year 2015. The United 
Nations Millennium Declaration, signed in September 
2000, committed world leaders to combat poverty, 
hunger, disease, illiteracy, environmental degradation, 
and discrimination against women. The MDGs are 
derived from the Declaration, and all had specific 
targets and indicators.

Twenty-eight years later, in 2015 a new global 
developmental agenda, known as the 2030 Agenda 
for Sustainable Development, was adopted on 25 
September 2015. The SDGs adopted by 193 Member 
States of the United Nations are a new universal 
set of goals, targets and indicators to frame the 
developmental plans and Agenda over the next 15 
years until 2030. 

The 2030 Agenda is integrated, indivisible and is 
a balance of the three dimensions of sustainable 
development - economic, social and environmental 
- with poverty eradication constituting as the 
overarching goal. The three main thematic areas for 
the 17 Global Goals adopted by the Member States 
are to end all forms of poverty, fight inequality and 
tackle climate change while ensuring that no one is 
left behind. 

The year 2020 kicks off a reiteration of the urgency 
and commitment towards achieving the SDGs by 
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2030. Widely known as the decade of action, (bearing 
in mind that only ten years are left to deliver the 
SDGs), it is more important than ever for Namibia 
and global communities to accelerate action towards 
achieving the SDGs. The decade of action calls for 
significant efforts in addressing the world’s co-existing 
challenges in all forms, inclusive but not restricted 
to poverty, gender inequality, climate change and 
closure of the finance gap. 

Today, Namibia’s recognition of the importance of 
Agenda 2063 along with the SDGs is reflected in 
the fact that the country played a significant role 
in the formulation procedures. More specifically, 
Namibia participated in the intra-Africa processes 
that culminated in the Common African Position (CAP) 

on the Post-2015 Development Agenda. Namibia 
served as a member of the High- Level Committee 
(HLC) representing the African sub-region and thus 
contributing to the finalisation of the SDGs. 

In expressing her total commitment, Namibia joined 
46 other UN Member States, who volunteered to 
submit the first (1st) SDGs Voluntary National Review 
(VNR) at the High-Level Political Forum in New York in 
2018. The VNR is the country’s commitment towards 
the integration and implementation of the SDGs.

The most important was Namibia’s integration of 
the SDGs into national development documents, 
particularly the 5th National Development Plan 
(NDP-5), which is informed by the long-term national 
developmental framework for Namibia, Vision 2030.

The following discussion, therefore, highlights the principal development plans, strategies and Agenda 
which form the nexus of the 2020 – 2022 Communication Strategy and Action Plan:

A A DEVELOPMENTAL FRAMEWORK FOR NAMIBIA

i. VISION 2030

Namibia’s Vision 2030 presents a clear view of 
“where we are”, “where we want to go from here”, 
and “over what time frame”.  The vision intends to 
take Namibia from the present into the future; and will 
guide citizens to make deliberate efforts at improving 
their quality of life. It is designed as a broad, unifying 
framework which would serve to guide the country’s 
five-year development plans, from NDP-2 to NDP-7. 

At the same time, the vision will provide direction 
to government ministries, the private sector, NGOs, 
civil society, and regional and local government 
authorities. 

Proceeding the launch of Namibia’s Vision 2030 in 
2014, by then President of the Republic of Namibia, 

Dr Sam Nujoma, a Vision 2030 campaign was done 
by the National Planning Commission which involved 
translating it into local languages including braille. 
However, there is a need for a comprehensive 
communication strategy geared towards promoting 
Namibia’s long-term vision to its citizens.

In this regard, this year, NPC plans to undertake a 
mid-term review of Vision 2030, which will assess 
and measure its achievements against Namibian 
Development aspirations over the years, concerning 
performance targets and indicators. This process 
is independent of the implementation of the SDG-I 
Communication Strategy.
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ii. NATIONAL DEVELOPMENT PLAN 5 (NDP-5)

NDP-5 is a commitment by the state to ensure, 
facilitate, enhance and maintain continuous 
improvements in the socio-economic well-being of all 
Namibians, and especially those on the margins. NDP-
5 aims to achieve five things, namely: accelerated 
economic growth, rapid and large-scale employment 
creation, extreme poverty and inequality reduction, 
socio-economic transformation and the remaking 
of the Namibian economy into a high-performance, 
inclusive and sustainable economy.  In essence,  and 
in tandem with the theme “Moving Together Towards 
Prosperity”, NDP-5 is intended to elevate Namibia to a 
higher growth trajectory and uplift all citizens.

The aspiration of the nation is that if the groundwork 
is laid correctly between 2017 and 2022, then the 
ultimate goal of Namibia becoming a “high income”, 
a developed country by 2030 - in keeping with the 
intent of Vision 2030 - could be achievable.

To build this bridge to 2030, NDP-5 identifies five 
interventions: 

These five interventions are:

A) Increased investment in infrastructure development 

B) Increased agricultural productivity 

C) Investment in quality technical skills development 

D) Improved value addition in natural resources 

E) Achieve industrial development through local 
procurement 

The NDP-5 document clusters the Plan’s ambitions 
into four pillars, namely:

F) economic progression

G) social transformation

H) environmental sustainability

I) good governance.

iii. HARAMBEE PROSPERITY PLAN [HPP]

The Harambee Prosperity Plan [HPP] is Namibia’s 
targeted action plan to accelerate development 
and has clearly defined priority areas, which lay the 
basis for attaining prosperity in Namibia. The Plan 
complements the long-term goal of the National 
Development Plans [NDPs] and Vision 2030. HPP 

introduces an element of flexibility in the Namibian 
planning system by fast-tracking development in areas 
where progress is insufficient. It also incorporates 
new development opportunities and aims to address 
challenges that have emerged after the formulation 
of NDPs. 

B TRANSFORMING OUR WORLD: THE 2030 
AGENDA FOR SUSTAINABLE DEVELOPMENT 

As indicated earlier, Agenda 2030, including its 17 
Sustainable Development Goals (SDGs) and 169 
targets, was adopted on 25 September 2015 by 
Heads of State and Governments’ at a special UN 
Summit. The Agenda is a commitment to eradicate 
poverty and achieve sustainable development world-
wide by 2030, ensuring that no one is left behind. 
The adoption of the 2030 Agenda was a landmark 
achievement, providing for a shared global vision 
towards sustainable development for all.

