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    Introduction




    Kevin Hora, Cliodhna Pierce and Isaac-Antwi-Boasiako




    The first graduates from the Dublin Institute of Technology’s (DIT) M.A. in Public Relations in 1999 were a combination of full-time students and ‘converts’ – graduates who had completed DIT’s Postgraduate Diploma in Public Relations in the preceding five years. They were also graduates of the first programme awarded at Master’s level by DIT under its own degree conferring powers, a circumstance that owed much to the prescience of the programme founder, Dr. Francis Xavier Carty, FPRII. Over the subsequent 25 years, hundreds of the programme’s graduates have become a distinctive cohort in the Irish public relations landscape, rising to senior executive ranks in consultancy, corporate and civic society, as founders of their own consultancies and award-winning practitioners, or bringing their skills as strategic communications practitioners to other sectors and industries, including academia where their research and publications explore new boundaries in communications. Others have travelled, bringing their qualification to the core of the European Union in Brussels, to the UK, North America and Australia. At the same time, international graduates have returned to their homelands in Asia, Africa, South America and throughout Europe.




    At the heart of the programme’s continued success has been dedication to blending theory and practice to produce public relations practitioners equipped to think critically about communications and their responsibilities as communicators. This commitment to excellence in education and ethical standards has seen the programme become the only Irish public relations course recognised by the Public Relations Institute of Ireland, the Public Relations Society of America and the Chartered Institute of Public Relations in the UK – the latter two accreditations owing much to the vision of F.X. Carty’s successor as Programme Chair, Dr. John Gallagher, FPRII.




    Over a quarter of a century, it has been the case that plus ça change, plus c’est la même chose: DIT has become Technological University Dublin, Ireland’s first and largest technological university; the programme has moved to a purpose-built campus in Grangegorman where students have access to media and broadcast facilities that outstrip industry standards; Dr. Kevin Hora MPRII, himself a convert from 1999, took up the role of programme chair in succession to John Gallagher, and, in turn, was succeeded by the present incumbent, Dr. Cliodhna Pierce. In industry, new language and terminology has evolved as the role of strategic communications has become more nuanced, and practitioners are more aware of their societal responsibilities. Where once public relations students learned that the best sponsorship was truly altruistic, then later students about the corporate conscience, now sustainability is embedded in their studies, in a theory and practice informed journey that has embraced corporate social responsibility (CSR) and environmental, social and governance (ESG) norms. The curriculum has evolved from examining the role of women in the industry through a male lens, to appreciating the multifaceted complexities, values and contributions of gender, ethnicity and neurodiversity, amongst others, to realising a programme reflective of society. Notwithstanding these conceptual evolutions, the standard of students on the programme has not diminished, as evidenced in this collection of case studies focusing on the role of strategic communications in helping organisations to meet the United Nation’s Sustainable Development Goals (SDGs).




    Of the myriad themes that could have been explored, why choose sustainability? Indeed, why choose a theme at all? The 1995 cohort of the MA’s precursor, the Postgraduate Diploma in Public Relations, were, under F.X. Carty, responsible for the near-legendary compendium of Irish public relations case studies From John Paul to Saint Jack, a book that transcended industries, sectors and specialisations, and, even today, has case studies in which a keen reader will see proto-sustainability. In his introduction, Carty wrote that public relations is the organisation’s conscience, which guides it towards the public good. “They have”, he wrote, “a moral duty to engage in it” (Carty, 1995). A similar moral imperative underpins TU Dublin, which has the SDGs at the core of its strategic purpose, encapsulated as people, planet and partnership. The School of Media, where the M.A. in Public Relations resides, is explicit in its mission “to link the cultural, technological and societal, to encourage debate, foster lifelong learning, produce imaginative, practical innovations and solutions, and give voice to the matters that impact on society”.




