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•	 Establishing alternative mechanisms for urgent or niche areas of work alongside 
traditional hiring mechanisms will enable a top-tier government think tank to stay 
flexible and responsive to policy makers’ emerging needs and short timeframes. 

•	 A number of think tanks emphasise that actively recruiting people with strong technical 
research skills, as well as people who understand policy processes, has been critical 
to their success.

•	 A general guide to staff composition across comparative think tanks is: 50 to 80 
percent research staff, 10 to 35 percent support staff, 5 to 12 percent management 
staff and 2 to 2.5 percent human resources.

•	 Digital communications are crucial to real-time impact and are worth investing in. 
•	 Creating a tiered communication system will allow think tanks to prioritise 

communications resources and support research outputs.

Key Messages
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Abbreviations and 
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KDI : Korea Development Institute
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G
overnments around the world are dealing 
with increasingly complex problems and 
trying to better understand ‘what works’ 

to deliver real change for their populations. 
This means improved services, meaningful 
opportunities for all and economic growth. 
One way of addressing this is to create a well-
resourced think tank staffed by policy issue 
experts working closely with government. 
This would provide tailored advice directly 
to government to support evidence-based 
policy making. Indonesia is no exception; its 
government has a range of initiatives in place 
that are geared towards generating fast, 
effective, high quality policy advice.

There are various ways to establish and 
manage think tanks, and there is conflicting 
advice on which models work best. It can be 
hard to know where to start when setting up a 
think tank; it needs to operate at the highest 
level, and given the urgency of demand, it 
needs to operate quickly. What proportion of 
staff should be working on corporate or support 
services compared to research functions? 
How can senior management instigate quality 
assurance mechanisms that ensure a coherent 
‘voice’ across the organisation and high quality 
research without creating bottlenecks in short 
timeframes? These questions are often left 
out of academic literature on the subject and 
leading international think tanks are not very 
forthcoming on how they manage their internal 

Executive Summary

affairs. Internal management systems such as 
human resource systems, quality assurance 
protocols or communications operations remain 
undisclosed to the general public.

This paper tries to answer some of these 
questions in an open and practical way. It 
provides concrete guidance for those who 
want to operate effectively in this space. The 
authors interviewed a range of practitioners 
working on these issues in the world’s leading 
development think tanks, some of whom 
asked to remain anonymous. The paper 
tries to contrast how influential think tanks 
engineer their human resource systems, quality 
assurance mechanisms and communications 
and outreach to illuminate how we can best help 
governments get the advice they need, most 
effectively. UPIK is a concrete example of how 
knowledge and data analysis can inform policy 
implementation and contribute to improved 
public services. Moreover, UPIK serves as 
a mechanism to monitor mostly local policy 
implementation issues, which are often the 
reason development initiatives fail in developing 
countries (Andrews et al. 2012). UPIK clearly 
shows that the policy problem is not only 
about the content and formulation process, but 
also about its own implementation capability. 
This is characterised by four critical factors: 
communication, resources, dispositions or 
attitudes, and bureaucratic structure (Edwards 
III 1980).
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I
n October 2014, Indonesian President Joko Widodo held his first 
cabinet meeting and issued his four most senior ministers an urgent 
mandate:1 he asked them to identify policy changes that would 

remove ‘growth bottlenecks’ and help the country progress. This 
stemmed from the complexity of policy challenges that Indonesia 
faces today, such as current account deficits, rising inequality, 
comparatively low labour productivity and the slowest GDP growth in 
five years.2 The coordinating Minister for Economic Affairs, Dr Sofyan 
Djalil, took this request seriously and initiated the creation of a think 
tank to support evidence-based policy making for economic affairs. 
Initial plans suggest that this think tank, once established, will report 
jointly to Dr Djalil and the Minister for Finance. Beyond Indonesia, 
other countries are also planning to establish or reform existing 
government think tanks,3 and are asking how best to structure them 
for fast, effective, high quality policy advice.

1 The coordinating ministers for economics, internal affairs, maritime affairs and 
human development.

2 Reuters, 27 October 2014. 
3 Such as India’s National Institution for Transforming India Aayog, which was 

established in 2015 to foster involvement and participation in the economic 
policy-making process. For more information see: http://niti.gov.in/content/ 
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Given this undertaking, and by building on the 
work of a previous working paper on the subject 
(Mackenzie et al. 2015), this paper outlines 
some considerations on how to approach such 
a task. Several options are being proposed 
within the Indonesian Government, which this 
paper aims to complement. It draws upon the 
expertise of the Overseas Development Institute 
(ODI), the activities of the Knowledge Sector 
Initiative (KSI), and comparative models from 
several regions to provide practicable options 
for people working in this area to consider. 

Among other considerations, the particular 
focus of this paper is to look into and compare 
how strong think tanks engineer their: (i) human 
resource systems (including recruitment), 
(ii) quality assurance mechanisms, and (iii) 
communications and outreach. It assumes a 
working knowledge of basic terms outlined in 
the previous report (such as what is meant by 
the term ‘government think tank’). 

The comparative think tanks (‘models’) that 
were selected for this paper were drawn from 
a longer list that was detailed in the previous 
report and have been selected based on 
their perceived quality and success as policy-
influencing think tanks, in discussions with KSI 
staff. They were not limited to those in the region 
of Southeast Asia (though that was prioritised 
where possible), nor were they limited to think 

tanks specialising in economic affairs. 
The shortlist of think tanks consulted for 

this report were: (i) the Korea Development 
Institute (KDI), Korea, (ii) ODI, United Kingdom 
(UK), and (iii) a top think tank working closely 
on government policy also in the UK (who 
requested anonymity and for the purposes of 
this report, shall be called ‘the Institute’). The 
consultation involved a series of semi-structured 
interviews (typically one to three hours each) 
with operational and senior staff at each 
organisation. They were conducted from May to 
July 2015 using a pre-determined set of research 
questions.4 A light-touch literature review was 
also conducted for this report, though its focus 
was largely practical rather than theory based. 
Additional inputs were drawn from consultations 
with the Philippines Institute for Development 
Studies, the Behavioural Insights Team (‘the 
Nudge Unit’), and work currently underway to 
establish the Myanmar Development Institute 
by KDI and the Korea International Cooperation 
Agency (KOICA). Some comparisons are 
made to the National Team for Accelerating 
Poverty Reduction (Tim Nasional Percepatan 
Penanggulangan Kemiskinan or TNP2K), given 
its recent establishment as a successful think 
tank working directly to senior government 
officials in Indonesia. 

4 Available upon request from the authors.
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S
everal authors have written extensively on how to establish 
or improve human resources in think tanks. Some examples 
give more detailed information beyond the parameters of this 

report, such as Raymond Struyk who has written two books on this 
subject, one of which was published in 2015.5 The On Think Tanks 
website hosts recorded presentations and online discussions about 
the topic,6 and McKinsey & Company recently published an article 
assessing the benefits of diversity in human resources (Hunt et al. 
2015). Interviewees from human resource teams for this paper also 
referenced the Chartered Institute of Personnel and Development 
website, tools and published materials as crucial resources.7 The 
following information has been gleaned from interviews with ODI, KDI 
and the Institute, and does not rely heavily on existing literature.

5 Managing Think Tanks: Practical Guidance for Maturing Organizations (2007) 
and Improving Think Tank Management: Practical Guidance for Think Tanks, 
Research Advocacy NGOs, and Their Funders (2015).

6 http://onthinktanks.org/2013/03/04/managing-human-and-financial-resources-
a-ray-struyk-masterclass/ 

7 http://www.cipd.co.uk/ 

Human Resources 
Systems

2
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General Approach
The general approach taken by these 

organisations is to recognise that the quality 
of staff is paramount to success. Given the 
financial restrictions placed on the think tanks 
(most operate on the academic pay scale and 
have limited core funding, so cannot compete in 
salary stakes with private sector consultancies) 
they have found other ways to attract staff. 
Many believe the staff working for them place 
a high premium on: (i) notoriety (the brand of 
the organisation itself and its association with 
quality), (ii) flexibility of working conditions 
(pensions, leave and ability to work from home), 
(iii) ability to influence real world decisions or 
the way things are done in their sector, and (iv) 
a stimulating working environment (interesting 
issues and people to work with).

In its short time as a unit, the Institute has 
not actively had to seek high quality staff due 
to its prominent branding and reputation (aided 
by a strong, close relationship with the UK 
Government). It receives dozens of emails 
each week from people wanting to work for 
it, without any job being advertised. Its main 
problem however is being able to strike the 
balance between academics with expertise 
in their niche research area, and people 
with experience in how policy works and the 
practicalities (and speed) of government. This 
mix of disparate skills is harder to find. To solve 
this, it has: (i) designed its recruitment to filter 
for these people specifically, and (ii) created a 
short immersion course in the realities of policy 
making by placing staff members in local/
national government (for two to three days).

KDI has open and competitive hiring, which 
occurs quarterly and has been very successful 
to date. It has also found that people are keen 
to work for it due to its strong branding and the 
prestige of positioning close to Government 
decision makers. Notwithstanding its academic 
pay scale, it has attracted economists who 
could earn more in other sectors. However, 
KDI’s recent office relocation to Sejong City, 
which is 160km outside of Seoul, has been its 
biggest challenge. This has negatively affected 

its hiring potential (some candidates do not 
even turn up for the interview because of the 
distance), though this is anticipated to be a 
temporary issue.

