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1: Introduction   5 

 6 

This strategy sets course for SAIH’s communication and advocacy efforts, both 7 
thematically and practically for 2021-2024.  8 

This strategy is a tool for anyone who communicates on behalf of SAIH, and will 9 
help us coordinate our activities and communicate clearly and with purpose.  10 

The communication strategy should be read in conjunction with SAIH’s Principle 11 

Program and Development Cooperation Strategy. On the basis of this strategy, we 12 

will create a communication guide for our local chapters. 13 

Overview:  14 
 15 

1. Introduction  16 
2. Communication 17 
3. Analysis 18 
4. Strategic choices 19 
5. Follow-up and distribution of responsibilities  20 

 21 

Principal goals for this period 22 
 23 
SAIH’s vision is for everyone to have access to quality education, in a world of equal 24 

distribution, and without violation of democracy and human rights.  25 

 26 
In line with our vision, we will work to achieve the following principal goals:  27 
 28 

• The target groups know SAIH as a clear and reliable voice for academic 29 
freedom, and the right to higher education globally.   30 

• The target groups are aware of the situation for students and academics in 31 
SAIH’s partner countries.  32 

• More students and academics in Norway know SAIH.  33 
• More students and academics in Norway engage as activists and supporters 34 

for SAIH.  35 

• SAIH achieves breakthroughs for our political campaigns. 36 
 37 



   
 

   
 

 38 
Key themes for this period 39 
 40 
Academic freedom  41 
Academic freedom is the students’, academics’ and institutions’ right and 42 

responsibility to seek out and express knowledge without fear of sanctions. SAIH 43 
will work to carry out measures to protect students and academics, and for 44 

Norwegian authorities and organizations for students and academics to condemn 45 
attacks towards this group, as well as promoting their professional rights.  46 

 47 
Equal higher education  48 
Equal higher education is about equal rights for everyone and access to quality 49 

higher education, regardless of socio-economic background, in line with the UN’s 50 
sustainability goal number 4 on quality education. We believe that this goal will be 51 

promoted through increased public financial support for global higher education, 52 

lower student fees, broad and progressive loan schemes and equal access to research. 53 
SAIH will work to achieve better terms for global higher education, and ensure 54 

higher education is given increased priority in Norwegian development politics. 55 
Equal higher education is non-discriminatory and inclusive. SAIH works against 56 

discrimination due to background, gender, sexual orientation, gender identity and 57 

gender expression (SOGIE), and for indigenous peoples’ and Afro-descendants’ right 58 
to autonomous and adapted higher education. SAIH considers decolonization as a 59 

part of this work.  60 

 61 

Global solidarity for academics and students  62 
Students and academics are important participants in the change in society, but they 63 
lack protection. That is why SAIH works for their freedom of association, freedom of 64 

speech and right to democratic participation. Furthermore, SAIH is working for 65 
students and academics to be prioritized in Norway’s work for human rights 66 

defenders. SAIH believes that students and youth should have greater influence in 67 

global forums. SAIH aims to be a devotee for Norwegian universities and colleges to 68 
take social responsibility, and contributes to promoting and respecting human rights 69 

in all stages of their work.  70 

This thematic prioritization implies that decolonization, which in recent years has 71 

emerged as a new focus area in the organization, continues as one of several sub-72 
themes in the organizations work.  73 

 74 
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 76 

2: Communication 77 

 78 
Principles of Communication  79 
SAIH uses a communication characterized by creativity, optimism, humour and 80 

suggestions for solutions, as well as playing a role challenging established structures 81 

and institutions.  82 

SAIH is a fearless and reliable organization that challenges stereotypes, and helps 83 
nuanced knowledge about how the world is connected reach target groups. 84 

SAIH’s work in communication and campaigns has an intersectional approach that 85 
reflects society’s diversity. 86 

Stakeholders and target groups - external 87 
• Students and academics in Norway are SAIH’s main target groups. Other 88 

applicable target groups include our members, Norwegian politicians and 89 

decision makers, other civil society organizations, global organizations, networks 90 

and decision makers, the population in Norway and SAIH’s global partners.  91 

Stakeholders and target groups - internal 92 
• SAIH’s members, volunteer activists, representatives and employees constitute 93 

our internal target groups.   94 

Guidelines for media management  95 
SAIH’s elected president will be the spokesperson as long as it is possible and 96 

convenient. In some cases, deputies and employees in the secretariat can be 97 

considered to act as spokespersons. Decisions on exceptions must be made in 98 
consultation with the president. 99 

Priority channels  100 
The available communication channels and the opportunities they create are 101 
constantly changing. Because of this, SAIH constantly considers which 102 

communication channels will be most effective to reach our target groups.  103 

SAIH aims to reach target groups through editorial media, social media, networking 104 

with other organizations, the website SAIH.no, events and partnerships with other 105 
organizations, as well as publications and newsletters.  106 

