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Communications Overview

Objectives

· Develop a basic understanding of key concepts related to communications
· Learn the importance of an effective communications strategy and its main components
Materials

· Copies of the handouts

· Flipchart paper

· Markers 
· Laptop computer

· Projector

· Screen
Overview (2.5-3 hours)
Introduction/Ground Rules/Icebreaker (20 minutes)

Objectives and topics (5 minutes)

Key terms (5 minutes)

Challenges to effective communication (10 minutes)

Exercise: Telephone (10 minutes)

Communication strategy overview (5 minutes)

Exercise: Key questions for developing a communications strategy (10 minutes)

Setting a goal (5 minutes)
Identifying and analyzing your target audience (20 minutes)

Exercise: Audience analysis (10 minutes)
Developing and conveying an effective message (20 minutes)
Exercise: Create a message (25 minutes)
Public speaking tips (10 minutes)

Identifying the right messengers (10 minutes)
Identifying delivery tools (10 minutes)
Working with the media (15 minutes)

Conclusion/Questions/Evaluation (15 minutes)
Trainer’s Note:
When introducing this module, keep in mind the following: 

· Encourage participants to be active.

· The course is designed to increase and enhance the knowledge and skills of each participant.

· Keep realistic expectations. This session is an overview of communications. Adjust your expectations depending on the level of experience your participants have with this topic. 
· Always consider the experience your participants are bringing to the table. Even where it is not noted in the Trainer Note, feel free to draw on their knowledge and ask them to share their experiences.
This presentation will cover basic communications concepts such as communications strategies, audience analysis, message content and delivery tools. This presentation could be used on its own, if your time is limited, or as an introduction to other presentations on more specific topics within the communications module. If this is the first exposure to communications that most participants have had, it is strongly advised that you begin with this overview so that they are comfortable with basic concepts before introducing more advanced topics. If you intend to cover the overview and all or several of the other presentations, you might consider areas of the overview to delete or summarize, allowing you more time to go in-depth on these topics later in the workshop.
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: Key Terms (slide 5)
Ask the participants to define the terms first and then decide on common definitions based on their responses and the definitions below. You can then discuss how the definitions could be made more specific based on their contexts (not just for candidates in an election, but groups conducting advocacy and working to educate the public on a particular issue, etc.). What do these terms mean in the context of the lives and work of the participants?

You might also ask the participants to suggest other terms relating to communications that they think need to be defined at the onset. You should let them know that they are welcome to stop and ask for clarification at any point during the session if there is a term with which they are unfamiliar or one which they believe requires further discussion. 

Communication:
· Dictionary definition: the imparting or exchanging of information or news. 

· Act of sending messages through channels to one or more receivers. 

· "Any act by which one person gives to or receives from another person information about that person's needs, desires, perceptions, and knowledge. Communication may be intentional or unintentional, may involve conventional or unconventional signals, may take linguistic or nonlinguistic forms, and may occur through spoken or other modes.“ (National Joint Committee for the Communicative Needs of Persons with Severe Disabilities, 1992, p. 2)
· Communication requires a communicator, a message and a recipient. Remember this because a good communications strategy will focus on each of these components. 
Message:
· General dictionary definition: a communication containing some information, news, advice, request, or the like, sent by messenger, radio, telephone, or other means. 

· Definition of a campaign message: according to the Democratic National Committee (United States), a message: “defines the candidate and the contrast with the opponent that your campaign wants voters to carry in their minds to the voting booth. It is the value-oriented foundation that supports the candidate’s position on all issues.”  
Activity: Catching Messages (slide 7)
Have every participant write a message, perhaps their goal for this workshop session, on a piece of paper. Ask them to make a ball with the paper and, on the count of three, throw them to you, the trainer. See how many you can actually catch. This is just a quick way to show that with all the “messages” bombarding you at any given time, only a few will be “received”. You can ask for thoughts on why the ones that you caught made it to you. Perhaps they will mention aim or timing. If so, you can use these concepts to help explain the importance of tailoring your message to the audience.  

Activity: Telephone (slide 9)
In order to demonstrate the importance of creating good, clear messages try the following activity.