General challenges across the models 
include: (i) the breadth of the human resources 
spectrum which needs to be covered by a 
responsive think tank reporting on a range 
of issues; (ii) flux in growth rate (for example 
TNP2K recruited less than 20 people in 2010 
and more than 150 in 2014); and (iii) limited 
availability of top tier professionals with mixed 
skill sets.

Most models describe their human 
resources approach as somewhat ad hoc – 
responding to the needs of the organisation as 
it has grown, with particular expertise required 
for different, changing projects. Flexibility to 
quickly adapt to these needs is key. Most have 
had a set of alternative hiring mechanisms to 
draw upon, for example creating a separate 
‘fast stream recruitment’ process, or by doing 
a bulk recruitment round where a record is kept 
of potential staff members who are deemed 
‘already suitable’ and could be contacted and 
drawn upon quickly in future. These are covered 
in more detail in the recruitment section of the 
report. 

Human Resources Teams
The models take relatively similar 

approaches to staffing their human resources 
teams, with between one and nine  human 
resource staff depending on the size of the 
organisation (typically equivalent to 2 percent 
of overall staff). For example, ODI has an 
annual budget turnover of approximately £ 26 
million (ca. IDR 515 trillion),8 and has 236 staff 
(2014). There are six staff, or approximately 2.5 
percent, dedicated solely to addressing human 
resources. KDI has 420 employees, with six to 
nine staff or approximately 1.5 to 2.1 percent, 
dedicated to human resources management.9 

8 1 GBP = 19,814 IDR (Reserve Bank of Australia 
exchange rate accessed 24/05/2016).

9 KDI has six staff in human resources and a further 
three staff in budget who work on human resources 
issues.
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The Institute has approximately 60 employees, 
with 1.2 people or 2 percent, working on 
human resources. When pressed to speculate, 
ODI and the Institute’s human resources staff 
recommended that an organisation of 20 to 
40 people would require at least one full-time 
human resources staff member.10 This should 
be determined by the dynamics of the think tank 
– whether there is high turnover for example, 
and growth relative to demand for expertise. 
The majority of human resources effort goes 
into advertising and recruitment. 

By comparison, TNP2K with a staff of 250 
has a dual human resource structure – one for 
recruiting for the Poverty Reduction Support 
Facility and one for TNP2K staff. TNP2K’s 
human resources section comprises a division 
head and approximately five paid staff members 
(recruitment and staffing manager, operations 
manager, assistants and interns). Their roles 
include recruitment, resource planning and 
management, job design and evaluation, 
performance management, staff development, 
contract management, compensation and 

10 Payroll was acknowledged as a separate position 
and skill set that would be additional to this.

benefits, and health and safety. 

General Staff Composition/Dynamics
The structures typically include a strong 

tier of senior management (for example, 
one executive director or president, one to 
10 directors of research and sometimes an 
additional tier of five to 10 heads of programme, 
depending on the size of the organisation).11

The composition of staff (breaking down 
the number of researchers, to support staff, to 
management) varies across the models.12 This is 
represented in the graph below. The Philippines 
Institute for Development Studies has  50 
researchers (58 percent), 25 support staff (30 
percent) and 10 members of management 
(12 percent). ODI has 126 researchers (53 
percent), 82 support staff (35 percent) and 28 
members of management (12 percent). KDI has 
320 researchers (76 percent), 80 support staff 
(19 percent) and 20 members of management 
(5 percent). The Institute has 47 researchers 
(79 percent), five support staff (8 percent) and 
eight members of management (13 percent).

11 There were other titles used for these positions 
across the models, but the roles remained 
consistent.

12 Support staff includes IT, finance teams, 
communications and human resources, among 
other functions.
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Figure 1:  Staffing Composition across Models (Percentages of Total Staff)
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All models asserted it was important to invest 
in support staff (such as a communications 
team and information technology personnel) to 
achieve good outreach and high quality products. 
In several models, the communications teams 
were not classified as support staff but were 
considered another variety of researcher, 
emphasising their focus on uptake. The Institute 
stated that it was able to rely on the Cabinet 
office for some support and a charity sector joint 
venture partner (its sponsors) which lightens 
its support load. This includes some media/
press management, payroll and information 
technology needs. Other findings revealed that 
most models have a relatively even split of 
male and female staff (ODI had the least equal 
split: of ODI’s 236 current staff, 65 percent are 
female and 35 percent are male).

Almost all of KDI’s staff are Korean 
nationals. This is likely due to the language 
needs of KDI’s work and its close relationship 
with the Korean Government. For the Institute, 
approximately half of its staff are British, one 
quarter are from the European Union and 
one quarter are international (non-European). 
TNP2K found that hiring international staff was 
very expensive compared to Indonesian staff. 
It calculated the average cost of a national hire 
was AU$ 2,500 (ca. IDR 24.5 million)13 whereas 
international staff hiring costs averaged AU$ 
13,500 (ca IDR 132.8 million).14 The relocation 
costs of international staff raise the average 
significantly.15

Standard Recruitment Mechanisms
Most models use standard recruitment 

mechanisms refined over the years, with 
statistical information and research to better 
identify their key markets. For example, ODI 
moved away from paper-based advertising to 
website and online platforms several years 
ago. The highest ranked source of ODI job 

13 1 AUD = 9839 IDR (Reserve Bank of Australia 
exchange rate accessed on 24/05/2016).

14 Aggregating national and international staff. 
2013 IPMA-HR Benchmarking Survey, TNP2K 
Recruitment (sourced from author).

15 Such as mobilisation, housing and transit costs.

applications is advertisements on the ODI 
website itself. ‘Word of mouth or referral’ is 
cited as the second most common source for 
ODI job candidates. ODI typically advertises 
its positions on employment sites including: 
ReliefWeb (which is free of charge); CharityJob 
(fee of £ 99 per role advertised, ca. IDR 
1.9million); and JobsUK (fee of £ 225 per role 
advertised, ca. IDR 4.4 million). More recently 
it has started using DevEx (fee of £ 250 per 
role advertised, ca. IDR 4.9 million). Being able 
to ‘bulk buy’ a number of advertisements with 
these websites is easier for a larger organisation 
with ongoing recruitment needs. For more 
niche expertise, ODI will place advertisements 
in the Guardian (for political and governance 
specialists) or the Economist (for economic or 
financial expertise). These have a higher fee of 
£ 625 per advertisement (ca. IDR 12.3 million), 
are typically reserved for more senior roles, and 
attempt to attract ‘passive candidates’ who are 
not necessarily job hunting.

ODI is increasingly attracting candidates 
through existing staff networks, something its 
human resources section is actively trying to 
harness. Positions are also advertised through 
ODI’s LinkedIn page and senior staff members 
are encouraged to pass these advertisements 
on to their connections. All jobs are promoted on 
Twitter and ODI’s Facebook page and staff from 
relevant teams often include information about 
upcoming positions in their auto-signatures. 
This is a newer approach and candidates are 
beginning to cite Facebook, for example, as 
where they saw the position advertised. All 
candidates must pass the UK’s Resident Labour 
Market test if they are not from the European 
Economic Area.16

After advertising the roles, most models 
use a particular selection process to ensure 
they recruit the exact skill sets they need. For 
example, the Institute uses a four-step process 
to filter applicants. Their initial recruitment 
involves an online test for rigorous understanding 

16 Resident Labour Market Test: http://www.
workpermit.com/uk/tier-2-visa-resident-labour-
market-test.htm 

http://reliefweb.int/
http://www.charityjob.co.uk
http://www.jobs.co.uk
https://www.devex.com
http://jobs.theguardian.com
http://jobs.economist.com
http://www.workpermit.com/uk/tier-2-visa-resident-labour-market-test.htm
http://www.workpermit.com/uk/tier-2-visa-resident-labour-market-test.htm
http://www.workpermit.com/uk/tier-2-visa-resident-labour-market-test.htm
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of methodology in their niche research area 
(related to economics). This ensures candidates 
know the field in detail. Then there is a test 
to ensure that candidates can communicate 
complex ideas in plain language, followed by a 
panel interview testing expected capacities on 
technical aspects, the ability to think outside the 
box and the ability to work well under pressure. 
An additional simulation exercise in a team is 
sometimes included to determine values and 
the way candidates interact with people. There 
is a final speed interview led by a selection of 
the Institute’s staff.

Most models incorporate some version 
of this to recruit the best staff, where timing 
allows. ODI has a minimum of two interviews 
for research staff, a technical presentation 
and an assessment of a written sample for 
research fellows. While KDI has a similar 
recruitment process, it uses particular 
international forums which it knows will attract 
its target group. Approximately 90 percent of 
KDI staff are recruited through the American 
Economic Association annual conference 
for economists, held in the United States.17 

Alternative Recruitment Mechanisms
Flexibility to quickly adapt to changing needs 

is critical. Beyond the standard recruitment 
approaches some models have a set of 
alternative hiring mechanisms to immediately 
draw upon when in need. For example, by doing 
‘bulk recruitment’ a record is kept of potential 
staff members who are deemed ‘already 
suitable’ and could be promptly recruited in 
the future, having already formally met the 
requirements. This creates a ‘standing pool’ or 
roster of pre-approved people to draw from.18 

The second mechanism is to have a 
designated separate ‘fast stream recruitment’ 
mechanism for short-term, political 
assignments. This involves creating a pool 
or roster of pre-approved candidates and 

17 https://www.aeaweb.org/conference/about 
18 For example, TNP2K uses this technique. Suitable 

staff could typically be retained on record for up to 
six months.

assigning certain categories for which this fast-
stream recruitment is allowed. For example, on 
occasion TNP2K has had to respond to urgent 
organisational needs, requiring talent to be 
hired no more than one month after the request 
for an approved position. This is much faster 
than standard marketplace timeframes. TNP2K 
also had work that was politically sensitive and, 
due to the short-term nature of the assignment, 
lacked long-term job security and internal 
career path opportunities.