Namibia can achieve the goals of Agenda 2030 
if Namibia if the country manages to mobilise and 
engage citizens and other stakeholders into action. 
Global leaders have not just agreed that the 2030 
Agenda is “of the people, by the people, and for the 
people”. They have also adopted specific targets 
on awareness-raising, education and access to 
information. 
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For example:

• SDG Target 4.7 sees all learners acquiring 
the knowledge and skills needed to promote 
sustainable development and global citizenship.

• SDG Targets 12.8 and 13.3 calls for public 
awareness and education to promote sustainable 
consumption and production and climate change. 

• Targets 16.6 and 16.10 require countries to establish 
accountable and transparent institutions and to 
ensure public access to information.

These commitments constitute a direct mandate for 
the Public Relations Officers of Offices, Ministries 
and Agencies (O/M/As) as communicators, which 
in turn, implies that Namibia needs to advocate the 
importance of public support and engagement in the 
country’s SDG strategies, policies and budgets. 

The Communication Strategy will thus set strategic 
goals for public awareness, to incorporate the 
SDGs into communication strategies and education 
programmes of, mostly, O/M/As, and to track progress 
in strengthening public awareness and engagement. 
The obligation to engage with citizens can also be part 
of a broader effort among public institutions to rebuild 
trust among citizens. Recent studies have shown that 
public institutions need to improve openness across 
the board and promote more inclusive policy-making, 
planning and budgeting based on consultations.

As part of tracking progress, the 2018 National 
Voluntary Report (VNR) was submitted to the United 
Nations and reflected the progress that Namibia has 
made. The VNR highlights the milestones, challenges, 
mitigating strategies and targets set by Namibia, as 
reflected in the country’s current developmental 
priorities. Namibia also produced a Baseline Report 
and an Indicator Framework.

c AGENDA 2063: THE AFRICA WE WANT

Agenda 2063 is Africa’s blueprint and master plan for 
transforming Africa into the global powerhouse of the 
future. It is the continent’s strategic framework that 
aims to deliver on its goal for inclusive and sustainable 
development and is a concrete manifestation of 
the pan-African drive for unity, self-determination, 
freedom, progress and collective prosperity pursued 
under Pan-Africanism and African Renaissance. The 
vision of this Agenda is an integrated, prosperous and 
peaceful Africa, driven by its citizens, representing a 
dynamic force in the international arena.

The genesis of Agenda 2063 was the realisation by 
African leaders that there was a need to refocus and 
reprioritise Africa’s Agenda. Furthermore, there was 
a need to prioritise inclusive social and economic 
development, continental and regional integration, 

democratic governance and peace and security 
amongst other issues aimed at repositioning Africa to 
becoming a dominant player in the global arena.

Agenda 2063 encapsulates not only Africa’s 
aspirations for the future but also identifies 
critical flagship projects which can boost Africa’s 
economic growth and development and lead to 
the rapid transformation of the continent. These 
flagship projects include, among others, the Africa 
Continental Free Trade Area (AfCFTA), Single African 
Air-Transport Market (SAATM) and African Passport 
and Free Movement of People. Agenda 2063 also 
identifies vital activities to be undertaken in its 10-year 
Implementation Plans which will ensure that Agenda 
2063 delivers both quantitative and qualitative 
Transformational Outcomes for Africa’s people.
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D OBJECTIVES AND PRINCIPLES OF THE SDG-I 
COMMUNICATION STRATEGY

The Strategy is a living document focused on the 
last decade of the SDGs (2020 – 2030), reviewed 
intermittently. The objective of this three-year 
communication strategy is based on the segmentation 
of specific goals for different target groups. The 
objectives highlight the need to improve the vertical 

and horizontal coordination of the broad groups of 
actors involved in the implementation of SDGs/SDF. 
Furthermore, the SDGs/SDF is to promote an idea 
acceptable to everyone and in this way, contribute to 
the building of societal cohesion.

The following strategic objectives were identified:

Advocate for sustainable development and create public awareness and ownership on the SDGs.

Mainstream SDGs into national development policies and plans by creating a dialogue among 
stakeholders. 

Identify and develop partnerships, alliances and networks for SDGs communication.

Strengthen the role of youth and students as ambassadors of SDGs.

Monitor the progress of SDGs outreach and awareness interventions.
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In preparing the Communication Strategy, the Political, Economic, 
Social, Technological, Legal and Environmental (PESTLE) factors 
were scanned, and an assessment of the Strengths, Weaknesses, 
Opportunities and Threats (SWOT) was undertaken. Some of the 
significant opportunities and weaknesses are listed below.

1 SITUATION 
ANALYSIS 

1.1 PESTLE ANALYSIS

Key elements and factors resulting from PESTLE and SWOT Analyses are shown below: 

PESTLE Analysis is an established business technique of analysing the Political, Economic, Social, Technological, 
Legal and Economic dimensions that can impact a company and its operating environment. The tool determines 
possible threats and opportunities as a result of the external environment which the organisation has no control 
over but must anticipate when making strategic and tactical decisions.

ELEMENT FACTOR

Political
•  Political influence 
•  Political buy-in
•  Peace and stability

Economic
•  Economic downturn
•  Good business practices
•  No dedicated SDG budget nationally

Sociological

•  High unemployment rate 
•  Lack of specialised skills
•  Cultural practices and beliefs
•  Social ills

Technological

•  Social media – accessibility
•  Traditional communication channels
•  Satellite/earth observations
•  Good ICT infrastructure

Legal

•  Sound Constitution 
•  Regional and local authorities act
•  Independent judiciary
•  Signing laws without a great understanding (e.g. CITES)

Environmental

•  Human-wildlife conflict 
•  EIA – Environment Impact Assessment is done
•  Good environmental laws and practices
•  Climate change
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1.2 SWOT ANALYSES

SWOT analysis (Strengths, Weaknesses, Opportunities and Threats analysis) is a framework for identifying 
and analysing the internal and external factors that can have an impact on the viability of a concept, project, 
product, place or person.

STRENGTHS WEAKNESSES

• Capacity to collect data

• Strong working relationship with the media

• The alignment of NDPs to the SDGs

• ICT infrastructure

• The overall strength of a broader reach to the 
audience

• Communicate SDGs through rural communities 
using conservancies

• Established linkages between NDP-5 and SDGs

• Radio reaches more than 98% of the Namibian 
population.