· Have everyone stand up and form a circle. Start by whispering a message about a candidate to the person to your right. Make sure this message is complicated and long.  For example, “XXX is running for local council. She has served as your local councilor for the last two years and has demonstrated her interest in serving the people of City X.  If you vote for her, she will make sure that more schools and hospitals are built and that the local council provides better services to the poor”. Write the message down so you don’t forget it, but don’t show it to anyone. 
· Ask the women to pass this message on word-for-word by whispering it to the person to their right. When the message reaches the last woman in the circle, ask her to say it out loud. Tell the group what the original message was (usually it will be quite different).
· Try the activity again with a shorter message and have the participants repeat it three times. For example, “Hina Wahab: improving educational and economic opportunities for all villagers! Hina Wahab: improving educational and economic opportunities for all villagers! Hina Wahab: improving educational and economic opportunities for all villagers!”
· Discuss with participants what this activity reveals about how messages get passed. Ask the women the following questions: 
· Which message passed most clearly through the circle? Why? 
· What was wrong/right with the first message? 
· What does this activity teach us about creating messages?

Activity: Audience Analysis (slide 17)
· Break participants into small groups and have them consider the following questions:

· What is the most important issue in the lives of our supporters and those we can persuade? What do they like? Dislike? What motivates them?
· What words or phrases are relevant to our audience and in our country?

· Give participants 10 minutes to develop responses to the questions.

· If time permits, groups could come back together to discuss responses amongst the entire group of participants.

Activity: Audience Analysis Example (slide 18)
This activity can be used to further discussion on the example of the bill introducing the study of civics and religion in schools.

Read the statements below and have participants discuss and decide which is a more effective strategy: 
· I’m doing a press conference on the bill regarding the introduction of religion classes in schools. My audience is everyone watching the news report. (ineffective)

· During this press conference, I want to communicate to those parents who are undecided on the issue of religious education. These parents have a high school education and are employed. I want this group to conclude that this is an issue of parents being able to make the decision about what is best for their children, not about religion. (more effective)

Discuss why the second is more effective (use of relevant words, ties issue to relevance for target audience, etc.)
Trainer’s Note: Characteristics of an Effective Message (slide 20)
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 of 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.  

Activity: Identifying Effective Messages (slide 22)
· Break participants into small groups. Read the following examples and have participants identify and discuss which is the more effective message:

· Example One
· Ineffective: If we are to make progress in the future, we have to accept some economic reforms that may not be perfect.
· Effective: The economic reforms are not perfect, but they are the start we need if our country is to grow and prosper in the future.

· Discuss why the second message is more effective. The vision it presents appeals to the emotions of those who hear it. Ask participants for examples of advocacy or candidate campaigns from their country that framed the message in terms of its emotional impact.  

· Example Two
· Effective Message: For most families it’s still far too difficult to pay all the bills each month. It’s getting better – everyone agrees that Country X is starting to recover – but it’s not going to happen overnight. That’s why we’re taking focused measures now to ensure a prosperous society for our children and our children’s children.
· Ineffective Message: In this country the economy needs improvement, which takes time. Even the International Monetary Fund and the World Bank don’t expect us to repay our loans right away. Be patient. If you elect me I guarantee that you will eventually earn a higher salary.

· Discuss why the first message is more effective. Help participants to understand that they need to set realistic expectations with their messages, while still motivating and inspiring their audience by talking about a better future. You also want to make your audience feel like they can be part of the solution if they support you. They should feel that they have a role to play and the first step is supporting you.
Activity: Developing Effective Messages (slide 27)
After brainstorming words appropriate for the context and covering messaging basics, break into small groups of 3-4 people per group. 

Have each group consider the examples of effective and ineffective messages on the economy and create their own message. It should be a maximum of two sentences and should be: 
· Clear & concise – easily understood

· Compelling – to persuade voters

· Contrasting – distinguishes you from others

· Connected – to what is important to voters
Give participants 10-15 minutes to work on their two sentence message and then come back together to report back. You might just ask for a couple of volunteers. You don’t necessarily need to have all groups report out. Reiterate the key aspects of messaging and emphasize aspects that they may have missed. 
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