The third mechanism is to have ‘research 
associates’ who are not formally hired by the 
think tank but an extension of it (often former 
staff members) who are now independent 
but could be drawn upon for work. At ODI for 
example, 75 research associates are given 
an email address and allowed to claim that 
they work ‘in association with’ ODI, delivering 
products as part of an ODI team, though housed 
independently. In a similar vein, the Institute 
draws upon the UK Government’s graduate 
scheme and has up to three graduates undertake 
placements (or ‘rotations’) at the Institute for six 
months. This has been described as a triple-
win scenario for the Government, the graduates 
and the Institute.

Most of the think tanks draw on standardised 
job descriptions, differentiating between junior 
and senior researchers. For example, ODI 
uses the terms Research Officer and Research 
Fellow. Several consultations revealed that in 
reality most experienced managers would also 
consider whether staff would be a cultural fit for 
the organisation or specific team.

All of the models have moved from a skills-
based recruitment strategy to behaviour-based 
recruitment (examples of actual experience are 
required at interview rather than hypotheses), 
supported by a competency-based framework.19 

Several models cite the need for 
consistency between terms of reference and 

19 Typically, once established, recruitment for research 
staff would involve two interviews, two publications, 
one written sample and one presentation. For 
non-research positions (communications, finance, 
IT), recruitment involves one interview and one 
presentation.

https://www.aeaweb.org/conference/about
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actual jobs, which requires regularly updating 
the organisational structure and liaising with 
management. Standard contract categories 
and pay scales are essential, accompanied by 
standard job grades and titling. Internal equity 
in pay and benefits is crucial.

Software to Manage Human Resources
The recommended software programmes 

for recruitment were Advorto if on a budget and 
Taleo if there was ample core funding. These 
are both web-based applications. Advorto is 
useful for job creation, advertising, generating 
automatic emails to update applicants and 
helpful shortlisting functions. Taleo, while more 
expensive, is used by most large private sector 
firms and provides ‘cradle to grey’ support 
throughout the working term of a staff member, 
from hiring to leaving. Taleo has all the functions 
of Advorto but with additional functions such 
as leave balance, performance management, 
cross-referencing with other team members 
and other helpful tools. The recommended 
software programmes for payroll were Oracle, 
or Preceda if there was sufficient funding.

As a human resources information system, 
Replicon (cloud-based time-tracked software) 
was used by one of these think tanks. While 
it was viewed as being a good tool in theory, 
it was often not implemented properly. The 
tool helps track the time invested in projects 
by researchers, milestones and expenses for 
travel. SAGE 1000 is a web-based application 
which is used as a tracking device for think tanks’ 
general activities. It allows for straightforward, 
intuitive finance tracking, project management, 
storage of information (documents and 
PowerPoints), commercial development 
tracking, linking activities to strategic objectives, 
and enables management or human resources 
to run reports (on areas such as marketing or 
communications overviews).

Policies
Policies for the think tanks that are typically 

in place to guide human resources systems 
reflect national legislative requirements. 

Policies typically cover topics such as providing 
for equal opportunity, people with disability, 
leave standards for staff members, grievance 
handling, performance management and 
dealing with absence. One think tank-specific 
protection that both the Institute and ODI 
employ is an intellectual property clause in their 
staff contracts to protect the ownership of the 
work undertaken.

Salary benchmarking is typically correlated 
with international standards such as the Hay 
Group’s salary comparison tools (recognised 
for its global salary scale).20 While KDI has 
used a system approximate to the academic 
pay scale to set its salaries to date, it is aware 
that its geographic relocation may require it 
to revisit this. ODI uses the academic pay 
scale for its staff, and uses a job grading 
system developed by the Hay Group to ensure 
jobs are paid appropriately for the level of 
expertise required. The Institute insists that 
its regular salary benchmarking is key to its 
ability to operate effectively. It advises that 
after allowing for the first year of ‘settling and 
brand building’ any think tank should undertake 
salary benchmarking to determine its range. 
After the Institute moved out of UK Government 
systems (becoming semi-privatised, though 
still under the auspices of Whitehall), it needed 
to compensate staff salaries due to the 
removal of access to Government pensions. 
The Institute recommend an annual review of 
salaries after the first year of operations, and 
that this be explicitly budgeted for (typically 
£ 7000 in the UK, ca. IDR 138.6 million).  

Resourcing 
How an organisation meets its operational 

costs largely depends on whether the model has 
core funding or relies on commissioned work for 
its income. The Institute and ODI do not have 
core funding. KDI had 100 percent core funding 
until the 1990s when it moved to 60 percent core 
funding and 40 percent commissioned project 
income. Fee rates for work undertaken by 

20 Hay Group website: http://atrium.haygroup.com/uk/
our-products/pay.aspx 

http://atrium.haygroup.com/uk/our-products/pay.aspx
http://atrium.haygroup.com/uk/our-products/pay.aspx
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researchers are set, and reflect staff seniority. It 
is expected that of the funding that researchers 
bring in through project work, approximately 20 
to 40 percent goes to financing central costs 
of the organisation (office rental, information 
technology support, insurance and printing). 

Implementation Issues to Note
There are several other implementation 

realities worth noting, including: 
• Encouragement to hire support staff who 

genuinely want to be support staff, not 
become researchers (using the role as 
a stepping stone). This prevents high 
turnover rates, which are costly burdens 
in human resources.

• Recognition that internship programmes 
can be helpful resources that are 
mutually beneficial to the interns as well 
as the organisation. TNP2K uses this 
successfully.

• When KDI was established it had an 
active recruitment policy to entice well-
educated Korean diaspora working 
overseas to return. This was conducted 
by the President of KDI who ‘personally 
made overseas trips to recruit the 
brightest Korean economists studying 
abroad’ and aimed to reverse the ‘brain 
drain’ overseas (KDI 2014). 
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S
everal authors have written extensively on how to improve 
quality assurance mechanisms in think tanks. Andrew Selee 
(2013) wrote a book on this subject, as did Kevin Welner 

(2010). Raymond Struyk’s two books address it (2007, 2015), and 
the On Think Tanks website has published opinion pieces and blogs 
on the topic (Mendizabal 2012; Mendizabal 2013; and Echt 2012). 
The following information is drawn from interviews with ODI, KDI 
and the Institute about their systems and how they are applied. 

General Approach
Quality assurance is a constant concern for most of the models 

consulted. Organisations felt that there was always room for better 
resourcing, and that often the organisation was ‘on a treadmill’ to meet 
contractual requirements or move onto the next project without having 
time to polish the quality of the products. This was acknowledged 
as being a crucial problem, given that credibility and the perceived 
quality of the organisation are key to attracting good staff and new 
work. The senior management’s vision, values and culture were all 

Quality Assurance 
Mechanisms

3
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cited as being important to setting the tone of 
the quality standards.

There are typically two kinds of outputs 
produced by policy think tanks: (i) documents 
called ‘external products’ which are intended 
for publication, and are directed at the general 
public or an audience beyond the institution; 
and (ii) documents known as ‘internal products’ 
that are intended only for a key policy maker 
(such as the minister for finance) who has 
commissioned/requested it. These are not 
intended for public release. Quality assurance 
systems typically focus on external products, 
although they can also be applied to internal 
products.

Several organisations said their models 
led to the volume of output decentralising 
quality control. Some had one full-time staff 
member working on publications, though most 
publications were almost completely assigned 
to researchers to do themselves. Several had 
recently amended the formal institution-wide 
sign off system (such as ODI). Many agreed that 
this would be less of an issue for an organisation 
with adequate core funding, as it could afford 
to invest in a strong communications team who 
could undertake quality assurance.

Quality Assurance Systems
There are three main quality assurance 

systems in place across the models surveyed. 
All systems seem to work well in practice, 
and are applied depending on the size of the 
organisation, its target audience and volume 
of research produced. Several models had 
a combination of these systems in place, 
depending on the product in question. 

Peer review is a mechanism found 
commonly across these three quality assurance 
systems, to varying degrees. Documents are 
peer reviewed by several internal or external 
researchers who are experts in the subject 
matter. This mechanism is often required 
by organisational policy, though rarely ever 
formally checked in practice. The peer reviewers 
are often chosen by the author/s (and are 
dependent on availability). They have a short 

time to review the material and comments are 
‘considered’ or ‘taken on board’ by the author/s. 
In the early days of the Institute, staff writing 
reports would ask the head of operations to 
‘select someone from your hat’ (to nominate 
someone at random to peer review their work). 
Over time, they realised that the peer reviewer 
needed to be involved over the life of the project 
rather than just at the end. They have adapted 
a more formal peer review appointment process 
which sees an expert on the subject matter from 
within the Institute or a senior member of staff 
appointed as peer reviewer at the outset of a 
project. This person plays a quality assurance 
role and peer reviews the work formally at the 
end of the process.

KDI is the exception in that it has a highly 
developed peer review mechanism that is 
followed through and carefully monitored in 
practice, which is seen as key to the quality 
of its products. The organisation has an active 
publishing committee overseeing quality, as 
well as three interim seminars that reports need 
to pass before publication or release to the 
client. At these seminars, the author presents 
his or her work and ideas and fellow staff 
members are invited to review the approach 
and findings, question the logical assumptions 
and prompt a defence by the author. This is 
for longer research reports, but rarely for short 
policy briefs.