• Lack of coordination

• Official communication only in English

• Lack of M&E tools

• No specialised coverage on SDGs

• Expectations of the general public

• Support by the development partners

• The NPC can provide leadership by bringing 
together a coalition to drive the Agenda

• Opportunity to promote cohesion and nationalism 
through addressing issues of development in all 
regions

• Full government support

• No Multi-stakeholder’s communication body

OPPORTUNITIES THREATS

• Freedom of expression

• GRN communication strategy

• Access to social media

• Maximise the use of digital platforms

• Access to traditional media

• Funding for SDGs related activities by 
international partners

• Harness the demographic dividend

• Access to traditional media 

• Development of SDGs Communication Strategy 

• Methodology for alignment of National Plans, 
Policies and Budgets with the SDGs

• Development of the 2021 VNR

• Fake news

• High unemployment

• Lack of private sector buy-in

• Limited/lack of coverage by the local media

• Little understanding of SDGs by media 
practitioners

• Climate change

• Deforestation

• Lack of proper coordination

• Low visibility of the SDGs
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Stakeholders are the individuals and organisations whose 
attitudes and actions have an impact on the success of a 
communication effort. In this instance, stakeholders were 
identified through a workshop as part of the preparation of this 
Communication Strategy. In the process, the National Planning 
Commission (NPC) sought the views of stakeholders to guarantee 
meaningful multi-stakeholder participation. 

Therefore, in order to design a comprehensive SDG awareness 
campaign and craft engaging messages, the Strategy identified 
stakeholders and present relevant messages to improve the 
stakeholder knowledge of Namibia’s development agenda. 

2 STAKEHOLDER 
AND TARGET 
AUDIENCES

The key stakeholder groups for the SDGs and for the purpose of this Strategy thus include, among others, 
the following: 

POLITICAL 
SECTOR

Central Government

Cabinet

Parliament

OMAs

Regional and  
Local Authorities

International 
Community

Diplomatic Corp

Trade Unions

Education

CIVIL SOCIETY

Religious Groups

Environmental 
Groups, 

NGOs

Development 
Agencies

Community 
Organisations

PUBLIC

General Public

Youth

People living with 
Disability

Elderly

MEDIA

Radio, Television

Video, Film

The Internet, 
Social Media, 

Mobile Phones, 
Newspapers, 
Newsletters, 

Leaflets,  
Poster 

Campaigns,  
the Arts.

PRIVATE 
SECTOR

Local Business

International 
investors
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Stakeholders from across various networks remain 
important actors in contributing to the success of 
the SDGs. One of the key messages of the 17 Global 
Goals is “leave no-one behind”. Therefore, all the 
communication tools used will be inclusive and 
applicable to a diverse audience, including persons 
with disabilities and vulnerable groups. For example, 
Namibia was commended at the presentation of the 
Voluntary National Review at the United Nations in 
New York in 2018 because of the inclusion of sign 
language in the video on Namibia’s efforts in realising 
the 17 SDGs.

The Strategy emphasises that all the video material 
produced should contain captions and sign language 
to reach audiences with different functional needs. 
More importantly, the Strategy proposes multiple tools 
for communicating to ensure outreach to a variety of 
stakeholders, while taking cognisance of the literacy, 
language proficiency, access to the internet and 
lifestyle of the target audience. For example, some of 
the key messages developed should be in Namibia’s 
multiple languages while focusing on the target 
audience and their needs (See Action Plan).
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Key messages, in the form of a set of critical points, will be used 
in developing materials for communications such as ad slogans, 
advertising copy, social media posts, press releases, and 
presentation scripts, among others. The following messages will 
thus serve as a blueprint for awareness and advocacy campaigns.

3 KEY MESSAGES 

TARGET MESSAGES

POLITICAL SECTOR
Central Government; 

Cabinet;  
Parliament;  

OMAs;  
Regional and  

Local Authorities; 
Development Partners 

• Ensure that representatives of the target groups sing from “the same 
song sheet”.

• All leaders commit to sustainable development goals. 
• Sustainable development is the whole-of-government responsibility 

for the implementation of the concept of sustainable development in 
practice.  

• Sustainable development should be a whole-of-society responsibility.  
• Decision-makers should carefully balance economic, social and 

environmental priorities with the principles of sustainable development.  
• The partnershipPartnership between the GovernmentGovernment and 

stakeholders makes sustainable development possible.
• Enhance communication and coordination between the stakeholders 

(participants in the process) vertically and horizontally. 
• Encourage the process of taking on political responsibility for success in 

the implementation of the SDGs. 
• Increase the level of understanding of the sustainable development 

narrative.
• Ensure adequate communication with international and regional partner 

organisationsorganisations. 
• Support the process of providing international expert help in the 

implementation of national development plans, in this instance NDP-5.  
• Help the process of obtaining international financial support.  
• Leadership buy-in to SDGs.
• Encourage genuine political commitment to the idea of sustainable 

development among all political actors through their policy pledges.
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TARGET MESSAGES

PRIVATE SECTOR
Local Corporate and SME 

Business Community; 
International investors

• Business conducted in compliance with the principles of sustainable 
development does not mean the renouncement of profit. 

• Sustainable development is the best long- term strategy for those who 
understand it in time will have a significant advantage in the market.  

• Businesses founded on the principles of sustainable development 
successfully develop and grow. 

• There is no future for business in societies, in which natural resources 
are indiscriminately used.

• Innovations, technological development and sustainable business 
operations are the foundations for future societies. 

• Business cannot develop under conditions of a degraded 
environment, the absence of quality water, limited biodiversity, 
unhealthy food and a degraded climate. 

• Corporate social responsibility and good management are necessary 
to make a business a part of sustainable development. 

• Responsibility towards society, ethics, transparency, and social and 
environmental responsibilities are fundamental preconditions for 
successful business and sustainable development. 

MEDIA 
Radio, television, video,  

film, internet,
i. Social media,
ii. Mobile phones,
iii. Newspapers,
iv. Newsletters,
v. Leaflets,
vi. Poster campaigns,
vii. The arts. 

• Media can encourage and ensure a broad dialogue within society on 
sustainable development.  

• Through coverage of the best sustainable development examples 
and practices, the media may inspire and thus release the available 
potential for the long-term sustainable development of Namibia.  

• The media are reasonably expected toshould put themselves at the 
service of the public interest and critically report on cases of any 
disregard of the sustainable development principles.  