    Sustainability, therefore, is intrinsic to the programme’s core content and underlying pedagogical principles, which have evolved in tandem with industry practice and academic research. There is, however, a lacuna in the academic literature regarding the practice of public relations for sustainability purposes, where a sizeable cohort of authors are concerned with how public relations can deliver sustainability goals for an organisation’s benefit. While organisations should aspire to be sustainable, clearly, this perspective is the opposite of acting in enlightened self-interest: “recognising that when your organisation acts responsibly towards society it also benefits” (Hora, 2014). Thus, Rivero & Theodore: “The role of the corporation in the social area of sustainability is based on socially responsible investtments [sic]…. Public relations is directed toward stakeholder groups and investment / financial centres” (Rivero & Theodore, 2014). Ditlev-Simonsen (2022) notes that a study of the S&P 500 discovered that sustainability was linked to profit by 69% of firms, to people by 34% and the planet by just 14%. She also suggests that when firms began generating social responsibility reports as part of, or supplementary to, annual financial reports, this work was farmed out to public relations firms.




    Hers is an implicit criticism that public relations practitioners were hired for their ability to frame messages in ways that advantaged clients or altered discourses in their favour. Roper notes the prevalence of public relations providing a quick fix to an issue without addressing the substantive matter (Roper, 2013). Motion & Leitch capture the hired gun leitmotif succinctly, though their focus is on interrogating the Foucauldian concept of truth as a means of problematising practice, and they do not advocate either of the following practices:




    

      A public relations practitioner may attempt to change environmental discourse boundaries by introducing an economic discourse of growth and job security, position opponents as ‘greenie’ radicals or ecoterrorists, focus on the language of business, finance, and job security, and attempt to influence unions. Or, conversely, public relations practitioners may attempt to overturn such efforts by reasserting the economic value of sustainability, position opponents as irresponsible corporations, and focus on climate change (Motion & Leitch, 2009).


    




    Holmström leans into more recognisably sustainable territory with her examination of reflexive and reflective organisations: while initially risky for organisations as it opens them up to scrutiny about their core mission, the latter produces best practices “which are adaptable to basic existing structures in the form of, for instance, certification, verification, sustainability accounts, and business guidelines for social responsibility” (Holmström, 2009). The process is still, however, predicated from the organisation’s position.




    Robert L. Heath has long advocated that public relations “should focus on adding value to society rather than solely to clients” (Roper, 2013). Genç follows this line of reasoning with a perceptive approach that splits sustainability communication into three distinct categories: about, of and for. With respect to the first, it is an informative and discursive exchange process with internal and external audiences; in the second, power in the communications relationship rests with the sender, who identifies a strategic objective that they wish the audience should know; the only feedback sought is confirmation of acquiescence or behavioural change by the target public. The third takes as its premise that communication is not merely informative of corporate standpoints or raising awareness of sometimes questionable claims but co-creates genuine societal transformation through the prism of sustainable development goals (Genç, 2017). This perspective informs the 12 case studies in this collection. Public relations is not considered here as a tool for corporate self-aggrandisement but as a vital, inseparable element of the sustainability goals themselves. When responses to sustainability issues range from co-operation to hostility, strategic communications that identifies audiences and their issues to engage in effective, dialogic communication with them is paramount.




    The 12 case studies in this book were each selected, researched and written by a member of the 25th student cohort. Each was chosen according to the student’s sectoral, personal, or other interest to use the case to illustrate how effective strategic communications can help bring to fruition a campaign that addresses a sustainable development goal. The focus, therefore, is on the communications that inform and motivate actions and behaviours rather than the intrinsic nature of the goals themselves. With each addressing a particular goal, there are case studies from Ireland and abroad, reflecting the diversity of the cohort. While the cases are written to make them accessible to readers approaching public relations for the first time or to time-constrained practitioners, the more advanced public relations student will see where they may be applied to illustrate advanced theoretical concepts. A short series of questions at the end of each case study will be helpful for educators as a teaching tool for further exploration and reflection, while three intermezzo chapters by the book’s editors offer additional critical interpretations to stimulate deeper considerations.