The first quality assurance system is 
a decentralised system whereby each 
researcher (and his/her manager) is responsible 
for meeting an unarticulated but ‘understood’ 
standard of quality. This quality standard is 
implied through the leadership and/or the 
seniority of the audience (reports to policy 
makers at the highest decision-making levels 
imply immaculate quality standards). Managers 
informally peer review the work of researchers 
and offer comments or edits before it can be 
submitted to clients or external policy makers. 
This system is evident in long-established, 
medium-size organisations, though considered 
not ideal due to the lack of review beyond 
the team. The Institute and ODI both use this 
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approach to some degree for low visibility or 
minor work.

The second system is a gateway system 
whereby the executive director (or otherwise 
titled head of the organisation) is responsible 
for signing off all work produced. This includes 
PowerPoints, blogs, brochures, policy briefs 
and reports. The Institute predominantly 
employs this approach. This makes for a 
very time consuming and centralised quality 
assurance system, but one that ensures: (i) 
management is aware of all products being 
developed internally, and (ii) it can ensure ‘one 
voice’ for the products being released and some 
coherence of messaging. KDI’s formal peer 
review system can be described as a gateway 
system. Delays or bottlenecks were cited 

as occasional problems with this approach, 
and some expanded this quality assurance 
system to include approval by the head of 
communications, through delegated authority. 

The third quality assurance system is a 
formal tiered system where products are 
formally categorised based on their importance 
and intended visibility, and a structured quality 
assurance system is applied depending on their 
categorisation. This is ODI’s current approach to 

quality assurance. ODI reports are categorised 
as either tier one (highly visible and important 
topics – no more than four selected annually), 
tier two (of medium significance and some 
visibility globally) or tier three (limited reach, 
largely technical audience and less visible). 
The quality assurance system is different for 
products in each category. The products in 
tier one require peer review by at least three 
external subject matter experts (sometimes 
internal reviewers are permitted), as well as 
final approval from the director of ODI and head 
of communications. Tier two requires a formal 
peer review and sign off by either the director of 
ODI or head of communications, while tier three 
requires sign off by the head of programme. 
These tiers are shown below.

Implementation Issues to Note
In reality, some of these quality assurance 

systems were applied in an ad hoc manner 
across teams within organisations. Most models 
stated that, despite having an organisational 
policy, the realities varied across the teams 
depending on leadership. The organisations’ 
approaches to quality assurance have also 
changed and formalised over time. Most 
models began with a fairly relaxed system 

TIER 1

High external opportunity
Unique, strong research
High influencing possibility
Wider public interest
GLobal reach

TIER 2

Strong research potential
Regional. developing
world audience
Specialist media
External opportunity

TIER 3

Specialist audience
Strong technical/academic work
Promotion on own channels
(website, twitter, blogs)

COMMUNICATIONS PYRAMID

STRATEGIC TIER 1

STRATEGIC TIER 2

STRATEGIC TIER 3

QUALITY CONTROL   •   COM
M

S SUPPORT

Figure 2: ODI’s Communications Pyramid

Source: ODI Communications Strategy: Tiered Approach, page 12
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which became more explicit and structured as 
their repute and resources grew. 

It is worth noting that some staff had concerns 
about the sheer volume of publications, and 
the presentation of the content. In an all-staff 
questionnaire, ODI found that 63 percent of 
all respondents said there were too many 
publications by the organisation, 95 percent 
said these were not accessible to non-experts, 
and staff worried that these publications were 
not topical or timely enough. Some 80 percent 
agreed that they needed to improve their ability 
to construct strong media and policy messages. 

Another pragmatic reality of working directly 
with policy makers was the need for alternative 
referencing mechanisms. KDI chooses to keep 
its referencing confidential in shorter reports, 
such as policy briefs, for select audiences. This 
means that they can be more forthcoming and 
direct with their advice, and sometimes keep 
sources anonymous. It also allows them to 
swiftly produce the reports, when a policy issue 
comes to light that requires a fast response.
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Communication and 
Outreach 

S
everal authors have written extensively on how to improve 
communications and outreach in think tanks. Beyond 
publications by ODI and its Research and Policy in Development 

(RAPID) programme, the M&C Saatchi Foundation has produced 
a report (partially detailed below), DFID has produced reports on 
the topic and On Think Tanks has written blogs and articles. This 
literature is drawn upon for this section, and supplemented by 
information from interviews with ODI, KDI and the Institute about 
their systems and how they are applied. There is a resources list at 
the end of this section with hyperlinks.
 
General Approach

A communications strategy for a think tank needs to carefully 
identify key objectives, target audience(s), messaging for those 
audiences (as well as who should be the messenger), communications 
channels, resources and staffing, and finally how to monitor, 
evaluate and learn from those communications (Hovland 2005). 
Objectives are the key to the success of a communications strategy. 
They should be closely aligned with organisational objectives to 
ensure that the communications strategy is organisationally driven 
and therefore strategic, rather than simply being reactive and purely 
communications driven (IIED 2011). Communication is also not a 
purely linear process (dissemination), but should be multi-directional, 
audience driven, and incorporated into planning as early as possible 
(Shaxson 2010).

4
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Communication and outreach strategies 
are highly dependent on the audience. 
Research on policy influence and change in 
international development by M&C Saatchi 
for the Bill and Melinda Gates Foundation in 
2012 identified three key external audiences: 
interested citizens, government decision 
makers and influentials. Interested citizens 
are those members of the public who have an 
interest in the topic of research or the policy 
it relates to, and will likely read accessible 
material. Government decision makers include 
the senior members of government (such as 
ministers and their direct officers) and mid- and 
lower-level bureaucrats who work on policy 
issues or related implementation activities. 
Finally, influentials are typically academics, civil 
society leaders and key journalists who may all 
play some sort of brokering role in the policy 
process. 

The three groups require differences in 
approach. The organisations consulted for this 
report targeted government decision makers, 
influentials and interested citizens. However, 
for the purposes of this report, we will focus 
on government decision makers and external 
audiences (incorporating interested citizens 
and influentials as one group). This format 
allows for a clearer set of options – or menu – 
for later consideration when such decisions are 
made.

Targeting Government Decision Makers
A range of actors and organisations in the 

UK have influenced ODI’s communications 
and policy engagement. For example, a policy 
advisor with experience at the highest level 
of UK Government and international forums 
(including the G8 and G20) presented on this 
topic at ODI in May 2015. He discussed well-
known constraints that policy makers face, 
including a limited appetite for academic 
nuance, short time frames and, at times, being 
ideologically driven.

He listed five things for any policy think tank 
to avoid when providing written or verbal policy 
advice:

1. Do not write irrelevant questions. If policy 
makers have no scope to implement a 
policy change, do not waste their time.

2. Do not write badly. Avoid long, turgid 
sentences in the passive voice, full of 
caveats and qualifications. 

3. Do not emphasise the complexity or give 
context-specific answers. Policy makers 
are fully aware of complexity, and highly 
intelligent. They operate in an environment 
that does not afford them the luxury of 
addressing complexity.

4. Do not make recommendations that are 
not actionable.

5. Do not give recommendations that are 
politically unfeasible.

He then listed ten things that policy think 
tanks should actively do when providing written 
or verbal advice:

1. Present findings in plain language. He 
emphasised the benefits of presenting 
information in a similar way to a media 
release in terms of what it would achieve 
for the minister – results heavy.

2. Present simple ideas. He attributed the 
genius of Amartya Sen to his ability to 
make complex ideas simple.21

3. Present how things could be done 
differently – the need to delve into the 
‘behavioural hows’ and provide a set of 
costed policy options.

4. Give clear, compelling data to underscore 
recommendations.

5. Identify a clear problem, amenable to a 
solution. 

6. Think like the private sector throughout 
your engagement and develop your own 
research and development (R&D) about 
your products. Test what works over 
time, and what styles/formats achieve 
more uptake by the minister.

7. Ensure your evidence is based on rigorous 
methodology – so it is defensible, in case 

21 For example, that famine is not caused by there not 
being enough food, it is caused by the inability to 
access the food that there is.
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they take your advice and are questioned 
later.

8. Engage early, at the right time in the policy 
cycle. Get senior advisors to the minister 
to co-create the report scope with you.

9. Ensure top quality of your actual 
ideas – write on topics that are intuitively 
appealing and already starting to be 
queried or discussed in public forums. 
What do people enjoy talking about or 
solving? 

10. Play a bridging or brokering role. Rather 
than consistently producing original 
work, sometimes it is more useful to 
act as a bridge between academia and 
government, marshalling and synthesising 
ideas, or to ‘piggyback’ and collaborate 
with other organisations. 

The Institute adds recommendations for 
writing specifically for policy makers: 

1. Do not assume knowledge by policy 
makers. Always outline (concisely and 
clearly) basic concepts that may seem 
obvious to you, to ensure you are working 
from the same assumptions or foundations.

2. It is important to mention the good and 
bad things that come out of your trials 
or research. Celebrate the trials that do 
not work. Policy makers are interested in 
hearing these failures too as it helps them. 
Do not hide bad findings from them.

Other considerations drawn from the RAPID 
Outcome Mapping Approach (ROMA) include 
being across the upcoming issue agenda, 
knowing your policy windows in advance 
(budgets/DPR sessions), staying on the 
political pulse to be relevant, using brokers/
other messengers when appropriate as well as 
your direct channels, and listening carefully to 
your audience.22 

Targeting Influential People and Interested 
Citizens

22 Techniques for how to approach these are all found 
in the ROMA guide at: www.roma.odi.org.

The M&C Saatchi report found that interested 
citizens typically did not go out and seek 
information, but derived it from passive sources 
such as mass media, particularly television and 
news websites. It found that influentials valued 
traditional media, particularly certain key global 
brands (the Economist, BBC, Financial Times 
and New York Times). Blogs were generally 
considered less reliable but interesting as a 
personalised perspective on a topic and a way 
into research. Twitter was used sparingly (for 
reliable brands/people only) and Facebook was 
largely disregarded. Face-to-face meetings, 
emails and conferences were still highly trusted 
sources of information. 

