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Messaging

Objectives

· Understand the characteristics and importance of effective messages 
· Practice developing and delivering a message 
Materials

· Copies of the handouts

· Flipchart paper

· Markers 

· Index cards
· Laptop computer

· Projector

· Screen

Overview (3-4 hours minimum)
Introduction/Ground Rules/Icebreaker (20 minutes)

Objectives and topics (5 minutes)

Key terms (5 minutes)
What is a message? (10 minutes)

Why do messages matter? (5 minutes)
What is your goal? (5 minutes)

Exercise: Develop your message (10 minutes)
Characteristics of an effective message (15 minutes)
Identifying your target audience (10 minutes)
Message development tips and tools (5 minutes)
Exercise: Developing a message (15 minutes)
Exercise: Message box (20 minutes)

Exercise: Message triangle (20 minutes)

Break (10-15 minutes)

Identifying issues exercise (20 minutes)

Identifying messengers (5 minutes)

Identifying delivery tools (5 minutes)
Staying on message (10 minutes)
Exercise: Practice speech (25 minutes)

Message examples (10 minutes)
Conclusion/Questions/Evaluation (15 minutes)

Trainer’s Note:
This presentation provides a broad overview of messaging including the definition of the concept as well as detailed instructions on developing and delivering effective messages. There are a number of useful exercises that you can use to provide participants with an opportunity to practice developing messages. If this is the first exposure to communications that most of your workshop participants have had, it is strongly advised that you begin with the Communications Overview presentation so that they are comfortable with basic concepts before introducing more advanced topics such as messaging. 

Please adapt the PowerPoint presentation, exercises, examples and handouts in advance of your workshop. They have been created for a global audience and need to be adapted to better suit the local context, the background of your participants and their level of experience. Terms, images and examples from the participants’ country or region should be used as much as possible so that they are relevant and contextually appropriate. 
This Trainer's Guide is meant to serve as a companion resource to the associated PowerPoint presentation. The vast majority of the information you will need is included in the notes section of each presentation. Additional instruction on how to facilitate some of the exercises and information that would not fit in the slide notes has been included here. As such, this Guide is not meant to be a stand-alone resource but rather a complement to the presentation.

If this is the first presentation in your workshop, start with participant introductions and ground rules prior to launching into the content of the session. You may also want to start with an icebreaker activity to get participants more acquainted and comfortable with you and each other.  You may wish to ask participants to share their expectations for what they will get out of the training workshop. Understanding their expectations will allow you to further tailor your presentations, as possible, and to help relate the objectives of the sessions to the interests of the participants.

Trainer’s Note: Characteristics of an Effective Message (slides 13-14)
Begin by asking participants what they believe the characteristics of an effective message are.  You can write their responses on a flip chart and combine ones that are similar. Then compare their responses with the characteristics on slides 14 and 15. Be sure to adapt examples for the context and participants as need be. 
· Clear & concise (easily understood and short) – A message that goes on endlessly about all the details associated with a 100 page political party platform is not a message. Remember that a message is a brief and overarching statement of the vision. People have very little patience for listening to long-winded speakers. If you cannot effectively deliver your message in less than one minute, then you will surely lose your audience’s attention and possibly their support as well. Everyone’s time is limited so you will need to convince them quickly. Example: “It’s time for a change. Working families in British Columbia are tired of government that is out of touch with their needs. It’s time to focus on what the public cares about: health and education. It’s time for a change.”

· Compelling (to persuade voters/supporters/decision makers) – What do people in country X care about? You must talk about topics that are important to your target audience. People might be concerned about terrorism or insecurity, but are these the issues that will determine their vote? No. There are likely other issues about which they are more passionate or that they feel have more of an impact on their day-to-day lives such as employment, education and health care. These are the issues that will motivate their decisions about who they vote for and which causes they support. Your message needs to make it clear why what you are talking about matters to them.  

· Contrasting (distinguishes you/your issues from others) – If everyone is talking about how they are opposed to corruption (who isn’t?) and in favor of democracy (who isn’t?) then how can the voter distinguish between the candidates? The political party that explains its vision of country X with less corruption, or what will happen to those who engage in corruption, can set itself apart and demonstrate that it has a different approach. You need to make it clear how you are different from your opponent. Likewise, when promoting a policy or legislative reform, you must paint a picture of what would happen if you didn’t move forward with the reform or what would happen if decision makers chose to go with another policy option. Example: Think of toothpaste. There are so many available on the grocery store shelves, but you are more likely to reach for the one that has been advertised as leaving your mouth "minty fresh”.