    Opening the first trio of case studies, Nimra Ahmed takes as her focal point SDG 1 – No Poverty, with an examination of the Children’s Rights Alliance’s End Child Poverty Week campaign. Founded in 1995, the organisation’s 2023 campaign focused on child poverty in multiple aspects: educational inequality, child welfare and alternative care, national and local actions and plans, income, and early years. Its focus was to provide evidence and solutions to break the children’s and young people’s cycle of poverty and bring pressure to bear on the Irish government to prioritise child welfare. Avice Meya continues with an Irish sustainability movement that has created global momentum to address SDG 2 – Zero Hunger. The Grow It Yourself (GIY) movement was founded by Michael Kelly in 2008 to address global challenges in the broken food system. Through inclusive and accessible partnerships and education about food growing programmes to communities and schools, GIY emphasises the importance of localised, community-driven initiatives to reimagine and revitalise sustainable food systems as central to food security, nutrition, and sustainable agriculture. Eve Wright’s case study concerns SDG 3 – Good Health & Well-being, with a focus on Target 3.5, the prevention and treatment of the harmful use of alcohol. A challenge to public health in Ireland, excessive alcohol consumption costs the State almost €2 billion annually in health-related costs, and contributes to over 1,500 deaths. Alcohol Action Ireland’s campaign to implement minimum unit pricing 10 years after it was first proposed, in the face of concerted drinks industry opposition, demonstrates the long vision necessary for sustainability progress.




    Isaac Antwi-Boasiako’s intermezzo chapter takes a discursive dimension of public relations and the SDG discourse by exploring how PR paradigms can serve as a communication framework for promoting and advancing the sustainable development goals’ agenda to the global community. It espouses the relevance of public relations paradigms such as Excellence and its models, relationship management, and rhetoric to the SDGs. The chapter also introduces the Ubuntu concept as a potential PR paradigm. A philosophical concept with origins across Africa, Ubuntu can be considered in developing strategic communication frameworks to promote and create awareness of the SDGs. Though not classified officially or traditionally as a PR paradigm in the strategic communications discourse, the principles of Ubuntu philosophy, such as interconnectedness, cooperation, collective well-being, and interdependence of individuals within a community, can be incorporated into PR practice in general, and in the context of designing sustainable development communication activities, in particular. The chapter argues that PR paradigms provide a strategic platform for building practical and achievable communication campaigns by stakeholders promoting the SDGs. This aligns with a conviction that sustainable development communication campaigns need to be built on the theoretical and practical principles enshrined in the explored PR paradigms, such as engagement, persuasion, dialogue, interdependence and mutual relationships, depending on the goal of the campaign and the targeted audiences, both national and international. By leveraging these PR paradigms with SDGs, advocates, both state and non-state actors, can enhance their communication strategies. This can be achieved through building and maintaining mutually beneficial relationships and partnerships with strategically targeted audiences to attain global sustainable goals on a large scale.




    Molly Reilly continues the case studies with a focus on SDG 5 – Gender Equality, particularly Target 5.5, relating to women’s participation and decisionmaking role in political, economic and public life, with her study of WorkEqual in Ireland. This organisation highlighted the gender pay gap and advocated for improved caring responsibilities to be properly recognised by policymakers and employers. These included a better childcare system that would enable parents to fully participate in the workforce, and accessible early years care and education for children. In the first case study to take an international perspective, Dylan Mahon looks at the International Reference Centre on Community Water Supply and the UN’s Water, Sanitation & Hygiene (WASH) initiative under SDG 6 – Clean Water & Sanitation. His work details a strategic collaboration between the IRC and the Ghanaian government to achieve progress in the WASH initiative that addressed districts, ministries, NGOs and government agencies in a campaign that blended communications and public education. Sean Ivory returns to Ireland with SDG 7 – Affordable & Clean Energy to examine how the Tyndall Institute, a research institute of University College Cork, worked with the Sustainable Energy Authority of Ireland to further Tyndall’s mission towards decarbonisation and energy efficiency. Against the background of the Irish government’s 2030 decarbonisation requirements, one of the key physical challenges for the campaign was upgrading Tyndall’s Kiln building, originally constructed in 1903, and contributing through action to the dialogue promoting investment in sustainable energy.