In 2015, ODI conducted a short survey for 
the Centre for International Forestry Research 
(CIFOR). One of the key survey findings was 
that global audiences (including Indonesia) 
predominantly found out about CIFOR research 
on forests and climate change through 
publications, the e-newsletter (which highlights 
a range of content), followed by scientific 
journals and CIFOR’s Forest News blog 
platform. These findings are just a snapshot 
from one organisation, and channels will 
depend on priority audiences and their context. 
It is therefore critical that communication and 
engagement objectives are developed and 
outputs tailored accordingly. 

Volume and Composition
The models consulted produce a very high 

volume of reports annually, and for a range of 
audiences. KDI produces between 300 and 
500 short reports per year for the Government 
of Korea and beyond. KDI researchers also 
regularly attend various committees and 
seminars, and are on ministerial bodies and 
taskforces. The Vice President estimates that 
staff attend approximately 500 meetings per 
year, and the President of KDI attends a high 
number of these. The Institute only produces 
one annual report, otherwise its reports are 
all client facing and not necessarily published 
externally (although it depends on what the 
client requests). The Institute estimates that 70 

http://www.roma.odi.org
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percent of its work is for government, with 30 
percent for the public, externals or influentials. 
It tries to make trial results available on its 
website if the client or government allows. 
ODI is the most externally facing of the three 
organisations and tries to reach a broad range 
of audiences, represented in the diagram below. 
ODI tries to publish as many of its reports 
and working papers as possible and in varied 
formats, for example, shorter summaries, briefs 
and infographics. 

Specific Activities Underway
Several models stated that they were 

undertaking the following approaches to better 
communicate their work externally.

Build key partners. Building on existing 
current activities and partnering with strategically 
placed key think tanks/academic institutions 
to disseminate publications or hold events. 
These could be globally renowned institutes 
or respected institutes in the South. KDI stated 
that it takes an ad hoc approach to this, and 
allows relationships to develop naturally. 

However, its president recently emphasised 
that new graduates place importance on 
building networks. 

Develop an influencing plan. Identify 
key target audiences in the developing world: 
these could be influential policy makers, 
philanthropists, academics or journalists 
who are most likely to help an organisation 
achieve outreach goals. Adopt a plan to nurture 
contact with them. ODI is the only model that 
is explicitly developing an influencing plan. 

However, KDI and the Institute both state that 
in their early stages they effectively had an 
influencing plan led by management. KDI was 
initially very active in the 1970s and 1980s 
establishing ‘policy councils’ to bring together 
influentials and decision makers and create a 
forum where KDI could present its ideas. The 
Institute has ongoing activities that could be 
described as part of an influencing plan, though 
they are not written up as such. It has identified 
key policy issue taskforces established by the 
UK Government and assigned the Institute staff 

Figure 3:  Range of ODI Audiences

Source: ODI Communications Strategy, page 8
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members to engage with, become part of and 
report on these taskforces. Influencing plans 
can be developed for specific activities, as well 
as being an overarching plan.

Have a plan for events to bring products 
to a wider range of high-level decision makers, 
academics or specialists. For example, KDI 
hosts five to 10 high-level events per year. The 
Institute is now hosting major annual events 
in several international locations on a roaming 
basis (where the Institute has opened offices). 
These are ticketed to the public, with plenary 
sessions and side events. It also hosts closed-
door events with policy makers. ODI holds 
regular public (and closed-door) round tables 
with high-level delegates and speakers at its 
office in London. Most recently, public events 
have evolved beyond the standard panel 
discussion format to include a keynote speaker 
series, ‘Global Challenges’. This has high-level 
global figures in conversation with a chair, for 
example former and current heads of state. 
Events take place in other countries and may 
include linking up with local think tanks to tap 
into their networks. 

Be sharable and available. Making your key 
publications and associated material sharable 
and available in different relevant languages 
(for example Spanish, Mandarin, Hindi and 
English), as well as in the right digital format 
(mobile, tablet and desktop). KDI is currently 
trying to convert its major reports into e-books 
and produce English versions of reports. 

Ensuring Tailored Communications and 
Packages

Publications are the central outputs to 
share research with a range of audiences for 
all the think tanks examined in this report. 
Publications vary from short condensed policy 
briefs, fact sheets, essays or notes to full 
reports or working papers. One useful example 
that has been implemented by a number of 
think tanks and government departments is the 
1:3:25 rule, originally devised by the Canadian 
Health Services Research Foundation. This 
advocates that for every report they produce 

they also create a one-page executive 
summary, followed by a three-page further 
summary with more detail and a full report that 
is no more than 25 pages. Each one is targeted 
at different audiences so a senior policy maker, 
for example, might only read the one-pager. 
This format can be adapted as necessary.

In recent years, ODI has reduced the number 
of publication templates it produces to three: 
briefs, working papers and reports.23 This was 
to try to ensure more harmonisation across the 
institute, appeal more to target audiences, and 
for quality control (as discussed in the previous 
section); having too many different types of 
publications is difficult to manage and confusing 
for audiences. KDI publishes seven types of 
external publications, including working papers, 
policy studies, KDI policy research (research 
papers analysing current policy  issues and 
policy alternatives), monographs (medium- 
and long-term research materials on economic 
policy for broad readers) and research 
monographs (presentation of policy alternatives 
and theoretical positive analysis based on 
medium- and long-term policy research). Finally, 
the Institute divides its publications into two 
categories: policy and research. However, the 
specific types of publication are less defined, 
although they appear to be largely working 
papers and reports.

Digital communication. In line with the 
evolution of the digital world, all the think tanks 
reviewed in this report use digital communication 
as the backbone of their communications with 
a range of audiences, or are trying to reshape 
their operations to do so. 

ODI draws on three key principles for its 
digital communications strategy (which can also 
be applied across other types of communication 
channels) (Scott 2011):

1. ‘Being there’. This approach is an attempt 
to bring a strategic vision to the distribution 
of communications outputs by explicitly 
linking efforts to be heard and found. Rather 
than expecting key audiences to come to 

23 ODI still produces journal articles, books and 
toolkits when relevant but to a lesser extent.
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the think tank, information is presented to 
them through channels they already use. 
As a result, more audiences are reached, 
who can then share the content through 
their own networks, for example by placing 
a blog or article on another well-known 
platform, rather than your own platform.

2. ‘Cradle to grey’. This approach focuses 
on helping think tank staff to build a 
long lifespan or ‘tail’ for their research, 
to communicate with key stakeholders 
throughout the life of a project, and to 
make digital activities central from start 
to finish. This aligns with the belief that 
communication does not just come at the 
end of projects or research, but should be 
factored into planning from the beginning.

3. ‘Reusing (not reinventing) the wheel’. 
Rather than ‘reinventing the wheel’ this 
approach focuses on using cost-effective, 
existing tools and channels wherever 
possible to ensure value for money, save 
on repetition and concentrate efforts on 
new and necessary areas for greater 
impact. This also includes working in 
collaboration with existing actors and 
organisations wherever possible (rather 
than starting from scratch). 

The ODI website has recently been re-
designed and over the next year aims to 
become as ‘content-focused’ as possible. 
In other words, rather than organising the 
site around ODI’s different programmes, key 
themes and areas of research will become the 
central focus to navigate the site, including from 
the home page. This is in line with the evolving 
nature of websites, as they are increasingly 
tailored to audience habits; users are not 
coming to websites through the homepage as 
much as before, rather they are accessing sites 
through Google and other search engines to 
find specific content or referrals. 

Websites also need to factor in search 
engine optimisation, which means that content 
on the site needs to be linked to searchable key 
words, for example, ‘economics’. These need 

to be carefully selected when writing content 
– from the titles of publications through to the 
style of writing on web pages, for example, 
in English using the active tense rather than 
the passive tense. The majority of websites 
reviewed use photography and other visual 
means to highlight key content, rather than 
being mainly text based; again an important 
evolution of digital communication. 

The Institute and ODI employ a range of 
digital efforts beyond their websites, including 
blogs, YouTube videos (for video content such 
as animations, research conversations and 
event videos), Google plus posts, LinkedIn 
activity, infographics, Storify and Twitter. Since 
2014, ODI has had a full-time digital editor and 
digital communications officer, who look after 
all aspects of the digital strategy. This aligns 
with the external facing nature of ODI’s work, 
which would not necessarily be appropriate for 
a more internal client-focused think tank such 
as the Institute (certainly initially). By contrast, 
KDI is looking to engage more in digital 
media and has seen this as one of its current 
shortcomings. It is (at the time of this paper) 
investigating how to improve on this, and the 
KDI President arranged a study tour to learn 
more about digital communications approaches 
from other key think tanks, and reform KDI 
processes. The UK-based think tank, Chatham 
House, now has a ‘digital rep’ or representative 
in each of its thematic research teams. This is 
a communications staff member who will have 
different roles depending on the team, but who 
is also there to help support team members to 
use and engage with digital communications.

LinkedIn was acknowledged as an important 
platform if a think tank has high turnover and 
wants to establish a professional networking 
presence or develop professional communities 
of practice.

