


 

How to use this toolkit
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World Immunization Week 2015, which runs from April 24 – 30, is an exciting opportunity for Lions Clubs 

International to profile its work on reducing measles and promote the importance of immunisation. The global 

theme for World Immunization Week 2015 is: Closing the Gap.  

 

Lions Clubs include some of the country’s brightest and most innovative thinkers and doers. Lions are in a 

unique position to help close the gap. World Immunization Week is an ideal time to increase awareness, 

political commitment, funds and community support needed to close the gap and reach all children with the 

vaccines. 

 

By engaging different sectors during this week involved in immunisation, such as: individuals, businesses, 

religious groups, vulnerable groups, community leaders, organisations or government agencies, the Lions Clubs 

can help close the gap of more than 20 million children around the world who have not yet received the 

measles and rubella vaccine and strengthen immunisation services overall. 
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1 This toolkit has been created in collaboration with Gavi, The Vaccine Alliance – a strong partner of the Lions 

Clubs International (www.gavi.org).  

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The importance of Immunisation 

• Immunisation is widely recognised as one of the most successful and cost-effective global health 

interventions, saving up to three million lives every year.  

 

• About 1.5 million children die every year of vaccine-preventable diseases, according to the World Health 

Organization (WHO).  

 
• One out of every five children (21.5 million children in 2013) across the world does not receive a full 

course of even the most basic vaccines, including measles and rubella.   
 

• Kids don’t receive vaccines because stocks run out, health clinics are too far away, some people have 

misunderstandings about vaccines, data about coverage is poor, and politicians don’t prioritise 

vaccination or give it enough funding.  
 

• If countries improved routine immunisation coverage by an additional 2% per year, it would avert 

approximately 300,000 additional deaths due to vaccine-preventable diseases.  

 

• When kids are reached with vaccines, they can be reached with many other health services.   

 

Latest measles and rubella statistics 

• Measles is still one of the leading causes of death among young children, even though a safe and 

cost-effective vaccine is available. 

 

• During 2000-2013, measles vaccination prevented an estimated 15.6 million deaths globally making 

measles vaccine one of the best buys in public health. 

 

• Measles vaccination resulted in a 75% drop in measles deaths between 2000 and 2013 worldwide.  

 

• In 2013, there were 145,700 measles deaths globally – about 400 deaths every day or 16 deaths every 

hour. This is an increase of over 21,000 deaths compared to 2012 - representing a rising trend.   

 

• When children aren’t vaccinated, measles outbreaks can quickly sweep through a community.  

 

• Lions Clubs can help to vaccinate more than 600 million children against measles in 49 countries by 

2020, with support from Gavi, the Vaccine Alliance and its partners.  

 

• Closing the gap on measles coverage will not be easy. Global coverage has not changed over the last five 

years and remains stubbornly at 83%. The number of countries with ongoing transmission has only 

fallen slightly.   

 

• Reaching children who aren’t covered with measles vaccine is challenging –these children often live in 

some of the poorest rural and remote areas, or most densely crowded urban slums.  

 

• Closing the gap on measles requires 95% coverage of vaccination in every district. Even if national 

coverage is above 95% (reaching 95 children out of 100), just one poorly covered district is enough for 

this highly contagious virus to spread.  

 

• Global rubella vaccine coverage is just 40%. More than 100,000 children are born with Congenital 

Rubella Syndrome each year, leading to multiple birth defects such as heart problems, deafness and 

blindness. Adding rubella to the measles vaccine is a small cost, yet this is often a missed opportunity.  
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Lions Clubs International has greatly contributed to reducing the global burden of measles and 

rubella, but there is still work to close the remaining gap. There are more than 20 million children 

worldwide who have not yet received vaccination against measles and even more who have not 

received vaccination against rubella. 
 

Together, we can reach out and help close this gap. 

 
A. TOP LINE MESSAGES 

• Immunisation is widely recognised as one of the most successful and cost-effective global health 

interventions. Yet, one in five children still miss out on immunisation. 

• The Lions Clubs International is reaching out and helping to close the gap on the more than 20 million 

children worldwide who have not yet received vaccination against measles and even more who have 

not received vaccination against rubella. 