    Cliodhna Pierce’s intermezzo chapter looks at public relations literature in terms of the publics and various stakeholders with whom organisations interact. Due to its journalistic roots, PR initially approached publics as largely passive audiences – homogenous groups segmented by demographics, geographics, or psychographics to facilitate targeted messaging. A recent shift, however, emphasises the importance of building genuine relationships with stakeholders. Over the past two decades, PR scholarship has expanded significantly, incorporating influences from digital media, network theory, political economy, cultural studies, and institutional theory. Critical theory perspectives such as feminism and critical race theory have also gained prominence, offering previously marginalised analyses of power dynamics within PR (L’Etang, 2016).




    For understanding in the field of communication, concepts like problem recognition, constraint recognition, and a person’s level of situational involvement are key for tailoring effective communication strategies to make them highly relevant communication tools. Proactive PR practitioners apply these concepts to anticipate how publics will respond to their messages. Core theories continue to evolve, providing increasingly sophisticated tools for navigating complex stakeholder environments. These tools help practitioners understand the active role of publics in shaping discourse, the importance of two-way dialogue, and the power dynamics at play in diverse social arenas.




    Contemporary PR theory underscores the fluidity of publics as they actively try to shape issues and influence organisational decisions. As stated by Jones (2001):




    

      The mistakes of contemporary public relations theory [lie] in defining publics as being either latent or active... and then categorising them strategically according to how they might affect the organisation... it offers no insight into the internal dynamics of publics and the ways in which they construct the issue at hand.


    




    Crucially, even when an organisation interacts with a specific public segment, that group is embedded within a broader discourse network that significantly shapes its positions on relevant issues. PR professionals must recognise these dynamics to develop impactful communication strategies that promote both organisational success and positive social change. Therefore, sustainable and effective communication necessitates a deep understanding of current public perceptions of the SDGs. This chapter examines four key theoretical perspectives, situational theory, systems theory, Chay-Nemeth’s theory, and linkage theory, and analyses how they can be leveraged to enhance public buy-in for the SDGs.




    Having worked for the organisation, Gabriela Doleckova used her insight to discover more about Caritas Czech Republic’s Meaningful Gift campaign, which addresses SDG 8 – Decent Work & Economic Growth. Among the campaign’s broad aims is the ambition of enhancing the economic self-sufficiency of individuals in developing nations through education and vocational training. Her study explores how a human-centric approach to the campaign used elements that ranged from alignment with SDG 8 to strategic communications tactics. Hate crime and its importance within SDG 10 – Reduced Inequalities is the concern of Tess Thornton’s work. The Coalition Against Hate Crime Ireland (CAHCI) Hate Crime Hurts Us All campaign, with support from We The People, a specialised communications agency, addressed the absence of dedicated hate crime legislation in Ireland. The campaign tackled rising hate-related incidents, using a strategy that featured real individuals and strategic influencer engagement to raise awareness and advocate for government legislation on hate crime for a more inclusive, equitable society. Although the hotel sector has long been accused of greenwashing, David Little’s study of The Salthouse Hotel in Northern Ireland’s County Antrim shows how SDG 11 – Sustainable Cities & Communities can be achieved through sustainable business practices. With its own onsite wind turbine and solar panels, the hotel, which has won awards for its sustainability efforts, is energy self-sufficient, while its ethos centres on promoting responsible eco-tourism that is attuned to its Atlantic Ocean setting.