· Connected (to what is important to voters) – Your message has to matter; the International Monetary Fund (IMF) is an important economic topic, but most voters don’t see how it connects to their lives. If you talk about economic issues such as the price of food and fuel, education fees and the availability of jobs, you are much more likely to connect with the direct concerns and interests of voters/constituents.  

· Consistently delivered – It’s not just saying it the same way every time, but also saying it over and over and over until, when the waiter asks you what you’d like for lunch you say, “In Country X, the issues at stake are just too important. We have to do better when it comes to the price of education. If we can make schools affordable, kids are more likely to complete their education and have a better future…. Oh, and I’d like to order XXX (mention local dish), please.” You say it again and again until your family and neighbors cover their ears.  Trust me, only at that point are the voters/public starting to hear you. If people hear you say one thing when you knock on their door, see something else on one of your posters and hear a third thing on the news, they can get confused, or worse, have no idea what your message is.  

· Truthful and credible – The message needs to be consistent with the values, practices, policies and history of the candidate (or elected official or campaign). It cannot be inconsistent with the background of the candidate or organization. A candidate who was known to have had an affair while still married would not be credible if his message was about “family values” and the sacredness of marriage. In addition, your message should be believable. Your audience must believe that what you say, both about yourself and what you will do, is true. It is therefore critically important to back up your statements with evidence of your personal experience or knowledge. Saying you understand a problem or issue without demonstrating why or how you understand it is a waste of your time and the voters’/target groups’ time. Example: “As a single mother, I know the challenges that women face when trying to find affordable child care”.

· Clear – Your message must be delivered in language the voters or other target groups use and understand easily. Don't use jargon, technical terms or words that very few people are familiar with. Too often politicians want to impress the public with how smart they are, using technical words that people don’t understand or that have no real meaning for them. You do not want people to have to work to understand what you are talking about. Creating a visual image in the minds of your audience is much better. Talk about specific people, things and real life situations to describe abstract ideas, such as "economic policy”. 

· Speak to the heart – Politics is an emotional business and politicians who appeal to the hearts of the audience generally defeat those who appeal to their heads. This does not mean that you should abandon the intellectual basis of your policy or that you should underestimate the intelligence of the public. You must find a way to tie your message to the core values of your audience and make it clear that you understand the problems they face every day. Your message should make them feel something – that what you are proposing will have a real and positive impact on the things that they and their families care about the most. They should be able to see the future that you are envisioning and get excited about it.

· Targeted – Keep in mind that if your message speaks to everyone, then in reality, it speaks to no one. The people who will vote for you or choose to support your policy are different from those who will not, and each group has different concerns. Your campaign must determine what these differences are and address your message to your likely supporters. In many cases, people just need clear information about who really represents their interests. If they have that information, they will support that person. We’ll talk more about identifying your target audience shortly.

· Repeat again and again – Once you determine your message, then you must repeat that same message every opportunity you have to do so. Just because you say something once does not mean that people are listening or will remember what you said. For your message to register, your audience has to hear the same message many times in many different ways. Don’t forget that if you change your message, you will confuse your target group.
Activity: Developing a Message - Using the Right Language (slide 21)
· Brainstorm with participants the primary issues of concern in their communities: the economy, education, health care, etc.

· Divide participants into a number of smaller groups and assign each group one of the primary issues. Ask them to discuss what everyday words citizens use to describe or talk about the issue they have been assigned. Tell participants to imagine that they are at a gathering area in the village – what words are the women there using to describe the issues brainstormed above? For example, instead of saying “Income inequality is a major threat to poverty eradication in our country” someone in the village is much more likely to say “How will poor people like me ever get ahead when all of the money is in the hands of a few families?”

· Report back to the large group.

· Remind participants that they should use everyday words to keep their messages relevant to the lives of the “average” man and woman. Use these words to speak to their “hearts, stomachs and pockets (wallets)”. Consider preparing a flipchart picture of a person with a large heart, a large stomach and a large pocket! 
Activity: Basing Messages on Local Needs (slide 21)
· Go over the main requirements for an effective message:

· It must be short  

· It must be truthful and credible

· It must be important and persuasive

· It must show contrast between you and your opponents
· It must be clear and speak to the hearts and minds of voters

· It must be targeted at a specific group of voters

· It must be repeated again and again

· Go over the three points to message creation with the participants (see below).

