External Evaluation of Age Demands Action 
Management Response
	Recommendation/Comment
	HelpAge Management Response



	1.  HelpAge should invest in increased campaign training for our ADA activists. 

	· We value the work of our campaigners and Regional offices and understand that campaign training is extremely crucial at this stage due to the increased global spread of the campaign as well as the increased campaign action days (World Health Day, World Elder Awareness Days..etc). 

· We are putting significant efforts in submitting proposals which have campaign training element in them. For example recently we have submitted National Endowment for Democracy (NED), EC-NSA Multi Country Proposal and UNDEF. We anticipate that through these proposals or future ones, we will be able to pilot some national/regional trainings for campaigns.

· We are currently developing a pilot project in 5 countries, which will include a series of trainings for ADA campaigners.  London Campaign Team will work closely with RCOs to develop regional training plan/curriculum; incorporating ADA training into advocacy training delivered through other HelpAge programmes (i.e. HIV/AIDS programme in EAWARDC).  Local trainers will be employed who will bring the knowledge of local influencing opportunities to the table. Through the local trainers, our ADA campaigners will learn new campaign tactics and mobilisation strategies.  They will receive a certificate of completion from the training along with a campaign toolkit.  To ensure continuity of the trainings, ADA campaigners will train new campaigners using the ADA methodology. Over the course of the years, the campaign will have a multiplier effect, current ADA campaigners will teach new campaigners, and those will teach new ones.  


	2. HelpAge should foster regional embeddness; the campaign responsibility should be passed to regions.

	· Efforts have been made to ensure that our Regional Communications Officers, partners and older people campaigners are managing the campaign.  For example, the Regional Communications Officers make decisions which countries will take part in the campaign and also how the funding will be distributed in the Region. The content of the national campaign and national strategy is developed by the campaign partners. This campaign content informed the regional plans and strategies.  This year, it was agreed that the financial distribution, monitoring and reporting will be handed over to the regions as well.
· Feedback on campaign action along with suggestion for improvements and recommendations is discussed in the Regional Communication teleconferences and ADA Umbrella meetings (with Gacheru from EWARDC being the co-chair).
· Every year the partners and campaigners fill out the campaign report where we ask what the organisation and older people learned from the campaign. We also ask for recommendations that the organisation and HelpAge international can do to improve the campaign for next year.  
· The consultant drafted a survey for our campaigners which would allow us to share feedback on the campaign and learn about the outcomes from the campaign on older people’s lives.
Recommendations for regional embeddness include:

Bottom up approach:
· Learning and sharing of campaign successes/challenges will be conducted through Regional Meetings:  For example last year, EAPRDC and the Network organised OPA Gathering Event in Philippines during IDOP. OPA representatives from different countries met in Philippines and learned about in grassroots movement and how COSE works with the government. This event inspired the OPA representatives to do a similar thing in their country. It is recommended to organise a forum for older people to share their thought on specific/thematic campaign. HelpAge and partners can help facilitate the forum and develop work plan/guidelines. 
· There is also a suggestion that through training of our ADA campaigners, they would be able to understand deeper the value of the campaigns and monitoring and evaluation of campaign/advocacy projects.   They would be able to support HelpAge in funding the campaigns locally.
Promotion of regional funding:
· Considering staff allocation, as London office (two people in Campaigns Team) and 1 RCO at each region to manage all the tasks, it is recommended that fundraising for campaign should be built into national level plans. This ensures that the campaign is owned by the campaign partners at national level.  This can be done by strengthening ROs (RCOs & RDOs) in fundraising skills (proposal writing, campaigning), training partners/OPAs to be fundraisers, looking at potential funding sources and working with ROs in proposal writing. 