    The final intermezzo chapter by Kevin Hora looks at the tactics and activities employed in the various campaigns through pragmatic and theoretical lenses. He probes to distinguish the difference between methods used because they are considered good practice, and thus offer an off-the-shelf approach to strategic communication campaigns, and methods that demonstrate higher levels of strategic creativity. His chapter contends that, while there is a place for tactics that are as familiar to practitioners as they are to audiences, the difficulties of communications for sustainability (where like-minded organisations are clamouring to be heard individually; the gamut of sustainability concerns has exponentially increased; and hostility from vested interests is orchestrated using similar communications tactics) mean that organisations have to be strategically creative. Creativity, he notes, is not simply about generating clever ideas: it is the end output in a strategic process that begins with empathy for the issue and publics, apprises the context, and rearranges the perspective to produce engaging actions and outcomes. From this, he progresses to examine storytelling as a creative process. Storytelling has become a cliché in strategic communications, reductively a linear narrative process. The craft of storytelling is subservient to creating a narrative that the organisation wants to tell, not one the audience wants to hear. He introduces Propp’s morphology of the folk tale as a means of structuring compelling stories centred around themes, characters, action and plot. Recognising that compelling storytelling is rooted in rhetoric, he finishes the chapter by demonstrating how Burkean dramatism theory and the dramatistic pentad may be used as part of the creative process for sustainability communications.




    Martha O’Brien’s study highlights an organisation that discovered that tried and tested methods in creating dialogues in other arenas of concern were less effective when deployed for SDG 13 – Climate Action. Friends of the Earth’s Cuppa for Climate campaign used the popular coffee-morning activity to generate conversations about climate awareness in a friendly, supportive environment, removed from climate denial and hostility. However, as the case study shows, this was a slightly artificial environment that yielded modest results, and the real learning came from the organisation’s ability to amend its approach. Jade Marron takes SDG 15 – Life on Land, exemplified by Leave No Trace Ireland’s annual campaign Love This Place, as her domain of inquiry. The campaign started in the early months of Covid-19 in Ireland, when people isolating from the virus took to the outdoors to socialise within permitted governmental rules. For many, this experience of nature was novel and, as they did not appreciate the norms and etiquette of appreciating the environment, a spike in littering and environmental issues ensued. Building on raising awareness about enjoying the outdoors responsibly, the campaign has continuously evolved new messages each year. The final case study by Sarah-Kate Spratt deals with human trafficking. The Anyone campaign, a collaborative effort between the Department of Justice and the UN Migration Office in Ireland, aligns with SDG 16 – Peace, Justice & Strong Institutions. Launched in 2021, Anyone aims to educate the public about human trafficking using a variety of communications tactics, including the powerful short film, Anyone: Deceived, a dedicated website with informational videos, case studies, resources, and social media.




    The case studies and intermezzo chapters in this book would not have been possible without the support and collaboration of colleagues. The editors gratefully acknowledge a bursary from the Strategic Alignment of Teaching & Learning Enhancement (SATLE) Fund dispensed through the Faculty of Arts and Humanities that facilitated research space and mentoring. Seán Finnan, a doctoral researcher in the School of Media, provided invaluable research and writing direction to the students. Dr. Caroline Ann O’Sullivan, Head of the School of Media, was supportive from the outset. Most credit, however, goes, to the students of the 25th cohort who embraced the challenge of writing for publication, and leave for future cohorts – and learners, academics and practitioner everywhere – this collection.
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    I. SDG 1 – No Poverty




    The Children’s Rights Alliance’s End Child Poverty Week Campaign




    Nimra Ahmed




    

      Abstract




      This case study explores one of the Children’s Rights Alliance’s (CRA) campaigns designed to highlight the impact of child poverty and provide plausible solutions to the Irish government. Founded in 1995, the CRA champions the rights of vulnerable children in Ireland, aiming to ensure their voices are heard, needs met, and rights protected through laws and services. This mission is reflected in new government commitments addressing childhood obesity, food poverty, child poverty, and support for victims within the National Policy Framework for Children & Young People. The CRA’s 2023 End Child Poverty Week campaign targeted issues like educational inequality and child welfare, driving change with evidence and innovative solutions. This effort aligns with the UN’s Sustainable Development Goal 1 to halve global poverty by 2030.


    




    Introduction




    Food poverty is defined as the lack of capacity to have an adequate, nutritious diet because of issues of affordability or accessibility. Over the past decade, food poverty has become a pressing social policy in Ireland. The Children’s Rights Alliance’s End Child Poverty Week campaign has emerged as a dynamic force that empowers its members to pinpoint the challenges children and young people face and forge solutions that transform lives for the better. They scrutinise existing laws through meticulous research and insightful analysis, expose gaps in services and policies, and ignite campaigns that educate, inform, and propose tangible solutions to policymakers. This advocacy ensures children’s issues are front and centre, aligning perfectly with SDG 1’s ambitious aim to “reduce poverty by half of the proportion of men, women and children living in poverty in all its dimensions”.