· Read over the example.

· Divide the participants into two groups and assign each group one of the case studies. Read the two case studies out loud before giving each group 10 minutes to come up with their message based on the information. Remember to adapt the case studies to your country and context.

· Come back together as a group and share messages.  

· Let the groups provide feedback on each other’s messages.  

1) Identify the problems: Talk to people (both women and men) and identify their concerns.
2) Develop solutions: Think of ways to solve these problems.

3) Create your message: Think of a message that addresses the constituents’ concerns and highlights your solutions and strengths.
Here is an example: 

1. Problem: Many people in the village do not have enough money to buy clothes, salt and other basic items.

2. Solution: Small income generating activities should be initiated to improve the economic status of the villagers.

3. Message: "Asma Jehangir: improving economic opportunities for all villagers." 

Case Study #1

In Margalla Village there are many problems. The school building is falling down and only half of the village children attend school. The Basic Health Unit is closed most of the time, doctors are unavailable and the medicines available are old and expired. The people in the village must travel far to get water and there are only a few hand pumps. Some citizens have attended local council meetings to see how these problems can be solved. The council has had many, many meetings to discuss the village problems, but they have not taken any action to date.  

Case Study # 2

Satellite Town is a semi-urban area. Many houses have been built close together. The population is increasing rapidly because the town is located near a main road. There is a need to build a small road to link Satellite Town to the main road. The road project is now in the fourth year and the project has barely started. The council members say that more money must be raised to complete the project. All of the project equipment has been purchased through contractors who are also council members. Several citizens have asked the council to show where the money has been spent, but it cannot account for the money because of poor record keeping. Some of the citizens have said that a few of the council members have gotten wealthier over the last few years.

Activity: Message Box (slide 22)
Distribute the message box handout and explain each section (see below) before allowing participants 10-15 minutes to complete the form based on their own campaign. If time allows and you feel participants would benefit from an example, you can walk them through something like the one here on the 2008 US election: http://www.emeraldstrategies.net/buzz/articles/2008/200810-campaign-message-box.htm 
What we say about us: How do the candidate and campaign define themselves? Fill this quadrant with positive things the campaign team wants the voters to know about your candidate. 

What we say about them: How does your campaign define your opponent(s)? This quadrant should be filled with all the negative things your campaign would want the voters to think about your opponents, in other words, the reasons why voters should not vote for them. You may not say these things directly or in public, but you should at least know what they are.

What they say about us: In this quadrant you must begin to view your candidate and campaign from the point of view of your opponents. What would the opponents want the voters to think about your candidate and why, in their opinion, should the voters not vote for your candidate?

What they say about themselves: As you continue to view your campaign through the eyes of your opponents, consider how they would define themselves. Why, in your opponents' opinion, should voters vote for them?

If done correctly, the complete message box should outline everything that could possibly be said during the election campaign by both your candidate and your opponents. This includes things that may go unsaid, but that are implied. For example, if you say that you are the more experienced candidate, you are implying that your opponents lack experience, or at the very least, they don’t have as much experience as you. By saying you are honest, you can imply that your opponents are corrupt. Your opponents can do this to your candidate as well. If, for example, they say that they care about education, they are implying that you do not care about it. How will you respond to their charges, both stated and implied? By anticipating negative things your opponents will say about you, you will be better prepared with an effective response that will minimize any damage.

Trainer’s Note: Note that while the message box was originally designed for political campaigns, it can be adapted for use on an advocacy campaign. In this case, the headings would read “What we say about our position on the issue”, “What we say about their position on the issue”, “What they say about their position on the issue” and “What they say about our position on the issue”.  
Activity: Message Development: Focusing on Strengths and Weaknesses (slide 24)
· Break participants up into small teams.
· The groups should take 10 minutes to answer the first five questions related to advantages, strengths and ties to the community and local history. 

· Each group should write out its answers on a flip chart. 

· Each group should repeat the process in answering the last five questions on challenges and weaknesses.

1. What is your purpose or real goal? What is your passion?

2. What is your personal story? Your family, career, history? 

3. What is your greatest asset? What story best illustrates this?

4. What is your greatest advantage/strength?

5. What is the history of our district or region? How do you or your family tie into this tradition or history, if at all?

6. Who is your competition? What do they say about you?

7. What is your greatest weakness?

8. What is your competition’s greatest strength? Greatest weakness?

9. Who is your target audience? Where are they? 

10. What problems does your campaign or organization create?

· After reviewing their strengths and weaknesses, each team should complete a message triangle by choosing three major points that should be emphasized in their message.  