• The media should serve Namibians in different ways. One such way 
is to provide high-qualityhigh quality information and education 
about sustainable development.

GENERAL PUBLIC 
Citizens; Youth;

Children (ECD to youth);
People living with disability;

Elderly

• Leave no-one behind.

• Make decisions with careful consideration and maintain a balance 
between people, nature and the economy. 

• Recognise obligation to leave children a ‘world fit to live in’. 

• Namibians have the right to live well, be healthy, prosperous and happy. 

• Economic growth should improve the livelihood of Namibians and 
secure a better future for future generations. 

• Carefully harmonise natural resources with the needs of the long-
term survival of society. 

• SDGs are not only for policymakers and donors. All Namibians must 
own them.

CIVIL SOCIETY 
Education Sector, Civil 

Society, Religious 
Communities, Social 

Organisations, Environmental 
Actors, Development 
Agencies, Community 

Organisations

• Support and motivate lecturers, teachers and educational institutions 
by introducing new formal and informal models of training and 
continual learning. 

• Partnership with the non-governmental sector increases the 
capacities, knowledge and synergy necessary for overcoming the 
challenges facing the implementation of SDGs. 
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TOOLS CHANNELS

FACE-TO-FACE

Face-to-face interaction 
One-on-one meetings 
Group/Public meetings 
Large events 
Media briefings 
Issuing press releases
Briefings and commentaries
Disseminating reports
Studies and publications
Making written or oral submissions to parliamentary committees and inquiries
Working with the media
Convening conferences and workshops
Creating and contributing to educational materials 
Debates

ART

Satire
Spoken word 
Music and dance
Street theatre 
Comedy 
National Debating Spaces
Visual Arts
Puppets

DIGITAL

Website 
Design, drafting, editing and publishing of content  
Promotion of information that will benefit the public  
Webcasting  
Multimedia content creation 
Apps 
Screens in public areas 

Appropriate channels are used to deliver content and includes 
mass media channels such as print, radio, websites, and social 
media. Tools include technologies and applications used to 
create and transmit content.

4 CHANNELS  
AND TOOLS
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TOOLS CHANNELS

SOCIAL MEDIA
Twitter, Facebook, LinkedIn, Instagram, YouTube, blogs
Monitoring/responding to social media comment/discussions, questions/complaints

MEDIA

Proactive media engagements and notices 
Face-to-face press briefings/conferences/launches
Phone briefings 
Background briefings 
Articles 
Quotes and statements 
Interviews 
Posting comments online 
Reactive 
Rebuttals and confirmations 
Quotes and statements 
Interviews 
Letters to the editor 
Corrections, posting rebuttal/comment online 

PRINT AND 
COLLATERAL

Notices 
Posters and banners 
Static displays 
Flyers and handouts 
Consultation papers 
Corporate publications information sheets 
Signage 
Surveys 
Infographics
Billboards

IN-HOUSE 
DESIGN

Asset creation – digital, video, audio, print, out-of-home 
Logos 
Colour palettes 
Fonts 
Styles Templates 

OTHER

Public feedback channels 
Stakeholder events and exhibitions 
Competitions (essays and written words for young ones)
Consultations 
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To address the communication issues and challenges identified, 
the Strategy focuses on the following five strategic objectives as 
reflected in the Action Plan of Activities.

5 STRATEGIC 
COMMUNICATIONS 
OBJECTIVES

WHAT WE WILL DO HOW WE WILL DO IT

ADVOCATE FOR  
SUSTAINABLE DEVELOPMENT 

AND CREATE  
PUBLIC AWARENESS  

AND OWNERSHIP  
ON THE SDGS 

• Increase mass media interest in reporting topics related to 
sustainable development. 

• Increase the level of expert knowledge of journalists and 
editorial boards of the mass media on the concept of sustainable 
development.

• Ensure more frequent and more exciting and attractive reporting 
about sustainable development by the media. 

• Initiate greater contribution by the public service media to the 
implementation of the Strategy of Sustainable Development. 

MAINSTREAM SDGS INTO 
NATIONAL DEVELOPMENT 
POLICIES AND PLANS BY 
CREATING A DIALOGUE 

AMONG STAKEHOLDERS

• Enhance communication and coordination between the 
stakeholders (participants in the process) vertically and 
horizontally. 

• Encourage the process of taking on political responsibility for 
success in the implementation of the Strategy of Sustainable 
Development. 

• Increase the level of understanding of the Sustainable 
Development concept, raise the level of expert knowledge. 

• Ensure that representatives of the target group speak “with the 
same voice”. 

• Support the creation of the strategic framework at the local level, 
i.e. in local Government, as the bodies guiding local and regional 
development.  
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The “what we will do” (strategic goals) and “how we will do it” (tools and activities) are reflected in the 
following Action Plan showing communication activities and projects for different target groups: 

WHAT WE WILL DO HOW WE WILL DO IT

IDENTIFY AND DEVELOP 
PARTNERSHIPS, ALLIANCES 

AND NETWORKS FOR  
SDGS COMMUNICATION

• Actively involve the civil sector in other sustainable development-
related activities to the largest possible extent. 

• Improve partnership cooperation and trust between the civil, 
public and business sectors. 

• Increase the social visibility of the NGO sector in sustainable 
development related activities based on lessons learned and 
best practices. 

• Encourage the better coordination of different NGOs, that deal 
with sustainable development. 

• Increase information flows between the civil, public and business 
sectors.

MONITOR THE PROGRESS  
OF SDGS OUTREACH  

AND AWARENESS

• Continuous monitoring of the implementation of the 
Communication Strategy. 

• Annual action plans. 
• Analytical media monitoring. 
• Public opinion research. 

5.1)  2020 - 2022 ACTION PLAN

An Action Plan is presented separately in an Excel document which provides detailed implementation periods.

ACTION INDICATORS TARGET 
AUDIENCE

IMPLEMENTATION 
PERIOD

2020 - 2023
HEADER

STRATEGIC GOAL 1: 
ADVOCATE FOR SUSTAINABLE DEVELOPMENT AND  

CREATE GENERAL PUBLIC AWARENESS ON THE SDGS

1

Provide training on 
communicating SDGs\
SDF to Public Relations 
Officers of Ministries, 
Offices and Agencies.

Number of 
Public Relations 
Officers trained.