    Discussing child food poverty casts a harsh reality where families are forced to make difficult choices, sacrificing the quantity and quality of their children’s meals to survive. In Ireland, 17.94% of children aged 15 years or below lived with moderate or severe food insecurity. More strikingly, one in five children affected by food poverty go to bed or school hungry simply because there is no food at home.




    Identifying SDGs & Targets




    SDG 1 has ambitious aims: to ensure that everyone, especially the impoverished and most vulnerable, are prosperous, and they have social protection through essential supports and services, from social welfare to child payment and access to health care. Increasingly, in light of emerging global conflicts, vital support has expanded for people fleeing war, climate-related disasters and other economic, social and environmental shocks. Ireland’s vision, to be one of world’s best small countries in which to grow up and raise a family, is hugely ambitious. To make this aspirational goal a reality, the Irish Government must focus on and create pro-impoverishment and gender-sensitive policy frameworks to mobilise resources to support investment in alleviating poverty.




    According to the most recent Survey of Income & Living Conditions (SILC), the number of children living in poverty or deprivation rose to 236,910. The number of children living in consistent poverty rose from 5.2% to 7.5%, almost 90,000 children. The poverty target set by the Irish government aims to reduce the national consistent poverty rate to 2% or less by 2025. In conjunction with this target, the CRA, as part of its ongoing campaign, aims to establish a Child Poverty Members Steering Group to include key influential leaders from various sectors to guide and direct its work dedicated to alleviating child poverty. Over three years, it aims to run a yearly End Child Poverty Week campaign that coincides with the annual Budget Day. CRA will recommend and participate in projects to highlight and address inequalities, published in an annual Child Poverty Monitor report. The findings in the report will identify gaps where children and young people continue to experience poverty and will be instrumental in setting out the organisation’s National Policy Framework for children and young people.




    Background




    Established in 1995, the Children’s Rights Alliance has 150 members who work together to ensure children’s and young people’s rights in Ireland are respected and protected in laws, policies, and services. Through its work, the organisation sets out key recommendations which shape and direct government policies centred around children and young people. These policy changes seek to alleviate pressing issues that impact children’s and young people’s lives. One critical early success, for example, was its role in the 2002 campaign that established Ireland’s first Office of the Ombudsman for Children & Young People, a landmark achievement. A further victory for the organisation occurred in 2012 when it campaigned and won the referendum to strengthen children’s constitutional rights.




    Now called the Ombudsman for Children’s Office (OCO), in a recent report it recorded that 16,804 children live in hotels and emergency accommodations. As a result, the CRA conducted a nine-month No Child 2020 campaign, which listed five fundamental goals: no child should be hungry, homeless, without timely, affordable healthcare; blocked from having an education, or excluded from culture and sport. The campaign was central to obtaining government commitments on childhood obesity, food poverty, child poverty, and support for child victims in the National Policy Framework for Children & Young People.




    In 2022, findings from SILC indicated that the at-risk of poverty rate increased from 11.6% in 2021 to 13.1%. Considering the stark finding in the 2022 report, it became more pressing that the poverty facing vulnerable children be addressed, and the CRA hosted a campaign, End Child Poverty Week 2023, that brought together 19 members, stakeholders, experts and state officials to focus on the impact of child poverty and provide plausible solutions to the Government. The campaign focused on the importance of early childhood interventions, particularly those aimed at breaking the cycle of poverty in a child’s formative years. This work highlighted the need for improved public services like education and housing, child welfare and alternative care, national and local actions / plans, income, and targeted support to reach Ireland’s most vulnerable children.