The secretariat will define which channels should be prioritized at any given time. 107 



   
 

   
 

3: Analysis 108 

 109 
Current situation 2020 110 
SAIH’s work in communication prioritizes campaigns, and has three campaigns 111 
every year. Several campaigns have reached a wide audience and achieved political 112 

impact, and have been successful both nationally and globally. SAIH has been a 113 
leading voice and “watchdog” when it comes to questions on aid communication 114 

and a more nuanced worldview.  115 

The down side is that SAIH is better known for individual campaigns than our 116 

global work and core thematic. As a result we have been phasing out two of our most 117 
successful campaigns since 2019, and started planning and building new projects.  118 

The local teams play an important role in SAIH’s work in communication. SAIH’s 119 
volunteers are the face of the organization on campus, and our most important 120 

channel to reach out locally. This also means that we are vulnerable to changes in 121 
capacity.  122 

A significant amount of Norwegian students support SAIH’s work through the SAIH 123 
tenners, 20 or 40 NOK that students donates to SAIH when they pay their semester 124 

fee. Nevertheless, SAIH experiences that lack of knowledge of the organization 125 
makes us vulnerable as a recipient of this support. This includes especially the 126 

student democracies, and the general student masses.  127 

At the same time, we experience that students have more ownership to SAIH than 128 

academics. We have not succeeded as much in engaging this target group.  129 

The Covid-19 pandemic has made local recruitment and activities challenging, and it 130 

also affects our ability to spread our word. This has led to new experiences in digital 131 
activism and local communication. 132 

SAIH has limited resources to use on communication regarding topics and projects 133 
outside our funding agreement with Norad. This has become clear in the work of 134 

decolonizing academia, where the topic plays an unclear role in the organization.  135 

Desired situation  136 
By the end of the strategy period, SAIH will be associated with the following topics: 137 

academic freedom, equal higher education and global solidarity with students and 138 

academics. We will be the ones media will contact when these topics are on the 139 
agenda.  140 

Partner organizations of SAIH play an important role in our work in communication, 141 

and the target groups are aware of the situation for students and academics in 142 

SAIH’s partner countries.  143 



   
 

   
 

More students and academics engage as activists and supporters in SAIH. Our 144 

members feel ownership of SAIH, our campaigns and global work in programs.  145 

SAIH can point to political impact within our key thematic areas.  146 

Framework conditions 147 
SAIH enters into a five-year funding agreement with Norad in 2021 related to our 148 
information work. This also obliges us to prioritize funded projects.    149 
 150 

4: Strategic choices 151 

As our work in communication and advocacy is partly financed by the information 152 

funding from Norad, which cannot be used for self-promotion, we have decided to 153 

divide our work in communication into two sections: campaign communication and 154 
self-promotion.  155 

Focus areas and main strategies  156 
Campaign communication should lead to increase knowledge, debate and 157 
engagement about academic freedom and the right to higher education, and we will 158 

work towards the following sub-goals in this time: 159 

1. Target groups increase knowledge and engagement around global situations 160 

for students and academics.  161 
2. Higher education and academic freedom received a higher priority in 162 

Norwegian development politics. 163 

The tenners, and increasing knowledge among students about what how the tenners 164 

are used, is a focus area related to self-promotion. It is important for us to reach a 165 
wide audience within the student masses. We will emphasize our local teams’ and 166 

other members’ roles as ambassadors for SAIH. Ensuring that they have access and 167 

will be exposed to updated and quality information about SAIH and our work, as 168 
well as feeling ownership to it, are important sub-goals.  169 

SAIH will annually implement a number of measures that will capture the attention 170 
of the target group in a sensational and strategic way. It is up to the secretariat to 171 

create specific action plans in line with the strategy and applicable funding 172 
agreements. Anchoring involvement in the member organization will be a priority.  173 

 174 

5: Follow-up and distribution of responsibilities 175 

SAIH develops annual action plans that specifies which measures should be 176 

executed in the period and by whom.  177 
 178 



   
 

   
 

We will develop a communication guide for local teams to make the strategy more 179 

available for activists, which can be included or be added to a local team manual. 180 

This will be executed by the communication department, in consultation with the 181 
working committee (AU) and the local teams.  182 

How do we measure our success? 183 
SAIH has developed routines for systematic performance measurement over several 184 
years. The work is based on available analytical tools, internal reporting systems, as 185 

well as paid services. 186 

SAIH’s members and activists will continuously be given the opportunity to evaluate 187 

the work in communication. 188 

Out self-promotional work will be measured in size of social media audience and 189 

mentions in traditional media.  190 

 191 
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