Public Relations/
Information 

Officers of Offices, 
Ministries and 

Agencies

2021 All O/M/As

2

Leverage the UNDP 
SDG Hub website to 

disseminate information 
related to Agenda 

2030 & Agenda 2063.

Number of hits 
and monthly 

updating of the 
website.

Political Sector, 
Civil Society, 

General Public, 
Media, Private 

Sector

Monthly NPC, GIZ, 
UNDP, NSA
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ACTION INDICATORS TARGET 
AUDIENCE

IMPLEMENTATION 
PERIOD

2020 - 2023
HEADER

3

Invite both professional 
and amateur 

photographers to 
take photographs on 
SDGs interventions 

in communities for an 
SDG Exhibition.

Total number 
of participating 
photographers.         

Quality 
photographs 

produced 
(measuring, 
e.g. the level 

of accuracy of 
different imaging 

systems of an 
image – via 

Image Quality 
Assessments 

(IQAs).

General Public, 
Civil Society Annually NPC, GIZ

4

Commission an expert 
to travel around the 

country to identify, write 
about and photograph 
SDG success stories 
throughout Namibia.

Number 
of profiles/

testimonials 
produced.

Political Sector, 
Civil Society, 

General Public, 
Media, Private 

Sector

2021 NPC, GIZ

5
Develop 30-minute 

TV and Radio Drama 
Series.

30-minute series 
produced.
Number of 

viewers and 
listeners and 

quality of series.

Political Sector, 
Civil Society, 

General Public, 
Media, Private 

Sector

2021

NBC, 
Namibia Film 
Commission, 

College of the 
Arts (COTA), 
Community 

Radio

6

Sector programs to 
explore Champions 

for local SDGs 
implementation 
country-wide.

Number of 
Champions each 

year (not less 
than 14).

GRN, Governors, 
General Public, 
Private Sector

Annually
NPC, GIZ, 
Governors 
Association

7

Ensure that 2018 VNR 
video is screened on 

NBC & One Africa 
for greater visibility 
on Namibia’s SDGs 

implementation, and 
drawing on linkages 
between the NDPs, 
Agenda’s 2030 and 
2063, respectively.

2021 VNR and 
Video produced 
with the latest 
information. 
Number of 

times the video 
is screened 

on NBC & One 
Africa.

Political Sector, 
Civil Society, 

General Public, 
Media, Private 

Sector

2020

NPC, GIZ, 
NBC, One 

Africa, NSA, 
UN System 

College of the 
Arts
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ACTION INDICATORS TARGET 
AUDIENCE

IMPLEMENTATION 
PERIOD

2020 - 2023
HEADER

8

Produce a Special 
Supplement on SDGs/

SDF in NEW ERA & 
Namibia Review

Number of 
Supplements 
produced and 

inserted in 
newspapers on 

Global Action Day 
annually.

Special edition 
inclusive of SDGs/

NDPs/HPP & 
Agenda 2063 each 
year, on Global Day 

of Action (GDA).

Civil Society, 
General 

Public, Media
2022

New Era, 
Namibia Review, 

NPC, GIZ

9

Attend various trade 
fairs and social events 

with the primary goal of 
promoting the SDGs

Number of Trade 
Fairs attended. 

Number of 
participants in 

different events 
and the number 

of people reached 
who display 

understanding 
about the SDGs/
NDPs/HPP and 
Agenda 2063. 

General 
Public, Civil 

Society
Annually NPC, GIZ

10

Use Facebook for 
question-and-answer 
sessions between the 
NPC SDG focal person 
or the Director-General 
and the General Public

Annual Public 
engagement on 
SDGs/NDPs/HPP 

and Agenda 2063.
Number of 

participants and 
quality of questions 

and answers 
reflective of their 

knowledge/
understanding of 
SDGs/NDPs/HPP 

and Agenda 2063.

General 
Public Annually

NPC/GIZ and 
Developmental 

Partners

11

Conduct intensive 
SDGs/SDF training 

sessions for 
government officials to 
cascade down, creating 
awareness / increased 

knowledge of the 
General Public.

Organise one event 
each year. 
Number of 

participants in 
training from  

O/M/As.

Political 
Sector Annually NPC, GIZ, OPM
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ACTION INDICATORS TARGET 
AUDIENCE

IMPLEMENTATION 
PERIOD

2020 - 2023
HEADER

12

Produce and distribute 
SDG/SDF-related 

infographic in national 
and local languages 
and for different age 

groups.

Number of people 
provided with flyers.               

Quantity of flyers 
printed. 

General 
Public

Distribute material 
throughout the 

year in 2021
NPC, GIZ

Political 
Sector, Civil 

Society, 
General 
Public, 
Media, 
Private 
Sector

13

‘Know Your Goals’ 
campaign

(UNDP has identified 
a young Namibia 

innovator that 
developed an SDG 

game.)

Number of learners 
(at least 1 per school 
across the country) 
that participate in 
the “Know Your 

Goals” campaign.

General 
Public 2021

Ministry of 
Education, NPC, 

GIZ

14

Panel Discussion on 
selected Goals on 

Radio, TV and Dr Theo 
Ben Gurirab Lecture 

Series

Number of panel 
discussions.

Political 
Sector, Civil 

Society, 
General 
Public, 
Media, 
Private 
Sector

Annually

NBC, 
Namibia Film 
Commission, 

MIRCO

MICT, NPC, GIZ

15

Training of 
Journalists on how 

to report sustainable 
development issues. 
The organisation of 
two training events 
for journalists from 
national and local 
media reporting 

about sustainable 
development

No of Journalists 
and editors trained 

on Sustainable 
development.

Media

2021
NPC, GIZ and 
Development 

PartnersNo of training 
sessions on 

reporting on SDGs 
held.

Media

16
Initiating the 

introduction of SDG 
topics in the annual 

MISA awards

Number of 
participating media 

houses

Media, 
General 
Public

Annual event
NPC, GIZ, Artist 

Association, 
MTC
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ACTION INDICATORS TARGET 
AUDIENCE

IMPLEMENTATION 
PERIOD

2020 - 2023
HEADER

17

Develop 
Public Service 

Announcement 
video spots for 

broadcast and social 
media platforms

No of PSA videos 
developed

Political 
Sector, Civil 

Society, 
General 

Public, Media, 
Private Sector

2021 NPC, GIZ

No of social media 
platforms

No of 2 PSA videos 
developed annually.