· Have groups report out on the results of the exercise and what they learned. 

Trainer’s Note: This activity can help participants to consider their strengths and weaknesses and how to use this information to craft their message. It also provides participants with an opportunity to practice using the message triangle tool. Note that it may be more useful to have participants work on this exercise as individuals rather than in groups if they are candidates.  However, if there are several natural groups (different political parties, different civil society organizations, etc.) it may be most useful to have them consider these questions from an organizational perspective.
Activity: Key Questions to Consider (slide 26)
Distribute handout #4. Give participants 10-15 minutes to work through it before coming back together to discuss what they learned as a result of the exercise.   
Trainer’s Note: This is a useful tool if you feel that participants need extra time to consider their message. Be sure to give them the version that is most appropriate depending on whether they are candidates, elected officials, or members of an advocacy group. If your participants are candidates or potential candidates, you might also consider sharing the additional handout Message Development for Candidates.
Trainer’s Note: The message examples at the end of the presentation (slides 35-43) are from political campaigns in Canada. This section could be adapted to include local/regional examples. If you do so, try to include examples of the same party/candidate using the message in several different advertisements to show how the message is at the center of every communication. 
Trainer’s Note: The following activities on party platforms and manifestos may be useful when working with political party members. They are not currently in the messaging presentation but the activities can be incorporated, if relevant, to the objective of your training.
Activity: Understanding the Party Platform
· Note: This activity works best during a single party training. If more than one party is represented, you will want to break participants into groups according to their party for this activity.  

· In advance of the workshop, get a copy of the platform/manifesto and carefully review it.  

· Before you present the party platform, ask the women the following questions:  

· Why are you a member of your party? 

· What party values make you a member of this party? 
· Explain that all parties have a platform. This platform, which should be adopted after a comprehensive democratic process, governs the work of the party, that is, the proposals to be promoted. The platform also represents the commitments the party has made to voters, particularly during election campaigns. It should outline what issues the party considers to be important, what solutions the party will implement to address these issues and what priority each of the issues has.

· Summarize the main points of the party platform for the participants. Focus particularly on areas of the manifesto that concern women and women’s issues.

· Ask the participants if they were surprised by anything that was included or not included in the platform. Are there pledges that are not being met?

· Remind participants that a party whose platform addresses the issues facing women voters and the people that they care for will have a greater chance of gaining the support of these women and thus be more successful in elections.

· Lead a discussion on other pro-women pledges that the group would like to see included in the manifesto and how women might go about getting support for these policies within the party.

Activity: Developing a Policy Platform
· Share with participants that party platforms should be developed in a democratic fashion.  The national level of the party should ask the provincial level for input on platform development. Then, the provincial level should ask the district level for input and feed this back to the national level. 

· Emphasize that a party that works with its provincial and district members to identify issues and develop proposals for solutions will have a strong platform that will address the real issues facing the people. 

· Divide the group into two or three smaller groups. If there are several parties represented at the workshop, it would be best to divide into groups by party.
· Distribute the Developing a Policy Platform worksheet and review it with participants.  

· Ask each group to come up with a policy using the worksheet.

· Give the groups 10-15 minutes to do so.

· Ask the groups to nominate one representative to share the details of their policy.

· Lead the group in briefly discussing each policy and how likely it is that their party would adopt it. Again, in a multi-party setting, groups may not feel comfortable sharing their policies with members of other parties.
Additional Resources
· Message Development: Dianne Byrum Case Study

This case study outlines the strategic thinking behind messages developed for a candidate for a state senate election in Michigan.  

· Mbeya Crisis Communication

This NDI developed PowerPoint presentation specifically addresses how to develop and implement strategies for communicating during a crisis. While this presentation was developed with the executive branch of government in mind, it can be adapted for other audiences.

· Message Management, Institute for Inclusive Security
This presentation and notes are from Inclusive Security: A Curriculum for Women Waging Peace. While this PowerPoint presentation covers much of the same ground as the messaging presentation in this module, the notes are thorough and may provide trainers with additional insight into the topic of message development. It also covers some aspects of working with the media and developing interviewing skills.
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This presentation and guide were developed by Amy Hamelin. NDI would also like to acknowledge those who contributed including Caroline Hubbard, Susan Kemp, Susan Markham, Allison Muehlenbeck, Crystal Rosario and Rebecca Turkington.
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