• Once vaccination coverage is raised to a high enough level, the measles and rubella viruses will have 

nobody left to infect. Closing the gap on the measles and rubella global targets can be achieved 

through strengthening immunisation systems, in addition to campaigns. 

• The Lions Clubs Measles Initiative and strong immunisation services help amplify each other’s impact 

and together will help close the gap on measles rubella vaccine coverage. 

• Let’s work together to close the gaps on these diseases and improve overall child health. 

 

B. How to help close the gap on measles and rubella 

• Closing the gap means families know where and when to go for immunisation, there are enough 

health workers, local leaders support health workers, and political leaders provide enough funding 

and support needed to pay for vaccines, health worker salaries and transportation.  

• Improving immunisation services helps sustain gains made and helps close the gap in coverage. 

• To help close the immunisation gap, we must reach children of vulnerable populations who are not 

yet vaccinated against measles and rubella. 

• Closing the gap on measles and rubella vaccination coverage and strengthening immunisation systems 

can only be achieved when countries have the strong political will to achieve them.  

 

C. Benefits of measles to routine immunisation 

• The Measles Initiative helps boost the health systems in participating countries by training health 

workers, improving vaccine storage, promoting safe injection practices and implementing surveillance 

systems to detect new measles disease outbreaks. 

• Measles campaigns often address other health concerns, such as other vaccines, medications or the 

distribution of insecticide-treated mosquito nets. 

• Immunisation services are often the first— and sometimes only— interaction that many families have 

with preventive health services. Measles campaigns can offer linkages to routine services, especially 

as the entry point into inaccessible areas and to marginalised communities.  

 

D. Advocacy with governments 

• National governments in measles-affected and measles-free countries play a critical role in providing 

the vaccines, paying health workers, providing transport, mobilising communities; finding and 

stopping disease when there are outbreaks.  

• Immunisation services are a cornerstone of the health system—a basic public good that virtually all 

governments provide to their populations.  

• Governments can improve immunisation by supporting a skilled supply of healthcare workers, and 

adequate data, facilities and effective cold chains.
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Suggested steps in planning your activities for World Immunization Week:  

1. Develop your key messages  

2. Mobilise other sectors and partners to get involved 

3. Plan events and share messages for the week – and beyond!  

4. Measure your impact 

5. Share your results and success stories 

 

1. DEVELOP YOUR KEY MESSAGES  

Consider the following points in mind when tailoring messages to your country/community:  

• Describe the most important measles and rubella immunisation issues in your area 

• Articulate the biggest blocks and gaps for immunisation in your town/region/country  

• Use the facts and figures (p3) as a guide to collect similar information to your region/country 

• Highlight success stories of the work done by Lions Clubs and others to improve the situation 

 

2. MOBILISE OTHER SECTORS AND PARTNERS TO GET INVOLVED 

Start planning in advance 

• Identify who needs to be involved to help manage official coordination and budget of the week 

• Identify civic groups, other agencies, NGOs and community leaders to work together  

• Identify volunteers and engage different types of businesses who could sponsor activities 

Engage a range of people to work together 

• Political will – national, provincial, city, neighborhoods leaders 

• Other agencies – health, recreation, education, sanitation, NGOs 

• Champions – the doers, local celebrities 

• Community – business, civic, and religious leaders 

 

3. PLAN EVENTS AND SHARE MESSAGES FOR THE WEEK 

Approach local partners with an outline of proposed activities and events for World Immunization Week 2015 

and ask for their involvement and support. Explain how their participation will increase their visibility and 

enhance their profile in the community.  

Be inclusive in choosing events 

Consider activities for people of all ages, cultures and income brackets, especially:  

• Marginalised groups and vulnerable communities (religions, castes, gender, professions) 

• Locations that may not typically be reached by Lions Clubs activities 
 

Communicate  

Once you decide on your messages and audience, develop a plan to get the word out in many different ways: 

• Work with local media to help publicise the events on radio, TV, in newspapers and online 

• Work with local businesses and community and religious groups to put out announcements and fliers  

• Use social media; reference events on local websites and those of partners 

 
4. MEASURE YOUR IMPACT 

Consider and document the following: 

o How many participants? 

o How popular were the week’s activities? 

o How much did local businesses and partners get involved? 

o What was public reaction to the week’s events and activities? 