Political 
Sector, Civil 

Society, 
General 

Public, Media, 
Private Sector

Public Outreach 
engagement via 
print, electronic, 
social media or 

mobile vans.

Political 
Sector, Civil 

Society, 
General 

Public, Media, 
Private Sector

18

Creation and 
broadcasting of a 
video/radio jingle 

“My SDGs, My 
Future.”

Number of 
radio stations 

participating Jingle 
developed

General 
Public 2021 NPC, GIZ

19

Forming a pool of 
experts who will 

write popular articles 
on sustainable 

development topics

Number of 
participants and 
the number of 

articles written in 
newspapers.

Print Media 2021 NPC, GIZ

20

Celebrate Global 
Day of Action 

to leverage the 
anniversary of the 

SDGs.

Number of people 
participating in the 

GDA platform.
GDA platform 

hosted.

Political 
Sector, Civil 

Society, 
General 

Public, Media, 
Private Sector

Annually
GRN, NPC, GIZ, 
Development 

partners

21

Initiating the 
introduction of SDG 
topics in the annual 

MISA awards

Number of 
participating media 

houses

Media, 
General 
Public

Annual event
NPC, GIZ, Artist 

Association, 
MTC

22
“Leaving no 

one behind”: A 
documentary

An LNOB 
documentary 
produced and 

broadcast NBC, 
One Africa and 
Mnet screen.

Political 
Sector, Civil 

Society, 
General 

Public, Media, 
Private Sector

2022 NPC, GIZ
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ACTION INDICATORS TARGET 
AUDIENCE

IMPLEMENTATION 
PERIOD

2020 - 2023
HEADER

23

Social media campaign 
launched, and 

content for social 
media developed and 

regularly updated 
by NPC and other 
identified partners

No of posts with 
#SDGs Namibia#

General 
Public

2021

NPC, GIZ (lead), 
OMA’s and 

Development 
Partners

Number of 
audiences reached 
Two social media 
posts per week

General 
Public

Social Media 
engagement

General 
Public

24

Slogan Competition 
to foster development 

education among 
young people and 

in schools. Learners 
will think and express 

concerns about 
development issues by 
creating creative and 
meaningful slogans, 

videos and drawings. 
Public sponsored prizes 

can be won.

Number of students 
participating in the 

competition.
Number of Private 

Sector sponsorships 
provided. 

participants

General 
Public 2021, 2022 NPC, GIZ

25 General Public lectures/ 
Panel discussions

No of Public 
lectures / Panel 

discussions held.

Civil Society, 
General 

Public, Media

Annually
NPC, GIZ /

UNAM/NUST/
IUM

Survey of the 
participants on the 

effectiveness of 
the Public lectures 
/ Panel discussions 

sessions.

Civil Society, 
General 

Public, Media

26 SDG song

One song written 
and recorded

No of channels 
broadcasting the 

song

Civil Society, 
General 

Public, Media
2021

UNAM/NUST 
Choir, NPC, GIZ. 

College  
of the Arts?

27

Agreement with NBC 
& One Africa to start 
a quarterly TV show 
about sustainable 

development

One show with 30 
minutes running 

time

Civil Society, 
General 

Public, Media
2022

NBC,  
One Africa,  
NPC, GIZ

28

Placing banners on 
local government 
buildings bearing 

ana SDG/SDF related 
slogan

Number and type 
of banners placed 

on Government 
Buildings or at 

Governors’ offices.

Political 
Sector 2022 NPC, GIZ, GRN
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ACTION INDICATORS TARGET 
AUDIENCE

IMPLEMENTATION 
PERIOD

2020 - 2023
HEADER

29
SDG Intranet page;  
SDG Screen saver;  
SDG email banner

Number of Loop 
series screened in 

major malls, General 
Public places such 

as Post Offices, 
Social Security 
Offices, Natis 

Offices.

Political 
Sector 2020 O/M/As

30

Production of animated 
series on SDGs, UN 

“Frieda and the SDG’s” 
Booklet can be turned 

into an animation

Number of booklet 
and animated 

stories for 
Screening available.

General 
Public 2021 NPC, GIZ

31

Creation and 
distribution of 

media packages 
about the basics of 
Namibia’sNamibia’s 

development 
framework (NDP-
5, Vision 2030, 

Harambee, Agenda 
2063

Number of media 
packages produced.

Media, Civil 
Society 2021 NPC, GIZ
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ACTION INDICATORS TARGET 
AUDIENCE

IMPLEMENTATION 
PERIOD

2020 - 2023
HEADER

STRATEGIC GOAL 2: 
MAINSTREAMING OF SDGS INTO NATIONAL DEVELOPMENT POLICIES  

AND PLANS BY CREATING A DIALOGUE AMONG STAKEHOLDERS

1

Communications 
steering structure on 

the SDGs is revitalised 
in the form of   Multi-

stakeholder Technical 
Committee on the 

SDGs to help fast-track 
the implementation of 
the SDGs in Namibia.

Multi-Stakeholder 
Technical 

Committee  
on SDGs  

re-vitalized.

Political 
Sector 2020

NPC, GIZ, 
CSOs,  

MIRCO, 
Media

2

Sectoral workshop on 
SDGs incorporation 

into existing and future 
policies and plans

No. of policies 
and plans with 

SDGs and budgets 
integrating SDGs. 

Political 
Sector 2021 NPC, MoF, GIZ

3

Annual forum for 
journalists working on 
issues of sustainable 

development

Number of 
journalists 

demonstrating a 
commitment to 

participating in the 
forum. 
Varied 

representation of 
Editors participating 
in an Annual Forum 

on Sustainable 
Development 

(Editors Forum, 
NBC, Nampa, One 
Africa, Community 

Radios).

Political 
Sector, Media Annually

NPC, 
Developmental 

Partners

4 Awareness Sessions for 
ALAN

No. of sessions held

ALAN
2022 MURDSurvey of the 

participants on the 
effectiveness of the 

sessions

5

Lobby the President 
for the appointment 

of Governors as SDG 
Ambassadors

Number of 
Governors who 

advocate for 
and participate 
in SDG-related 
interventions.

Governors 2021 NPC, Governors 
Association
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ACTION INDICATORS TARGET 
AUDIENCE

IMPLEMENTATION 
PERIOD

2020 - 2023
HEADER

6 Information Sessions 
with Parliamentarians)

Number of information 
sessions Parliament 2021

NPC (Director 
General), Office 
of the Speaker

7

Creation of 
periodical (quarterly) 

reports about the 
implementation of 
the communication 

strategy and the 
Action Plan of 

Communication 
Activities

Number of reports 
produced.