Blogs are an important way to communicate 
research. The Institute and ODI have their 
own blog platforms hosted on their respective 
websites, but also regularly publish on a 
range of other external platforms (as part of 
the ‘being there’ strategy). The Institute staff 



20

are on a rolling calendar to ensure that a blog 
is produced every two weeks on a topic of 
interest to maintain an online presence. At ODI, 
research staff mainly write the blogs. In some 
cases they are commissioned to link to current 
affairs, but can be more technical/niche when 
relevant to the audience.

Using multimedia content, such as videos or 
podcasts, is an important channel to consider. 
YouTube videos tend to provide resource 
material that students, in particular, come to rely 
on and revisit. Beyond the video recording of 
public events, YouTube is also a helpful platform 
for sharing animations which summarise reports 
or interviews with authors explaining their work. 
Infographics and data visualisations are on the 
rise across the think tank sector and are now 
viewed as an important way for audiences to 
absorb key findings or information very quickly. 
Infographics are increasingly being used by 
all the think tanks interviewed in this report. 
Anecdotal feedback from policy makers shows 
they have found these particularly useful. For 
example, ODI’s recent ‘10 Priorities for the 
New EU Trade Commissioner’ received strong 
uptake from the policy makers concerned. 
The Institute also uses these upon request 
from members of the UK Cabinet, tailoring its 
products to the needs of the individual request. 

Here is an example from Indonesia. The  
IDEAS (Innovative, Dynamic, Education 
and Action for Sustainability) – Indonesia 
programme, which emerged from the United 
in Diversity (UID) Conference in Bali in 2003, 
promotes the theory that for Indonesia to sustain 
its forward movement towards national goals of 
peace and equitable growth, it is essential for 
the Government, private sector and civil society 
to shift from exclusive to inclusive relationships. 
IDEAS should explore using a range of 
multimedia for its initial priority audience of 
national policy makers, but also in the future if 
the think tank becomes more external-facing.

The Institute does not have any formal 
guidance on its digital media use, but approval of 
digital material rests with its senior management 
team for all activities. This ensures ‘continuity 

of voice’ and quality. By contrast, ODI has 
developed blog editorial guidelines, infographic 
guidelines, new website or platform guidelines 
and twitter guidelines for its staff. Its digital 
editor has confirmed that she would be willing 
to share these with IDEAS, if of interest.

The use of technical communications 
software in these institutions for digital media 
is widespread. Infographics software used is 
Adobe InDesign, Adobe Illustrator or Adobe 
Photoshop. Video content used is Final Cut 
Pro. Other types of software used include 
content management systems such Drupal (an 
open source content management system), 
WordPress and Squarespace, and MapBox (a 
mapping platform).

In terms of social media, Indonesia has 
one of the largest social media communities in 
the world. It has the fourth largest market for 
Facebook, with 43 million users (including for 
professional use), and it is Twitter’s third largest 
country with 385 tweets posted every second. 
Therefore, when contemplating any external 
communications in the country, it is important 
that IDEAS takes this into consideration. If 
it wants to build debate, publicise its work or 
engage with multiple audiences, then social 
media could be one of the channels it might 
consider.

Media. All of the thinks tanks engage with 
the media to some extent. Since the Institute 
was created, there has been considerable 
media interest in the team’s work from global 
and UK media and there is a dedicated press 
section on the website. In the last year, ODI 
has hired a head of public affairs who oversees 
media and engagement with stakeholders in 
Whitehall and beyond. This is with a specific 
view to strengthening public affairs and linking 
communications to engagement in new ways. 
KDI has its own external affairs team who have 
very close relationships with media, particularly 
the group of journalists from the Ministry of 
Strategy and Finance. Almost all of these think 
tanks agree that having a media or public 
affairs team or member of staff is crucial for 
any think tank (the Institute is the exception, as 
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its does not see a media or public affairs staff 
member as crucial, though as it grows larger it 
is considering changing this). 

Internal Communications
Both KDI and the Institute state that their 

internal communications could be improved. 
This is predominantly a feature of having to 
be part of a government system, which has 
restrictions on file sharing and strict security 
regulations, and using old systems. KDI uses 
a domestic interior portal system built in 1999, 
and cannot use Dropbox or similar cloud sharing 
for example.

By contrast, ODI has invested heavily in 
internal communication, using systems and 
programmes such as SharePoint for sharing 
files, guidelines and key information, Yammer, 
which is similar to Facebook but for the 
workplace, Outlook for email and calendars, 
and Skype or Skype for Business (formerly 
Lync) for instant messaging. Cloud-based 
sharing has emerged as an important way to 
share information, particularly given that ODI 
staff travel regularly, but also to work with other 
external organisations and partners who need 
access to files and information. SharePoint is 
only accessible to ODI staff and can be accessed 
remotely, however more recently ODI staff have 
been using Dropbox because of its cloud-based 
approach, ease of use and the fact that it can 
be accessed directly from the desktop. ODI 
has now linked SharePoint to OneDrive as a 
solution and an alternative to Dropbox, which is 
deemed less secure and does have drawbacks, 
for example, accidental deleting of files. ODI 
staff frequently use Google Docs to collaborate 
on documents and for planning or sharing.

In terms of staff engagement, ODI sends 
around an e-update to all staff twice per 
week with news, information and notices from 
different members of staff. Knowledge sharing 
is also encouraged through regular lunchtime, 
brown bag sessions led by members of staff 
or by external speakers. The sessions are 
usually open to all staff, or tailored to selected 
programmes or groups. 

Monitoring, Evaluating and Learning from 
Communications

The Institute and KDI do not have any 
formal system for monitoring their progress or 
the uptake of their reports or communications 
outputs. The Institute has suggested that it 
does have a contingency plan to host crisis 
meetings in response to any negative press or 
feedback, which would likely also involve the 
Cabinet Office if the feedback/press was visible 
or serious enough. However, this has not been 
the case to date.

ODI has worked more extensively on 
the monitoring and evaluation (M&E) of 
communications and has written on it externally 
through a number of blogs (Cassidy 2015; On 
Think Tanks 2012). The system draws on Ingie 
Hovland’s five levels to assess policy influence 
efforts (2007). These were updated by ODI’s 
Tiina Pasanen and Louise Shaxson in 2015 
to include a sixth level. Many of these levels 
apply directly to research communications and, 
taken together, offer a framework for assessing 
the success or otherwise of research on policy 
debate and processes – a useful barometer of 
success where the evidence of direct impact 
and policy change is hard to define. The levels 
are:

• Strategy and direction. The basic 
plan followed in order to reach intended 
goals –  was the plan for a piece of 
communications work the right one?

• Management. The systems and 
processes are in place in order to ensure 
that the strategy can succeed –  did the 
communications work go out on time and 
to the right people?

• Outputs. The tangible goods and services 
produced – is the work appropriate and of 
high quality?

• Uptake. Direct responses to the work 
–  was the work shared or passed on to 
others?

• Outcomes and impacts. Use of 
communications to make a change to 
behaviour, knowledge, policy or practice 
–  did communications work contribute to 
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this change and how?
• Context changes. How does the context 

change over time?
In general, the organisation captures, 

monitors and reports on its web statistics, 
downloads, shares (outputs) and also maintains 
an impact log of its successes and failures, 
which senior management uses to track 
progress (uptake and impact). ODI developed 
an integrated platform (Commstats) to try 
to bring together as much of this data in one 
place and produce reports for staff. However, 
once the creator of the platform left ODI, the 
system was deemed too complicated for new 
staff to use and is currently being re-designed. 
From time to time ODI conducts short online 
surveys with audiences to view engagement 
with the website. All M&E data is predominantly 
used for reporting to clients, but also to inform 
learning on what works best in communications 
and to improve working practice. ODI has used 
the ‘after action review’ format for many years, 
a simple informal way to gather information 
about how an event or project went, from those 
involved.

Chatham House uses a similar system for 
M&E of communications and its Director of 
Communications stressed that this can help 
demonstrate to researchers or staff the value 
of different types of communication or highlight 
where something is not working. 

Both ODI and Chatham House would agree 
that developing a M&E of communications 
systems is very useful as early as possible; 
it does not have to be complicated or time 
consuming, however it does need some staff 
time (Chatham House has one member of staff 
working half-time on this, while at ODI it is spread 
across a few members of the communications 

team). There is no one blueprint for how best 
to do it. ODI is trying to evolve its system 
and has developed better staff following the 
establishment of an internal working group to 
help improve the monitoring, evaluating and 
learning of communications.

Resourcing
Resourcing communications without core 

funding is very challenging. For example, 
in 2013/2014, ODI communications staff 
and activities cost £ 1.7 million (for central 
communications staffing, project staff and 
programme staff on communications). Aside 
from fully funded project staff, these costs have 
to be covered by researchers’ fee rates, which 
elevates fees compared to competitors.

ODI has invested more in communications 
over the years, and particularly more recently 
in line with a new communications strategy 
and the growing number of researchers within 
the organisation (now at 236). Chatham 
House, which has a strong public profile, has 
invested significantly in communications as 
part of a wider strategy of building its brand and 
making itself visible and attractive to funders. 
On the other hand, at the Institute the role of 
communications is fully devolved to research 
staff. The table below presents the resources 
allocated to communications compared to its 
institutional incomes. 

It should be noted that in ODI there are also 
programme communications staff embedded 
within the team with a much stronger knowledge 
of the teams’ areas of expertise. These staff 
complement the central function and are closely 
aligned with other communications staff. 