 

5. SHARE YOUR RESULTS ANDS SUCCESS STORIES 

• Collect stories, photos, video and lessons learnt with the community, each other and online. 
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The list below provides a checklist of possible actions and activities with groups you may wish to involve: 
 

Lions Clubs Members  

• Attend routine immunisation sessions to speak with health workers, community members and 

caretakers to understand their needs/ challenges 

 

Policy-makers, local authorities, and political leaders 

• Hold a high-level policy discussion with political or community leaders 

• Hold town hall events where citizens speak with policy-makers about immunisation  

• Challenge elected officials to develop an action plan to promote immunisation and reach coverage 

targets within a specific period of time 

• Help establish an immunisation promotion board across different sectors in the city/community 

 

Health sector: doctors, nurses, administrators, public health personnel and volunteers  

• Link vaccine campaigns to the overall theme of World Immunization Week 2015 

• Stress the health sector’s direct responsibility to make sure every child receives the vaccines they 

need  

• Demonstrate what the health sector can do to improve access to immunisation services, particularly 

to those less advantaged, marginalised or in remote areas  

• Mobilise the pediatric association to make a commitment to eliminate measles and rubella and close 

the gap on immunisation coverage 

 

Education: teachers, students and children  

• Arrange an immunisation assembly with a guest speaker  

• Invite a doctor, nurse or community health worker to speak with students  

• Design a board game or quiz on immunisation and how it can improve your health  

• Create a poster or drawing contest for World Immunization Week  

 

Business owners, private sector 

• Involve car companies to use a megaphone in one of their vehicles to share immunisation messages 

• Have local businesses sponsor activities and events promoting immunisation in your area 

• Sponsor a company relay race to support immunisation 

• Initiate immunisation promotion activities in the workplace 

• Start discussions to secure contributions from the private sector - soap or sachets of washing powder 

that can given to mothers who bring their children for immunisation 

 

Cultural groups 

• Involve theatre groups to create street performances on immunisation  

• Engage local actors/personalities to be ‘town criers’ to promote immunisation messages  

• Sponsor a 10km walk, relay, biking, or sporting event to promote the importance of immunisation 

 

NGOs, civic, and religious groups 

• Share messages and engage/partner with groups who reach different marginalised communities and 

more remote communities than typically reached by Lions Clubs members 

• Secure the commitment of religious groups to mobilise their communities for immunisation  

 

In the media  

• Write letters to the editor or op-eds (p8, “newspaper contributions”)  

• Produce a public service announcement for TV or radio, promoting immunisation 

• Submit a news release on your event  

• Invite journalists, politicians, celebrities to bring their children for immunisation 

 

ANNEX 2: SUGGESTED ACTIONS AND ACTIVITIES FOR 

WORLD IMMUNIZATION WEEK 



7 

 
Before engaging with media, review and consider what you would like to accomplish. Doing this will help you 

to develop appropriate media activities and messages consistent to support your overall goals. 
 

When reviewing your communications plan, ask yourself the following questions:  

• Who is your target audience and what would you like them to do? 

• What messages would influence your target audience?  

• What types of media outreach would be efficient and cost effective?  

 

Understanding the media  

Members of the media are also members of the community. They will be interested in your messages as 

private citizens and as professionals. However to increase media coverage, you need to: understand what the 

media want in a story and make sure information is given clearly and in a timely manner.  

 

All reporters and producers seek similar story elements: action, people and substance. They look for audience 

appeal, issues that stimulate debate, stories that increase readership, and fresh perspectives on an issue. The 

media will avoid inaccurate or incomplete stories. 

 

Effectively engaging with the media 

Working with the media effectively is often a collaborative effort. There are usually several community groups 

working to promote their particular event. Work with partners in immunisation to get one clear message out 

to media during World Immunization Week.  

 

There may be other opportunities throughout 2015 to build on the momentum started from the World 

Immunization Week events and celebrations. Consider setting up a calendar of events, activities and 

programmes that are important to the community, which you could use to sustain your relationship with the 

media. Because the news media thrive on novelty, you will likely only generate significant coverage two or 

three times a year.  