NPC, 
Development 

Partners

2 Reports 
Annually NPC

8

SDGs and Road 
Safety particularly the 
carnage on Namibian 

roads

Banners at 
Roadblocks 

highlighting SDGs.

Political 
Sector, Civil 

Society, 
General 
Public, 
Media, 
Private 
Sector

2022

NRSC, NPC, 
MVA, Ministry 

of Works, Roads 
Authority
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ACTION INDICATORS TARGET 
AUDIENCE

IMPLEMENTATION 
PERIOD

2020 - 2023
HEADER

STRATEGIC GOAL 3: 
IDENTIFY AND DEVELOP PARTNERSHIPS ALLIANCES AND NETWORKS FOR SDGS COMMUNICATION

1

Professional 
networking sessions 

for partners from 
development partners, 
Government, private 

sector 

No. of networking 
sessions held

General 
Public, 

Development 
Partners, 
Private 
Sector

Annually
NPC, 

Developmental 
Partners

2

Organising a 
meeting with ALAN 
about sustainable 

development. Establish 
an initiative to create 

forums for sustainable 
development at 
municipal levels.

Number of meetings 
held yearly in 
support of the 

implementation 
of the SDGs by 

Municipal Councils.

ALAN, 
Governors Annually NPC, ALAN, 

MURD

3

Present annual Award 
for best practice in 
Private Sector for 
the best concept 

of Sustainable 
Development and 
corporate social 

responsibility

Annual Awards 
presented for Best 
Practices on SDGs 

and Corporate 
Social Responsibility 

Award.

Private 
Sector Annually

NPC, NCCI, 
Ministry of 

Trade, MURD

4

Develop partnerships 
with broadcast 
and print media 
organisations to 

support advertising 
campaigns

No. of commercials 
on TV and radio.

Political 
Sector, Civil 

Society, 
General 
Public, 
Media, 
Private 
Sector

2022
NPC, Broadcast 
media, Private 

Sector

No of people 
reached via these 

programs.

Political 
Sector, Civil 

Society, 
General 
Public, 
Media, 
Private 
Sector
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ACTION INDICATORS TARGET 
AUDIENCE

IMPLEMENTATION 
PERIOD

2020 - 2023
HEADER

STRATEGIC GOAL 4: 
STRENGTHEN THE ROLE OF CHILDREN,  YOUTH AND STUDENTS AS AMBASSADORS FOR SDGS

1 Appoint Youth SDGs 
Ambassador

Number of Young 
SDGs Ambassador 

appointed.
Youth Annually

NPC, Ministry 
of Basic 

Education, NYC 
and Ministry of 

Youth

2

Provide sessions 
on sustainable 

development for 
Primary, High and 

Secondary schools

Number of schools 
participating 
in awareness 

sessions on SDGs 
implementation.

Number of learners 
participating 
in awareness 

sessions on SDGs 
implementation.

Primary 
Schools, 

High 
Schools, 

Secondary 
Schools

One session 
Annually

Ministry of 
Education

3

Conduct advocacy 
sessions on SDGs to 
Social clubs such as 
Universities clubs, 

Football clubs, 
Netball clubs, Boxing 
clubs, debating clubs

Number of clubs 
participating in the 

SDGs advocacy 
campaign.

Number of Goodwill 
Ambassadors 

appointed annually. 

Political 
Sector, Civil 

Society, 
General 
Public, 
Media, 
Private 
Sector

Annually NPC, Social 
Associations

4

Introduce an annual 
quiz on NBC radio 

language services for 
students and young 

children on SDGs

No. of students 
participating

Primary 
Schools, 

High 
Schools, 

Secondary 
Schools

Annually NPC, NBC
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ACTION INDICATORS TARGET 
AUDIENCE

IMPLEMENTATION 
PERIOD

2020 - 2023
HEADER

STRATEGIC GOAL 5: 
MONITOR THE PROGRESS OF SDG OUTREACH AND AWARENESS INTERVENTIONS

1

Develop a 
questionnaire-based 
survey on sustainable 
development outreach 

and awareness 

Final questionnaire 
available and 

survey findings 
report available and 

published (online 
and offline).

Political 
Sector, Civil 

Society, 
General 
Public, 
Media, 
Private 
Sector

2021 NPC, NSA

2

Monitor progress 
and report on SDGs 

Outreach and 
awareness activities.

Monitoring 
and reporting 

documents 
produced and 

available.

Political 
Sector, Civil 

Society, 
General 
Public, 
Media, 
Private 
Sector

2022 NPC
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The monitoring and assessments of the Communication Strategy 
and Action Plan are essential to objectively establish progress 
towards the achievement of its objectives and goals.

6 MONITORING AND 
ASSESSMENTS

The monitoring and assessments programme will 
include:

• Monitoring of the implementation of activities as 
they occur throughout the process and measuring 
performance indicators (bi-annually).

• To assess the outcomes and the contribution of 
communications activities to the SDGs/SDF at 
regular intervals (annually) and the end of the SDG-I 
Communication Strategy implementation period. 
For instance, Mid-term assessment for knowledge 
gaps among target audiences.

• Develop a questionnaire on sustainable 
development outreach and awareness activities, 
conduct surveys, data analysis and produce 
monitoring reports.

The Multi-Stakeholder Technical Committee, under 
the leadership of NPC, will undertake a periodic 
review of the success of the implementation of the 
Communications Strategy and Action Plan. The bi-
annual reports will inform the process.

Also, a formal survey will be carried out to measure 
how effective the messages and engagements with 
the stakeholders are at various levels. The survey will 
measure the level of awareness and the assimilation 
of critical messages among the target audiences.

The results of the assessments will establish not only 
the success or failure of the strategy to mitigate risks 
but also to measure progress on the work to allow 
for adjustments. The National Planning Commission, 
therefore, will generally rely on the following measures 
to monitor the success and the effectiveness of its 
communication programme:

i. A close monitoring of the media coverage in both 
print and electronic media.

ii. A survey on stakeholder satisfaction and 
awareness survey to be undertaken.

iii. An assessment of the citizen’s awareness, and 
possible action.

iv. The range, depth and quality of the communication 
products produced by the NPC for the different 
audience segments.

v. Measurable improvements in the number of 
communications delivered through the website 
and staff intranet.

vi. Increased brand recognition of the Commission 
at the local, national, regional and international 
levels (i.e. ‘planner for the nation’ brand motto).

vii. The extent of NPC’s distribution network and an 
assessment of the feedback received from the 
different audiences.

vii. The extent of NPC’s distribution network and an 
assessment of the feedback received from the 
different audiences.

viii. Delivering the best value communication service 
on national development.

ix. Building stronger partnerships and networks with 
different institutions, stakeholders and organised 
groups.