Activist support:
· HelpAge should look at OP/ADA activists agenda on how we can shed light to our global advocacy agenda.  The focus is to have older people facilitate and develop HelpAge global agenda rather than to ‘feed’ into our global agenda.  As part of development of global advocacy and public policy agenda 2013-2015 and of our corporate strategy to 2015 -2020 HelpAge should engage the views of ADA activists and Affiliates


	3. There is need for Regional Campaigns post supporting the campaign. RCOs manage the regional HelpAge strategy and ADA Campaign, but they also have many other commitments in terms of programme implementation in their regions and therefore limited capacity for ADA. 
	· Consultants agree that ‘many’ of the recommendations made in the report requires further resources.  They also said that increased financial resources would have ‘significant benefit’ to the campaign
· We are actively seeking funding through proposals (i.e. EC-NSA Multi Country Proposal) to secure Regional posts that would support campaigns and network work. 
· Campaign is only one component of Communications Work (esp. regional office).  We need to ensure that the management is fully aware and understand the role and importance of our campaigns work so that they are able to allocate more resources for campaigns work at Regional level. 



	4. The campaign needs to plan more carefully in line with HelpAge corporate indicators to facilitate better monitoring and evaluation
	· The ADA campaign contributes to corporate indicator 4: Building global and local movements that enable older men and women to challenge age discrimination and claim their rights and 5: Supporting a growing global network of organisations to work effectively with and for older men and women. 
· Much of the campaigners work on policy changes has influenced corporate indicators 1-3 as well.  We will be working closely with the Policy and M&E team to ensure that campaign policy outcomes are included in the monitoring of our corporate indicators 1-3.

	5. More M&E training for staff and regional offices to facilitate future analysis of success and potential improvements
	· Regionally we are seeking funding to develop a longer term capacity training system (recommendation 1). The training for RCOs will include online M&E. 

	6. HelpAge should integrate global policy asks with country campaigns. Suggestion was to collect signatures towards a defined goal and with a sense of urgency not to have a vague petition.
	· Many campaigners are not clear how their national campaign actions lead to a timely goal. Many also are concerned about the messaging of the current ADA petition.  However over the past 3 years, 34,000 + campaigners have signed our ADA petition in support of UN Convention on older people’s rights.  Several of our ADA leaders spoke at UN meetings.  The global petition has a sense of urgency and for this reason through ADA for Rights campaign; we are gathering another 20,000 signatures that will support of an OEWG in August which is under threat to be discontinued.  
· Following the discussions at the OEWG in August, our current petition will be revised.  This petition will have a 3 year target, a clearly defined goal and a sense of urgency, mobilising ADA campaigners across the world.  The petition messaging along with the objectives will be part of a 3 year campaign strategy and will be integral in achieving our global campaign objective.    

	7. Translation are using up precious resources from country grants.  The consultant recommends that translations should be done centrally. 
	· Where necessary translations need to be seen as part of the country action, HelpAge’s experience of translation is that it is best managed at local level and that this is cost effective.  This fits with principle of de-centralisation and subsidiarity.


	8. There should be set media activities, targets and resources to implement media activities much in advance. 
	· HelpAge is looking for funding which will allow our Affiliates and Regional offices to improve their media engagement and capacity.  Recently an EC Multi-country proposal was submitted which included national and regional media support.  This year, as part of ADA we have delivered the campaign toolkit in June (which includes media messaging and outputs) earlier than in previous years. This gives our Affiliates and Regions advanced preparation for media engagements in October.    


	9. Online tools should move beyond London office. Partners and older people should be more involved with social networks. This could include use of internet cafes and mobile phone text messaging.
	· The Age Demands Action web pages will be revised and improved to make them more user-friendly. This is especially important since we have introduced several campaign spikes per year. Therefore it is important that online user journey is clear and easy to follow.  In addition, HelpAge will develop an online marketing plan to increase traffic to the webpages using social networks and online advertisement.
· In the past (2007), a training on blogging and social networking was conducted with Global Voices and ADA campaigners in South Africa and Bangladesh. What has been immensely successful is the work we are doing to visually connect the campaign movement which enables older people to participate by taking a photo with a message on 1 October.  
· HelpAge will also submit funding proposal this year which will focus training of older people on social media and use of various communication technologies.  
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