    Coinciding with its annual flagship event, the CRA also publishes the yearly Child Poverty Monitor, launched in 2022, to analyse, report, and document child poverty in Ireland. This report tracks the government’s progress, highlights solutions, and spotlights critical areas of concern across issues like food poverty and income adequacy. In conjunction with the annual Monitor, it issues a ‘report card’ that examines how the government delivers on its commitments to children.




    Tactics & Activities




    The 2030 Agenda acknowledges that eradicating poverty in all its forms and dimensions, including extreme poverty, is the greatest global challenge and an indispensable requirement for sustainable development. The CRA is a well-established organisation with a solid online presence of over 20,000 followers on X (formerly Twitter), 10,000 on Facebook, and an active YouTube channel where it showcases its End Child Poverty Week campaign. The 2023 campaign had several talks and seminars explicitly focusing on early years to break the cycle of poverty early in a child’s life, the need for improved public services, housing and education, and the need for targeted support to reach children most in need. The campaign aims to keep child poverty at the top of the political agenda through new initiatives: the launch of a new research series tracking the government’s performance on reducing child poverty – the Child Poverty Monitor – and the coordination of End Child Poverty Week to strengthen budget demands to deliver real change for children. The CRA will monitor and document the progress of the no-poverty campaigns over the years.




    In 2022, the CRA addressed food poverty by addressing ‘holiday hunger’ families. Because school was shut for the summer, food provision was given to 660 children in 242 families. Further funds were also collected for Christmas. Under sustained advocacy from the CRA, in December 2022, the Taoiseach announced that a new Child Poverty & Well-being Unit would be formed.




    In 2023, the CRA had a 1,2,3 Online Safety campaign and campaigned for crucial amendments to the Online Safety & Media Regulation (OSMR) Bill, including establishing a devoted Online Safety Commissioner and individual issues mechanism to protect children and young people’s rights online. In conjunction with the campaign, the CRA held a total of 12 meetings for members with a range of agencies, including UNICEF Ireland, Tusla, the National Coordinating Response Forum, Euro Child, the UNHCR Ireland, the Department of Education, and the Department of Children, Equality, Disability, Integration, & Youth. The CRA’s Know Your Rights Information Guide for refugees was updated. Presenting a united front, the CRA provided recommendations to the government to help formulate policies that can impact the lives of impoverished children – a core tenet of SDG 1.




    The CRA, in its communications strategy, compiles statistics to advocate directly or indirectly to various agencies and people involved in children’s poverty. Its End Poverty Week seminars, which run in tandem with their published reports, focus on children’s poverty annually and highlight areas where the government needs to step in, push for more allowances, work harder to collect funds, and change legislation if required. The seminars were recorded and published on the CRA’s YouTube channel and Facebook, along with calls to donate.




    Results & Outcomes




    The CRA’s End Child Poverty Week 2023 focused on five themes: Educational Inequality, Child Protection & Welfare, National Action, Income and Early Years. A fundamental element of the campaign was the series of seminars held by the CRA, helping to boost its call for Budget 2024 to be a children’s budget, designed to break the cycle of poverty. As a direct result of the advocacy efforts, a pledge for increased funding was secured, focusing on lobbying for more special needs teachers and higher allowances. To effectively break the cycle of poverty, it was emphasised that early childhood interventions were crucial and needed to be addressed alongside support for school-aged children.




    In Spring 2023, the Department of An Taoiseach formed a Child Poverty & Wellbeing Unit based on the CRA reports. This initiative was the government’s response to providing the much-needed leadership in tackling child poverty and fostering children’s well-being. A Programme Plan is in place for Child Poverty & Well-being from 2023 to 2025, enabling the unit to focus on six critical areas for early action, which bring together policies and services to make a real impact on the lives of children living in poverty, starting with Budget 2024. The annual budget is crucial when the government outlines its priorities for the coming year. Given the government’s commitment to reducing child poverty, this unit will ensure that the budget reflects the ambition to improve the lives of children.