The overall outcome will help assess the interim and 
long-term impact of the SDGs/SDF communication 
activities.
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 Budget (N$) Actual (N$) Variance (N$)

TOTAL: STRATEGIC GOAL 1  1,235,000.00   

Public Relations Officer Training  50,000.00   

Photo Exhibition  40,000.00   

Country- wide trip on SDG Success Stories  120,000.00   

30-minute TV & Radio Series  150,000.00   

SDG Ambassadors  10,000.00   

VNR Video on NBC & One Africa  30,000.00   

Supplement in New Era, Namibia Review  35,000.00   

SDG Question & Answer on Facebook  10,000.00 

Public Servants Training on SDGs  30,000.00 

Know Your Goals Campaign  50,000.00 

Panel Discussion on TV and Radio  75,000.00 

Training of Journalists on Reporting SDGs  85,000.00 

SDG topics in MISA Awards Platform  10,000.00 

PSA on Video Spots  30,000.00 

Radio Jingle “My Future. My Country”  20,000.00 

Global Day of Action Celebrations  5,000.00 

Leaving No One Behind: Documentary  150,000.00 

Merchandise  100,000.00 

Social Media Campaign on SDGs  70,000.00 

SDG Song  25,000.00 

Weekly TV Show on NBC, One Africa TV  10,000.00 

Screensaver, Email Banner  10,000.00 

Animated Series  120,000.00 

7 COMMUNICATION 
STRATEGY BUDGET
(2020 - 2022)
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 Budget (N$) Actual (N$) Variance (N$)

TOTAL: STRATEGIC GOAL 2  234,000.00   

Revitalise SDG Steering Committee  1,000.00 

Awareness Session for ALAN through MURD  45,000.00 

Quarterly Multi-stakeholder Technical Committee meetings  3,000.00 

SDGs and Road Safety  75,000.00 

Awareness Meetings with Editors of all media  10,000.00 

Annual Award for best SDG business practice  75,000.00 

Advertising Campaign with Media Partners  25,000.00 

TOTAL: STRATEGIC GOAL 3 40,000.00   

Networking session with UN Agencies, GRN, Private Sector  10,000.00 

Create SDGs Forums at Municipal Level  30,000.00 

TOTAL: STRATEGIC GOAL 4 70,000.00   

Appoint Youth SDGs Ambassadors  10,000.00 

Sessions on SDGs for Schools  25,000.00 

SDGs Advocacy in Social Clubs  25,000.00 

Annual Radio Quiz for Schools  10,000.00 

TOTAL: STRATEGIC GOAL 5  60,000.00   

Questionnaire on SDGs Outreach & Awareness  20,000.00 

Conduct survey, data analysis, monitor progress  20,000.00 

Quarterly Review of Comms Action Plan  20,000.00 

TOTAL  1,639,000.00



35

STAKEHOLDER CONSULTATION WORKSHOP PARTICIPANTS

Date: 5 March 2020

Time: 07h00 – 17h00

Location: NIPAM, Olympia, Windhoek

Facilitator: Matthew Gowaseb (MGA)

SURNAME(S) FIRST 
NAME(S) ORGANISATION EMAIL

CONSENT 
TAKING 

PICTURES

CONSENT 
SHARING 
CONTACT  

INFO

1. Hishoono Naita NID naitahishoono 
@gmail.com √ √

2. Godinho Sonia EU Sonia.godinho 
@eeaseurope.eu √ √

3. Neema Izak NSA Ineemaa 
@nsa.org.na √ √

4. Tjipetekera Otja NSA otjipetekera 
@nsa.org.na √ √

5. Andreas Amon MET Amon.andreas 
@gmail.com √ √

6. Itana Geraldine UN Geraldine.itana 
@undp.org √ √

7. Kampulu Magretha UN Margretha.kampulu 
@undp.org

8. Basse Anthea UNIC bassona 
@un.org √ √

9. Tjaronda Sandie NANASO s.tjaronda 
@nanaso.com √ √

10. Nakuta John Media 
Ombudsman

jnakuta 
@unam.na √ √

11. Mulunga Michael NYC mmulunga 
@nyc.org.na √ √

12. Mwiya Charity NCCI charity 
@ncci.org.na √ √

13. Pogisho Jennifer Min of Information Jennifer.pogisho 
@mict.gov.na √ √

14. Uugulu Shasimana Min of Information Shasimana.ugulu 
@mict.gov.na √ √

ANNEXURE 1
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SURNAME(S) FIRST 
NAME(S) ORGANISATION EMAIL

CONSENT 
TAKING 

PICTURES

CONSENT 
SHARING 
CONTACT  

INFO

15. Nelumbu Rosalia Min of Information

16. Nakashole Leopoldine Min of Education Mwitidha04 
@gmail.com √ √

17. Auala Hinananye Min of Education

18. Sibeya Ned NPC nsibeya 
@npc.gov.na √

19. Hangula Mary NPC mthangula 
@npc.gov.na

20. Mabuku Mubusisi NPC mmabuku 
@npc.gov.na

21. Uutoni Sem NPC smuutoni 
@npc.gov.na √ √

22. Ambinga Diina NPC dambinga 
@npc.gov.na

23. Steytler John GIZ John.steyler 
@giz.de √ √

24. Titus Zoe NMT zoe 
@nmt.africa √ √

25. Stephanus Celia GIZ Celia.stephanus 
@giz.de √ √

26. Munyama Inamuvulwa GIZ Inamuvulwa.munyama 
@giz.de √ √

27. Shileka Rosina GIZ mhkwanabwa 
@gmail.com √ √

28. Iiyambo George GIZ

29. Goawases Bianca NBC bgowases 
@nbc.na √ √

30. Amoomo Anna ISOC Namibia president 
@internetsociet.com.na 

31. Simion Naomi MURD nsimion 
@murd.gov.na
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