Implementation Issues to Note
One discussion with a think tank revealed 

that visibility is not the same thing as influence. 
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Being well known and visible may be less 
important than being in the inner circle of 
decision making and being able to effect 
real change. Therefore, establishing strong 
communications and influencing objectives is 
essential for finding the right balance for a think 
tank. 

Every organisation consulted agreed 
that building strong, close relationships with 
government and influentials is key. Several 
emphasised that informal relationships are 
especially helpful.

Throughout the field there is an acknowledged 
need for self-improvement and learning, and 
none of the think tanks explored in this report 
felt that they had ‘got it quite right’ in terms of 
balance and resources. Some organisations 
believed that their communications impact was 
not commensurate with their current budget and 
staffing levels. Several commented that they 
had complex communications systems with 
minimal expert management. Most agreed that 
the volume of products could make it hard to 
prioritise which reports can create most impact. 

Some were concerned that their products are 
still not tailored enough for different audiences. 
IDEAS will need to develop a communications 
strategy from the outset, but will need to regularly 
revisit that strategy and adapt it as necessary, 
particularly as the think tank expands. 

Additional Resources
Here are some additional resources that 

IDEAS could find useful on communications.
• The On Think Tanks blog: http://

onthinktanks.org 
• Centre for Global Development’s (CGD) 12 

Steps To Policy Change: http://www.cgdev.
org/files/15417_file_PolicyChange.pdf 

• WonkComms (predominantly UK- and US-
based think tanks but some interesting 
external communications lessons): http://
wonkcomms.net/ 

• Making Research Evidence Matter: A 
Guide to Policy Advocacy in Transition 
Countries. 2012: http://advocacyguide.
icpolicyadvocacy.org 

• Advice on How to Plan Your Public 

Table 1: Institutional Income and Communications Staffing

Organisation Communications Staff
Institutional 

Income 
2012/2013

Chatham 
House 

14 full-time (FT), 3 part-time (PT) staff: publishing and online 
content (5 FT, 2 PT); website and digital development (1FT, 
1 PT); communications outreach (3FT); International Affairs 
journal (3FT); The World Today magazine (2FT) 

£ 9.8m (ca. IDR 
194 trillion)

Institute for 
Development 
Studies

9 FT staff: 1 head of comms, 3 comms officers, 1 public 
affairs, 1 digital communications, 1 marketing and 
production, 1 production editor, 1 comms assistant 

£ 16.8m (ca. IDR 
332 trillion)

ODI 9 FT, 1 PT staff: director of comms (1 FT); digital editor 
(1FT); head of public affairs (1 FT); senior media officer 
(1 FT); senior events coordinator (1 FT), media/public 
affairs/events officer (1 FT); publications manager (1 PT), 
publications assistant (1 FT); digital comms assistant (1 FT); 
1 in-house designer (1FT)

£ 26m (ca. IDR 
515 trillion)

KDI 8 FT staff Not disclosed

The Institute 0.5 staff, handled by general manager (this role is folded into 
role of researchers, but is being reconsidered) 

Not disclosed

Source: ODI Communications Strategy, page 11.

http://www.cgdev.org/files/15417_file_PolicyChange.pdf
http://www.cgdev.org/files/15417_file_PolicyChange.pdf
http://wonkcomms.net/
http://wonkcomms.net/
http://advocacyguide.icpolicyadvocacy.org
http://advocacyguide.icpolicyadvocacy.org
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Engagement. Economic and Social 
Research Council’s Public Engagement 
Guide: http://www.esrc.ac.uk/funding-and-
guidance/impact-toolkit/index.aspx

• Guidance Note: Achieving Policy Impact. 
Louise Shaxson, DFID-ESRC Growth 
Research Programme (DEGRP), 2014: 
https://dl.orangedox.com/impact 

• Blog: Research Uptake and Impact: 
Are We in Danger of Overstating 
Ourselves? Louise Shaxson, LSE 
Impact Blog, 2013: http://blogs.lse.ac.uk/
impactofsocialsciences/2013/01/24/8864/ 

• Blog: Six Communications Trends 
NGOs Should Follow in 2016. Caroline 
Cassidy, Guardian Global Development 
Professionals Network Blog, 2015: 
ht tp: / /www.theguardian.com/global -
development-professionals-network/2015/
dec/31/six-communications-trends-ngos-
should-follow-in-2016

• Blog: Is it Time to Ban the Term 
‘Dissemination’? Caroline Cassidy, LSE 
Impact Blog, 2013: http://blogs.lse.ac.uk/
impactofsocialsciences/2013/08/19/is-it-

time-to-ban-the-term-dissemination/ 
• The Digital Engagement Guide: http://

www.digitalengagement.info/ 
• Making Communications Count: A Strategic 

Communications Framework. Liz Carlile, 
International Institute for Environment and 
Development (IIED), 2011: www.iied.org/
pubs/display.php?o=17096IIED

• A Pragmatic Guide To Monitoring and 
Evaluating Research Communications 
Using Digital Tools. Nick Scott, On 
Think Tanks, 2012: https://onthinktanks.
org/resources/a-pragmatic-guide-to-
monitoring-and-evaluating-research-
communications-using-digital-tools/   

http://www.esrc.ac.uk/funding-and-guidance/impact-toolkit/index.aspx
http://www.esrc.ac.uk/funding-and-guidance/impact-toolkit/index.aspx
https://dl.orangedox.com/impact
http://blogs.lse.ac.uk/impactofsocialsciences/2013/01/24/8864/
http://blogs.lse.ac.uk/impactofsocialsciences/2013/01/24/8864/
http://www.theguardian.com/global-development-professionals-network/2015/dec/31/six-communications-trends-ngos-should-follow-in-2016
http://www.theguardian.com/global-development-professionals-network/2015/dec/31/six-communications-trends-ngos-should-follow-in-2016
http://www.theguardian.com/global-development-professionals-network/2015/dec/31/six-communications-trends-ngos-should-follow-in-2016
http://www.theguardian.com/global-development-professionals-network/2015/dec/31/six-communications-trends-ngos-should-follow-in-2016
http://blogs.lse.ac.uk/impactofsocialsciences/2013/08/19/is-it-time-to-ban-the-term-dissemination/
http://blogs.lse.ac.uk/impactofsocialsciences/2013/08/19/is-it-time-to-ban-the-term-dissemination/
http://blogs.lse.ac.uk/impactofsocialsciences/2013/08/19/is-it-time-to-ban-the-term-dissemination/
http://www.digitalengagement.info/
http://www.digitalengagement.info/
http://www.iied.org/pubs/display.php?o=17096IIED
http://www.iied.org/pubs/display.php?o=17096IIED
https://onthinktanks.org/resources/a-pragmatic-guide-to-monitoring-and-evaluating-research-communications-using-digital-tools/
https://onthinktanks.org/resources/a-pragmatic-guide-to-monitoring-and-evaluating-research-communications-using-digital-tools/
https://onthinktanks.org/resources/a-pragmatic-guide-to-monitoring-and-evaluating-research-communications-using-digital-tools/
https://onthinktanks.org/resources/a-pragmatic-guide-to-monitoring-and-evaluating-research-communications-using-digital-tools/
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Other Considerations 5

O
DI recently held internal strategic 
discussions on how to improve its 
operations. Three areas for improvement 

were noted for action.
Owen Barder, the Head of the Centre for 

Global Development (CGD), has discussed 
the ‘two kinds of think tank’ in a presentation at 
ODI and in several written forums: the Google 
model and the Apple model. He states that it is 
fine to emulate either model but organisations 
must be conscious about doing so. The 
Google model has been generally described 
as generating myriad new ideas, undertaking 
continual horizon scanning, and has operations 
across several sectors and projects – from 
driverless cars, to Gmail, to android phones. 
These activities and teams do not connect to 
each other coherently and that is understood. 
By contrast, the Apple model has a minimum 
number of products which are designed to 
promote simplicity, and are single-mindedly 
built around the user experience to produce 
streamlined, beautiful products. The Apple 
model has a strong executive role coordinating 
across the organisation’s profile, ensuring 
coherence. Interestingly, Apple has many more 
staff than Google (approximately double) and 
it is worth noting organisational incentives are 
in place, such as Google allowing its staff 20 
percent of their time to be ring-fenced for ‘new 

ideas’. Several think tanks are based on one 
model or the other, for example, ODI has been 
likened to Google with its independent business 
units and reach. The important thing is to be 
conscious about the choice, and to have an 
executive management that reflects the chosen 
approach.

ODI staff recognised that though they often 
want to conduct original, academic research, 
at times their client requires them to leverage 
existing academic research and marshal 
that evidence; playing more of a bridging or 
coordinating role for the client. There are 
discussions at ODI on how to recognise the 
need for these two different approaches, 
ensure an organisation-wide balance and find 
a way of operating that protects the integrity of 
the organisation and its outputs, while meeting 
urgent needs.

Being able to co-create solutions with 
policy makers is crucial to successful policy 
impact, but carving out time and access early 
on in projects is time consuming and often 
not reflected in workloads or strategic plans 
(MacDonald and Levine 2008). ODI is trying to 
be more conscious of doing this. This is a long-
acknowledged problem for think tanks without 
core funding who work on a limited business 
model.
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I
n establishing a government think tank, the 
ultimate goal of the Indonesian Coordinating 
Minister for Economic Affairs and the 

Minister for Finance is to remove bottlenecks 
and improve economic policies in Indonesia 
through high quality, tailored and relevant 
research. To achieve this, it needs to establish 
a streamlined, high performing think tank, 
adopting good practices from existing models. 
Taking on board real-life examples of high 
quality human resources practices, quality 
assurance mechanisms and communications 
and outreach, it will have a better chance of 
setting itself up to achieve real policy traction; 
help Indonesian ministers craft real solutions to 
complex problems; garner public support; and 
attract long-term, secure funding. There are 
five key messages to take from this report that 
would serve the Indonesian Government well 
as it goes about establishing its model. They 
are listed as key recommendations below.

