
Ukraine 
Collective campaign 
Ratification of Istanbul Convention Campaign



An increase in social media conversation about VAW 

2020 2021

757 posts
1,164 posts

98,188 
interactions

129 interactions/post

145,744 
Interactions

125 interctions/post

[Analysis Crowdtangle Query VAW 
1/11 to 10/12 2020 / 2021]



1164 posts722 posts35 posts 1,098 posts66 posts

63.3K
interactions

30.8K
interactions

76.7K
interactions

68.9K
interactions

Instagram appears to gain more relevance and to be the more effective 
channel to communicate on IC in a positive framing

2020 2021



A clear increase of engagement on Facebook on Istambul Convention during 
the Collective Campaign 

[Analysis Crowdtangle Facebook Query IC 1/4/2021 to 31/12/2021 Interactions Sum]



Progresist actors largely dominate the social media conversation on 
Istanbul Convention during the collective campaign

[Analysis Crowdtangle 
Query IC 1/11 to 10/12 
2021 – Top 45 
influencer by 
interactions Min profile 
impact = 74 ]



Top 45 profiles. Min profile impact = 12
From 21 Sept to 31 Oct. 2021 

5.6K total interactions
from 7 profiles

Онлайн-медіа «Свідомі»

Онлайн-медіа «Свідомі». 33.5K followers 

- Всеукраїнське молодіжне медіа

- Подаємо новини зрозуміло та коротко

Instagram

12.5K total interactions
form 38 profiles

Opposition had a third of Facebook engagement previously to the 
campaign and progresist actors communication was mainly institutional 



16 Nov
36 days left

Goal- 22nd Dec
25000 votes

Estimation

686

ENGAGEMEN

T

17,2K views 

TELEGRA

M
Average of new
votes per day: 92

Opposition petition has moderate impact and will not reach their goal



Top Facebook

Pages or groups

2K

2,8K

940

232

231

215

189

Interactions

183

90

88

Group

Page

1.16

3

Top Facebook that disseminate the petition



2,5K

10K

1,9K

1,6K

750

417

100

Views Channels

10 Nov

[…]

Top Telegram channels that disseminate the petition



Top content by engagement 
in Instagram only progressist 
actors 



Top content by engagement in 
Facebook mainly progressist 
actors 



Top influencers in Facebook and Instagram 
nearly all progressists actors 



Increase in social interest in Istambul Convention measured 
in Google Search

increase in 
Search on IC70% Impact analysis



Increase in media coverage on the Istanbul Convention



Increase in media coverage on the Istanbul Convention

increase of media coverage on 
Istambul Convention
(average 49 news/month)

50% 



Increase in several metrics of strategic comms of organizations involved in 
the collective campaign

44K

54K

La Strada 

Women’s perspective



President statement on IC just
after the collective campaign street actions  
Open door street 
mobilization



What Worked
spaces 

● High potential in media communication

● Agency with expertise and contacts (PR House)

● Collective design and definition of next steps

● Specific actions

Media

Collaborative 

Process

● Creation of a horizontal space

● Build trust

● Collaborative infrastructure

● Flexibility

● Moderation

● Prearranged meetings

● Workshops and training sessions

● Unbranded campaign with logo

Narratives

● Simple and emotional communication

● Personal Stories

● Women under 45

● simple messages focused on prevention 

and protection of kids and protection of 
victims.



What didn’t work

● Centralize media communication

● Information VAW regional level

● General communication (press release)

● Sources of information on VAW regional

Media

Collaborative 

Process

● Daily involvement of organizations

● Involvement of regional organizations

● Technical profiles in core and open meetings

● Regional organizations’ needs

Narratives

● Communication for Instagram
● Didn’t reach younger audiences



Recommendations

● Regional representatives 

● Gather regional data on VAW

Media

Collaborative 

Process

● Subgroup of regional organizations

● Bilateral meetings

● Face to face spaces

Narratives

● Content for younger audience

● Educational content

● More cooperation with influencers

● Strategy for base audience



Main General Recommendations

Organizations

● Engagement Strategy

● Involve Technical profiles

● Women’s March as an ally

Regional Orgs

● Regional representative

● Orgs with experience working on territory

● Orgs with engaged community and tech knowledge

● Bilateral meetings

● Subgroup of regional orgs

Audiences

● Strategy for different layers 

● Base and middle base audience

○ Base: Strong emotions

○ Middle base: Opinion leaders

○ Middle: emotional & authentic

● Citizen strategy

● Simple and educational content
Channels

● Instagram: younger

● Telegram: Base and middle-base

● Facebook: Base and middle older 

audience

● Youtube: Cooperation with creators



Main General Recommendations

Petition

● Digital tactics for base and base-middle 

audiences

● Start private conversations in Facebook 

○ Send automated messages to followers.

○ Prospect users who interact on your page

○ Facebook ads set to messenger 

conversations.

● Involve pages who have posted in 2020

● Post in groups

● Comment in posts from 2020

Advocacy

● Carry out a meeting with main advocacy 

organizations

● Kateryna Levchenko as support to coordination

● Advocacy process can be triangulated with 

base audience strategy



Local Actors

Territory of success

Women’s perspective

Center of gender 
culture

Women’s March
Zmina

Public Council of 
Gender issues

50% Povaha.org.ua


