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Session objectives

Initial discussion/agreement on:

1. Overall key themes/advocacy messages. 
2. Potential chapters. 
3. Types & sources of indicators to track global shelter and settlements needs and response. 

The session started with a brief reminder of the project and the Working Group. More information can be found in the dedicated website page.

Discussion Notes

Overall themes

The discussion started on the wider setting of the State of Humanitarian Shelter and Settlements (SoHSS) report. Who is the intended target audience, what is the place of the report within a wider communications/advocacy strategy and what new things is the report trying to say? Consider the power of UNICEF communications – can something like this be done for shelter? 

A key overall objective is to ‘demystify’ shelter by developing greater awareness among donors and a compelling argument for higher funding prioritisation. 

Recommendations: 

· Need for advocacy and communications strategy – there are many unread books on shelter already, and many of the key messages are not new within the sector but difficult to get across outside the sector. How would this be different and how would it be used to influence within and outside the sector?
· Possibility of concurrent publicity for report: visuals, animations, website, etc. 
· Need to engage external support on communications, advocacy and lobbying advice on how to get the key shelter messages across. 
· Develop a clear idea of target audience and means of reaching them (mini theory of change; include private sector?). 
· Need to develop a clear sense of purpose and a hook, especially in an introductory general edition. 
· Will need to show clearly the scale of the sector. 
· Consider language and communications tactics: shelter expressed in relation to health, protection, education, vulnerability, etc.. 
· Need to clarify what the range and scope of the publication is. If it is to cover the entire sector, would it include refugee settings, slum upgrading, longer term housing/development programs? 
· Possible models: IFRC’s World Disasters report, ALNAP’s The State of the Humanitarian System report, Habitat for Humanity’s Housing Reviews; UN-Habitat’s World Cities Report and State of the World’s Cities reports.

Themes to highlight

· Emphasise the centrality of shelter and settlements – they underpin, complement and contribute to all humanitarian sectors.
· Shelter is more than shelter, it means a home.
· Investments in shelter can lead recovery and can generate more economic/livelihood activity than any other sector – not exclusively humanitarian but is a bridge to recovery. Shelter bridges the humanitarian-development divide.
· Shelter as a process – more than just a roof.
· Shelter and settlements interventions are the foundation of functional communities.
· How to communicate about the sector using less technocratic and more appealing language. Consider discussion of ‘homes’ rather than ‘shelter’. 
· When discussing displacement – emphasise what people are displaced from – ie. homes. 
· Ask other sectors – where would you be without shelter?  Hear it from other stakeholders. Shelter as nucleus. 
· Animation: from emergency to rehabilitation. 
· Counterfactuals: what would happen to families without shelter.
· Try to link with key World Humanitarian Summit themes: flexible funding, cash, localization, bridging the humanitarian-development divide.

Indicators

It was suggested to have a core set of indicators that repeat in every edition plus indicators specific for each edition which link to the narrative, articles, key advocacy messages. Where possible, include outcome level indicators, the impact on families/households.

Indicators to track

· Number of families displaced – shelter needs (need indicators)
· Number of families reached (output/outcome indicators)
· Type of shelter response/percentages by context (geographical/urban-rural/duration of the chosen response type, i.e. tents vs longer term solutions)
· Scale: Microeconomic (household) / macroeconomic (settlements) – measuring the contributions of housing recovery at HH, community, societal levels.  
· Capacity of the sector: what aid agencies achieve vs what families are able to do for themselves
· Human resources capital of the sector.
· Total funding for sector.
· #Beneficiary households/families reached.
· Would it be possible to track sphere indicators in shelter programs through the SoHSS? Link to donors indicators too?
· Track coverage in relation to vulnerability. 
· Try to include some settlement level indicators when possible.
· Anecdotal evidence may also be worth including.

Process
· Craft indicators to argument: data/indicators to illustrate a fact, statement or key message.
· Theory of change – outcomes in addition to output when possible. Indicators linked to opinion pieces. Impact on families/households. 

Challenges
· No metric for families – IDMC tracks individuals not families. Yet concepts of ‘family’ resonates with donors and agencies.
· What are the denominators for shelter/housing? 

How

· Need to develop a broad-based communications and advocacy strategy – link with communications colleagues.
· Look at other key forums in which to advocate for shelter. 
· Develop visuals, animation, website, videos.
· Use other publications to put across the message. 
· Look at the competition model for shelter advocacy messages of USAID. 
· Study other campaigns, what has worked before, find out how lobbyists work.
· Bring in advocacy and communications experts from the beginning to help shape and define the project for maximum effect. 

Next steps

· Circulate minutes
· Recruit lead editor
· Identify communications/advocacy experts within the WG organizations that could support.