 
Involve celebrities  

It can be helpful to involve celebrities including actors, musicians or sports heroes as spokespersons. It takes 

time and preparation to ensure the effective collaboration of celebrities, as they and their representative must 

be made thoroughly aware of the issue and you must clearly explain how you specifically want them to 

contribute to the event.  

 

Selecting the right celebrities  

• Choose individuals who are well known and respected within the country or community who are role 

models and who can draw positive attention to immunisation and are in line with the vision and 

purpose of the Lions Clubs  

• Consider celebrities from minorities communities who are missing out on vaccination 

• Invite personalities in music, film, sports and politics to speak about immunisation or bring their 

children to be immunised to generate media coverage  

• Engage a well-known person who lives nearby or is from your area  

 
Writing compelling news releases  

News releases should be one page, but no more than 1.5 pages in length. Include the five Ws: who is involved; 

what is happening; when it is happening; where it is happening; and why it is important to the audience.  

 

The release should start with an attention-grabbing headline. In one or two sentences, the lead paragraph 

should answer these five Ws. Most reporters decide whether or not to read further depending on the first 

paragraph. The second or third paragraph should include a quote reporters can use in their article.  
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Some story ideas include:  

• A profile of a celebrity or an immunisation advocate – what he or she has done and why 

• The barriers that exist to improving measles and rubella vaccine coverage and why 

• Personal stories of people’s experience with measles, rubella or other vaccine preventable diseases – 

especially if they are a celebrity or community leader  

• Launch of a partnership with a local business or organisation to improve immunisation coverage 

• A community innovation to promote immunisation, for measles, rubella or other diseases 

 

Media kits  

A media kit provides information prepared especially for the media and released on the day of the event.  

 

Examples of materials that might be included in a media kit are:  

• News release on World Immunization Week event, initiative or activities 

• Statistics on the prevalence of vaccine preventable diseases in your country, city or community  

• Information on Lions Clubs International and its work, and other partners and contact information 

• Brief biographies of key officials/speakers and spokespersons in Lions Club International  

• Photographs (most newspapers prefer black and white) and camera-ready graphics, such as charts  

 
Monitor your media relations  

Track your media contacts with a simple form documenting the name, organisation, date, time, and topics 

discussed with specific reporters. Reviewing the media contact forms can give insight on how many media 

enquiries were received, on which subjects, and whether enquiries are increasing or decreasing.  

 

Newspaper contributions 

Two tools for outsiders to express their views in newspapers are Letters to the Editor and short pieces that 

appear opposite the editorial page (known as “op-eds”). Most newspapers will usually consider up to two 

op-eds a year from one source.  

 

The piece should be quite short (ideally 300–400 words) and make a clear argument (for more funding for 

immunisation for example) with a call to action. Op-eds should be well thought-out, clearly written and 

persuasive; it should be sent by the head of your Club or someone of prominence who can speak from a 

personal perspective on measles and rubella and/or immunisation.  Personal anecdotes also help make the 

article more compelling. You should develop your main idea within the first two paragraphs. If you are 

responding to a specific article, put its title, author, and the date when it appeared in the first sentence.  

 

Engaging media to promote your activities 

There are a number of different ways to create and sustain media interest in your World Immunization Week 

events. Having a radio or TV station co-sponsor your event will highlight its commitment to health, as well as 

generate the potential for free publicity.  

 

Also arrange to have the event listed in local newspaper calendars and announced on television and radio 

stations. Send news releases two weeks in advance of the event. A few days in advance, call reporters and ask 

if they can attend. The day before the event, contact the selected media again to politely remind them of the 

event.  

 

Media engagement during and after your activities 

During the event, set up a media sign-in table and hand out media kits. Try to set up interviews with 

participants and introduce the media to the appropriate spokespeople. Have someone take photographs to 

illustrate future articles on the event and for social media use.  

 

Immediately after the event, send a news release to any reporters who were unable to attend and send 

follow-up letters to the editors to newspapers. You can also write a follow-up article for appropriate 

community publications, with photographs. Thank the community and participants, and inform them of the 

success of the event.  

