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Your
campaign
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Stakeholder
targeting
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* To better target advocacy campaigns
—Target influencials
—Base supporters

e To weight on policy stakeholders and
Influentials

— Parliament/Parliamentary Leaders

—Administration/PM office

— Grassroots/Stakeholders/Voters
 To understand degree of commitment
e To prepare micro-targeting
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Likelihood to care and do something

Exercise: 1) Select 1 reform in 1 country per table 2) Discuss/explain the situation

and 3) locate real individual stakeholders and grou

Issue predisposition

For Undecided

ps of stakholders on the matrix.

Against

Very

Maybe

Not
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Message
matrix
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« Stakeholder mapping / Targeting

e Research/discect the issue and “the
competition” point of view

« Knowing/watching/polling/surveying
opinions and intentions
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Values

Personal Consequence

Issue Benefits

Issue Attributes
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© Public Officials = Business Owners M Opinion Leaders M General Population
29

23

Creates a digital Bangladesh =

Increases government efficiency .
Reduces corruption

Increases ease of doing business
Creates jobs

Reduces need for middlemen

Strengthen, expand IT sector

Development of e-commerce
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..About Whom?

%

Us

Them

Who Says What...

Us Them
(What we say (What they say
about ourselves) about us)
(What we say (What they say
about them) about themselves)
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Exercise: 1) select the same reform, same country a s previous exercise 2) write
relevant statements in each square of the message b  ox.

Who Says What...
Us Them

Us

...About Whom?

Them
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Concise

Compelling (Convincing)
Credible

Character Defining
Contrasting

Contextual

Communicated (Conveyed)
Consistent

Constant
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A discrete amount of information,
founded in empirical research
and in the times,
and drawing a distinction from others,
communicated effectively
to a narrow group of stakholders
who have not yet made up their
minds.
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Exercise: 1) select the same reform, same country a s previous exercise 2) write the
message that will help you promote a reform sucessf ully.

A discrete amount of information, founded in empirical research and in the times, and drawing a distinction from
others, communicated effectively to a narrow group of stakholders who have not yet made up their minds.

Your message:
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Communication
tools
Messengers
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TV

Radio

Malil

Phone
Canvass
Web
Outdoor
Specialty
New Media
Other Paper

34



Communication assessment

A Communication Assessment Determines the Communica tion
Needs for a Project/Initiative....

Interviews with opinion leaders

Identifies roadblocks, evaluates opponents’ strategies

Analyzes risks and opportunities in the political, social, cultural
environment; suggests mitigation techniques

Assesses communication capacity of government, media, stakeholders,
and local communication professionals

Provides first stage stakeholder analysis

Quantitative and qualitative public opinion researc h (surveys,

focus groups)

Provides in-depth stakeholder analysis

Develop and test hypotheses wi/critical audiences
Test messages and vehicles
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Television Family or Print Internet Radio
Friends Media

General Population
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Television

Family or Print Internet
Friends Media

Opinion Leaders
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Several Once a Once a Once a Never
times a week month year
week

General Population
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Opinion Leaders General Population
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Better Business Initiative
Partnering to improve the economic environment

)% *
* 0p
% % >
+D8
C
%
0 +8 A [
2+8 @ B 8- @

42



+& %

43



44



45




%

46



% 1

Message
delivery
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Promoter/Leadership/Sponsor
Government/Private sector/donors
Leaders — Political, Ethnic, Labor
Regular People

Celebrities

Professionals

Brands
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Government
Religious leaders
Academics
Media
NGOs & charities
Domestic private sector
International private sector

National Assembly
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Now, I'd like to rate your feelings toward some people, things, and organizations, with
“100” meaning a VERY FAVORABLE feeling; “0” meaning a VERY UNFAVORABLE
feeling; and “50” meaning not particularly favorable or unfavorable.

M % Warm, favorable (51-100 degrees)

100
80
60
40
20

4

0
20
40
60
80

1

12

™ % Cool, unfavorable (0-49 degrees)

100

Gen Pop Opinion Business Officials

BASIS

Gen Pop Opinion Business Officials

BCS

50

Gen Pop Opinion Business Officials

BCC
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Elite v. Grassroots

Paid v. “Free”
Disciplined

Repetitive

Multi-Media
Two-Track/Three-Track
Negative

Rapid Response
Logistics
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Partnering to improve the economic environment

1st intergroup meeting 2 intergroup meeting 31 intergroup meeting 4t intergroup meeting 5t intergroup meeting 5 Roadmans
ABUJA Vetting 5 Vel Vetting 5 Vetting 5 Vil & Delivered -
PLENARY Business Business Business Business Business e
MEETING Bottlenecks Bottlenecks Bottlenecks Bottlenecks Bottlenecks me e‘t’in 5 w“’r']
Lagos
Lagos (¢} Lagos Lagos Lagos CavET T
IFC
11:00 AM
. Meetin
Meeting ~ting Meetings
f with .
With with Forum
. Governors P
Parliaments “Bett Institutions
“Better etter use “Better Lagos
. of resources” . —
process implementation
Press
Conference
Lagos
“Better Business”
" 0 . Op-ed Op-ed Op-ed Op-ed
. 5 Roaclimapisﬂ Os[.:wzd Trade & Instit- Infra- Agric-
25 Bottlenec Macro utions structure ulture
. O O O==0 O O O O O OO .
H + H 7 + /. + 7 G / G 7 G/ G 7 % /. % .7 /

58

3 +Du ;<|ul 78 $ " ;$ 3 +D" ;< +8##@<;<




Exercise: 1) select the same reform, same country a s previous exercise 2) Plan the
delivery of your messages over a 100 day period.

W

*o * * 6/ * L/ *Ax Tl *J * H/ * K/ * M/ ol 8)*

59



% 1

Measurement
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 Measurement DURING the advocacy campaign = survey, polling
* Measuring AFTER the campaign = result/enactment/decision/election

e Survey target audiences (as often as can afford/practical) if enough amounts
of messaging done so as to test their results.

» Test the same groups of targets and compare them to each other.
 Measure changes in attitudes and willingness to act, but also exposure to the

campaign (i.e. “Have you seen ad or read a story about this, that or the
other?”).

* Focus group testing is fun to test messages and especially materials near or
at the start of the campaign or to test new ads or materials.
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Thank you!

Benjamin Herzberg
bherzberg@worldbank.org