    On the education front, an extra €21 million allocation in capitation funding (an amount of money given to an organisation for each enrolled pupil by the government) was secured. This will provide much-needed support for primary and secondary schools. The CRA’s advocacy efforts led directly to an increased investment in Tusla Education Support Service (TESS). These funds will provide essential provisions such as additional Educational Welfare Officers and more support for interventions like the School Completion Programme, which will benefit children facing educational disadvantage. The Alliance’s Spotlight Solution in Education looks closer at the Home School Liaison Programme, which is being extended for the first time to support Traveller and Roma Children in non-DEIS schools. There was an increase in the number of babies receiving their developmental screening checks, from 53.6% in 2021 to 83.3% in 2022. This is a slow return to pre-pandemic levels of public health nurse visits to families in the first year of a child’s life. The CRA has been collecting information and actively lobbied for this kind of backing from the government.




    This year’s End of Poverty Week differed from previous campaigns by placing a new emphasis on Early Years. This focus manifested in the introduction of the Home Visitor programme, a new initiative funded to improve communication and connection between children and their families through home visits. The goal is to guide parents through the early stages of raising a family; this early intervention supports parent-child bonding and infant wellbeing, which delivers positive development outcomes. A proposal to improve subsidies, alongside plans to open up the National Childcare Scheme to Child Minders in the National Action Plan for Childminding Improvement, are future goals for the CRA.




    Looking at the statistics of single-adult households with children having a higher rate of child poverty of 23.8% versus those in two-adult households of 13.1%, these supports will provide essential childcare to single parents experiencing financial distress. This two-way communications strategy fostered mutually beneficial dialogue between the Taoiseach’s Office and the public, which helped raise awareness and gather support for struggling families.




    The fight for children’s well-being took centre stage in the run-up to Budget 2024. The CRA advocated a crucial measure: extending child benefit payments (or an equivalent) to children living in Direct Provision. While this was not implemented directly, the government recognised the success of the DEIS program, which supports disadvantaged schools. Taking a cue from this, the CRA called for a similar model in early years care. This resonated with policymakers, leading to a €4.5 million allocation in Budget 2024 for a new Equal Participation programme that will ensure all children and families have access to the resources they need in their early years.




    Despite the financial strain caused by Covid-19 and the Ukraine crisis, securing early childhood funding was a substantial advocacy victory. The organisation achieved a €1 billion commitment, five years ahead of schedule. Core funding will provide the essential foundation for early childhood services. Tackling the disadvantaged, funding will specifically target resources to support children from poor neighbourhoods. Most financial resources will be dedicated to National Childcare and Early Childhood Care & Education (ECCE) programmes – initiatives designed to nurture young minds. The ECCE programme offers free preschool education to all children. The Access & Inclusion Model (AIM) ensures that children with disabilities have equal access to ECCE. The National Child Care Scheme (NCS) makes childcare more affordable for families.




    Critical Analysis




    A child living in poverty has limited or no access to essentials like healthcare, housing, education and food. It is clear from the work of the CRA that eradicating poverty requires informed political decisions; therefore, it can be alleviated through the proactive advocacy of sustainable policy decisions. The government needs to be transparent in delivering its SDG 1 targets. The OCO goes some way to bridge this gap through its advice and complaints procedures in consultation with members of the public and the Government, but it is the constant advocacy and scrutiny of organisations like the CRA that are most impactful in holding officials to account. The End Child Poverty campaigns are well-organised, focused and feature strong panels of experts from academia, civic society, state agencies and senior civil servants. This gives legitimacy to the CRA, which ensures the government listens to and incorporates directly recommendations from this campaign to enhance children’s lives.




    The CRA’s End Child Poverty Week was a success in terms of public relations strategy. The event was meticulously organised, showcasing the critical role of effective management in a successful PR campaign. CRA executives demonstrated their leadership by both organising the seminar and participating as panellists. Notably, Tanya Ward, CRA’s Chief Executive, was prominent on the panel. The seminar was a prime example of integrated communication functions within an organisation. By focusing on communication, CRA created a two-way symmetrical dialogue model. This model fostered open communication between the audience, the expert panel, and government representatives, establishing a mutually beneficial relationship between CRA and the government. The free exchange of ideas and insights enriched the discussion and strengthened the CRA’s advocacy efforts.
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