 

It’s also important to measure and document the coverage of your World Immunization Week events. Record 

information such as how many people attended and how many volunteers were recruited. This information is 

useful for internal evaluation, as well as for post-event news releases.  



 

 

 

 

 

General tips 

• Encourage your supporters and champions to share your organisation’s social updates 

• Thank your supporters and communities by highlighting their efforts 

• A compelling photo with a short text (e.g. a question) is the best way to engage with your audience 

• Be personal: always write like you talk, with a subject and a verb 

• Be timely: post regular updates and respond to questions as fast as you can 

• Be honest: if you misfire, it is ok to delete, but do this in a timely manner 

• Be strategic: try to do a few things good – focus your efforts on one or two social channels 

 

Facebook tips (for organisations) 

• Facebook is about community building – your objective should be engagement (not page likes) 

• Instagram is integrated with Facebook – use your Instagram account to post photos to your page 

• Maximum engagement (likes, comments and shares) happens at 40-80 characters (short and snappy!) 

• Similar to Twitter, you can tag others in your updates (@) and tap into conversation with hashtags (#) 

• Using Facebook as your page to comment on posts by others helps to boost your page’s visibility 

• Make sure to like other pages with your page, e.g. the Lions Clubs, Gavi and immunisation pages 

• As your community grows, start to segment updates by language and location (e.g. state or city) 

 
Twitter tips (for organisations and individuals) 

• Twitter is about conversation, not broadcasting – remember to follow, listen and retweet 

• Each tweet must be no longer than 140 characters (including @handles, #hashtags, images and links) 

• If you mention someone in your tweet, make sure to include the correct @username (e.g. @Gavi) 

• Quality over quantity – only tweet stuff that you find interesting and relevant for your followers with: 

o A subject and an action verb 

o A time and a location (country, region or city) 

o A question and/or statement (e.g. “did you know that?”) 

o A key message and (if necessary) a link to a website 

o A @username if you want to target a user (e.g. @Gavi) 

o A hashtag (#) indicating the topic(s) you are tweeting about 

 
Suggested tweets (localise and tailor as needed) 

• Where you're born shouldn't matter. We must work harder to help all kids get the vaccines they need, 

wherever they live. #vaccineswork 

• A world free of vaccine-preventable diseases? Together w/ @Gavi & partners we can make 

#vaccineswork everywhere: http://youtu.be/P2mwk294J7Y 

• #Vaccines are one of the biggest #publichealth successes in history. They save millions of lives. 

#vaccineswork 

• #Measles is a highly contagious disease, killing on average 14 people every hour. But a vaccine can 

prevent it. #vaccineswork 

• The #measles vaccine has been in use for 50 years. It's safe, effective & inexpensive. More 

@lionsclubs http://ow.ly/JGjRk #vaccineswork 

• #Rubella – also vaccine preventable – is less fatal than #measles, but can spread from mother to child 

during pregnancy. #vaccineswork 

• The compelling case to #reacheverychild w/ #rubella vaccines: http://ow.ly/JDsqf via @CDCglobal 

@MeaslesRubella #vaccineswork 

 

Suggested Facebook posts (localise and tailor as needed) 

• Where you are born shouldn't matter – all kids deserve a good start in life. Let's team-up to 

#reacheverychild with #vaccines. [IMAGE: https://db.tt/tF8IdnDT Photo: Unicef/Habibul Haque] 

• #Everyparent deserves moments like these. Let's make sure all kids get #vaccines that most of us take 

for granted. [IMAGE: https://db.tt/xrDcT4J9 Photo: Gavi/Chris Stowers] 

• #India protects infants like this little guy against 5 diseases with 1 #vaccine. We think that's worth a 

like! [IMAGE: https://db.tt/afICJK9E Photo: Gavi/Oscar Seykens] 
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For more information or support in the planning of your World Immunization Week activities, please contact: 

 

WEBSITES 

 

Lions Clubs International Foundation - Measles 

www.lcif.org/EN/our-work/humanitarian-efforts/measles.php 

 

Gavi, The Vaccine Alliance 

 www.gavi.org 

 

The Measles & Rubella Initiative 

www.measlesinitiative.org/mi/ 

 

The World Health Organization – Measles 

www.who.int/mediacentre/factsheets/fs286/en/index.html 
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