Key Recommendations
1. Most of the models surveyed have 

alternative hiring models. They advertise 
widely, in carefully chosen markets, and 
use creative selection processes – but in 
parallel to this, they also have alternative 
mechanisms for urgent, niche area 
work (using mechanisms like research 
associates, fast stream recruitment or 
graduate rotations from government). A 

new government think tank will likely need 
to establish one such alternative hiring 
mechanism in order to stay flexible and 
responsive to emerging needs and short 
timeframes.

2. IDEAS should actively recruit people 
with two (quite different) skill sets. This 
recommendation was emphasised by the 
Institute, based on its experience advising 
national government. This, it believes, has 
been inherent to its success to date. The 
Institute tries to recruit staff who have both 
strong technical (sometimes academic) 
research skills and who understand 
the policy process and need for frank, 
prescriptive solutions. It has used its 
recruitment mechanisms to help filter 
candidates for these requirements.

3. Staffing composition varies across the 
models and can be determined based on a 
government’s needs. However, all models 
had between 50 and 80 percent research 
staff, 10 and 35 percent support staff and 
5 and 12 percent management. Human 
resources was typically between 2 and 
2.5 percent of the total number of staff for 
the organisations. This may prove to be a 
useful guide. 

4. Both ODI and KDI advise that if they were 
beginning afresh today, they would invest 
significantly in communications, especially 
in digital communications. They are 

Conclusions 6
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finding that digital communications play an 
increasingly central role in think tanks and 
are crucial to real-time impact. This is even 
more pertinent to an Indonesia-centric 
audience.

5. ODI invested a lot of time and effort 
in 2014 and 2015 developing a tiered 
communications system for grading 
and supporting its research outputs. This 
is now formalised and applied in practice 

across the organisation. Both KDI and the 
Institute have confirmed that they have a 
similar, though less formal version of this 
in practice, after learning by doing over 
the years. Any new government think tank 
could easily adopt this tiered system and 
adapt it to its own needs. This would help it 
prioritise and resource its products’ quality 
assurance and communications from the 
outset for different audiences.

Box 1: Broader Recommendations from Comparative Think Tanks

•	 Have alternative hiring mechanisms alongside standard ones to help retain flexibility and 
responsiveness. 

•	 Earmark a budget for annual salary benchmarking.
•	 Consciously recruit staff with both academic research skills and practical policy experience.
•	 Staffing composition varies, but all models had between 50 and 80 percent research staff, 

10 and 35 percent support staff and 5 and 12 percent management.
•	 Consider having three sets of report products, with different communications processes and 

quality assurance mechanisms for each type. For example, research reports, project reports 
and policy briefs. 

•	 Invest in communications, especially digital communications which play an increasingly 
important role. 

•	 Communications should be closely linked to engagement and influencing, and not an add 
on. 

•	 Communications need to be carefully resourced and should initially include at least one 
member of staff (dedicated to the position of coordinating communications activities), and 
someone more senior to oversee communications and to sign off. This is particularly import-
ant in the initial stages of brand development and in building the profile of the think tank. 

•	 Communications should be an important part of planning for researchers and should be in-
corporated into their role, i.e. staff should have good communications skills and/or training. 

•	 Develop a style guide for all staff which is readily accessible and ensure someone oversees 
that the style/branding is used appropriately.

•	 Develop a communications strategy and plan to define key audiences, objectives, messag-
es and help shape activities (events) and publications for the coming one to two years. 

•	 Start small with communications, for example it may not be appropriate to create any social 
media channels in the first six months to one year. This can be reviewed as the strategy 
develops and the think tank evolves. 

•	 Develop a set of frequently asked questions for staff to refer to when talking about the think 
tank or if there are any media queries (although these should be referred to more senior/
communications staff as far a possible) (ODI).

•	 Initially, devise a small number of key outputs to share with government staff. For example, 
a brief or memo and a longer report with a design template for each (KDI, the Institute, 
ODI).

•	 Ensure that there is an initial, simple system in place to monitor, evaluate and learn from 
its communications. This should be seated close to senior management, reporting to them. 
This will need to be closely aligned to the overall M&E of the think tank (ODI).
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Annex

Annex A: Characteristics 
There are many types of government think 

tanks, including advisory groups, presidential 
or ministerial think tanks within a department, 
stand-alone government think tanks reporting 
directly to the president or an ad hoc body (which 
are not always permanent, such as TNP2K and 
the Unit Kerja Presiden Bidang Pengawasan 
dan Pengendalian Pembangunan or President’s 
Delivery Unit for Development Monitoring and 
Oversight (UKP4) directorates within planning 
agencies, and research arms within ministries 
(such as government research units known as 
balitbangs). These require a blend of skill sets, 

The K* Spectrum

 Informational Relational Systems
 functions functions functions

Information 
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knowledge 
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knowledge 
broker
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Enabling access 
to information 
from one or more 
sources
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of and apply 
information

Improving knowledge 
use in decision-
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knowledge
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wider context to 
reduce transaction 
costs & facilitate 
innovation

Linear dissemination 
of knowledge from 
producer to user

Co-production of 
knowledge, social 

learning & innovation

Figure 4: Knowledge Functions in Evidence-based Policy Making

Source: Shaxson (2012).

depending on the function of the think tank. 
The functions include undertaking high-quality 
research, interpreting government needs, 
and tailoring responses to actual policies and 
programmes (rather than academic inquiries), 
as well as an advocacy and brokering role (see 
Figure 4 below). These functions go beyond 
the ability to produce research and step into a 
more complex role of brokering and translating 
information, to reach a stage where knowledge 
producers and the organisations and individuals 
that demand and use knowledge collaborate 
closely to co-produce knowledge that can be 
used to inform policy change.
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There appears to be limited analysis of 
the political contexts in which government 
think tanks work best, however there is some 
evidence to suggest that government think tanks 
are more effective in certain contexts (such as 
where there is a centralised government or an 
active research community). For example, we 
know that in contexts where there is a dynamic 
civil society, such as South Africa, government 
think tanks tend to contract out research and 
play more of a knowledge ‘broker’ role. In 
contexts where there is a less active research 
community, government think tanks tend to 
undertake more research in-house and draw 
upon international technical assistance or 
partnerships.

The limitations to be avoided might include:
• Inability to be critical of the government if 

retribution is feared through reporting lines.

• A tendency to become administrative 
support hubs that produce short-term 
briefings and do not contribute to real 
analysis, policy change and strategy.

• Overlap with existing government functions 
(such as performance audits, line ministry 
analysis and evaluation roles).

• Duplication with existing external think 
tanks that could perform this function 
rather than creating a new institution within 
government.

• Without a clear role or reporting line they 
can be unclear on what they are expected 
to produce and for whom, given the 
enormity of government coverage.

• They can supplant domestic research 
organisations, and redirect much needed 
funding.



Managing a Government Think Tank: 
Inside the Black Box

33

Annex B: Government Think Tank Models
The previous paper considered a range of 

models. In Table 2 below, these are arranged 
across existing Indonesian models, examples 
of government think tanks in Southeast and 

East Asia, and examples beyond. They are 
listed in order of presumed relevance to IDEAS.

A brief overview of the relative operational 
merits and drawbacks of the shortlisted think 
tanks detailed in this report is provided below. 

Table 2: Comparative Models of Government Think Tanks

Indonesia Southeast and East Asia Global

Presidential Advisory Council 
(WANTIMPRES)

Korea Development Institute 
(KDI)

UK’s Behavioural Insights 
Unit (the Nudge Unit)

Fiscal Policy Office  
(BKF)

Philippines Institute for 
Development Studies (PIDS)

Indian Planning Commission

National Team for Acceleration 
of Poverty Reduction  
(TNP2K)

China’s National 
Development and Reform 
Commission (NDRC)

Australia’s Productivity 
Commission

Bappenas’ Policy Analysis 
Team (TAK)

Japan’s Ministry of 
International Trade and 
Industry (MITI)

South Africa’s National 
Planning Commission

Vice President’s Office (VPO) Malaysian Institute of 
Economic Research (MIER)

UK Government Strategy Unit

Lembaga Negara Non 
Kementrian (LPNK), including 
the Indonesian Institute of 
Science (LIPI) 

Singapore’s Institute of Policy 
Studies (IPS)

The Indian Backbone 
Implementation Network (IBIN)

President’s Delivery Unit for 
Development Monitoring and 
Oversight (UKP4)

Vietnamese Academy of 
Science & Technology (VAST)

Brazil’s Institute for Applied 
Economic Research (IPEA)

National Economic Committee 
(KEN)

Vietnam’s Central Institute 
for Economic Management 
(CIEM)

Bosnian Directorate for 
Economic Planning 

National Innovation Committee 
(KIN)

Vietnamese Academy of 
Social Science (VASS)

Russian Centre for Strategic 
Research 

Government Research Unit 
(Balitbang)

Thai Development Research 
Institute (TDRI)

-

Centre for Policy and 
Implementation Studies (CPIS)

Malaysian Economic Policy 
Unit (EPU)

Source: Mackenzie et al. (2015)
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KSI is a consortium led by RTI International in partnership with Australian National University (ANU), 

Nossal Institute for Global Health, and Overseas Development Institute (ODI).


