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The “Making Communications Connections” Toolkit, written by the
FrameWorks Institute, is a companion document to its narrated CD-ROM
presentation developed and produced for the Annie E. Casey Foundation’s
Making Connections sites. This toolKit is designed to provide you with the
tools necessary to consider those communications campaigns that might
prove effective for raising the issues you care about in your community. It
is meant to be used as a complement to media workshops and materials
provided by UCLAs Center for Communications and Community, a
FrameWorks partner.

The tools provided here are based on research conducted by the
FrameWorks Institute for the Annie E. Casey Foundation. This research
included the development of an assessment protocol for evaluating commu-
nications campaigns, and an in-depth review of more than 50 campaigns
from across geographic and issue areas by a panel of experts. To all this
work, the FrameWorks Institute brings its unique perspective on framing
public issues through innovative methods derived from the cognitive
sciences and values-based communications.

We hope you will use this toolkit, in combination with the CD-ROM,
to more effectively use communications in advancing the issues of your
community. Please let us know your feedback by contacting us at info@
frameworksinstitute.org. You may also want to visit our website
www.frameworksinstitute.org for more information about effective cam-
paigning for social issues.

THE TOOLKIT INCLUDES THE
FOLLOWING:

= “Getting Started,” an overview of
the contents of the CD-ROM and
technical tips in playing the
presentation on your computer;

A review of the strategic compo-
nents that comprise effective
communications campaigns;

A description of the elements of
the frame and their importance in
communications campaigns;

« A media diary, for documenting
communications campaigns in
your community;

A checklist that you can use to
evaluate campaigns; and

« An addendum to the CD-ROM
that describes how to create a
budget for developing your own
communications campaign.
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THE “MAKING COMMUNICATIONS CONNECTIONS” CD-ROM

The “Making Communications Connections” CD-ROM is a fully narrated pres-
entation developed and produced by the FrameWorks Institute for the Annie E.
Casey Foundation’s Making Connections sites. The CD-ROM presentation covers
the following information about communications campaigns:

= An introduction to commu-
nications campaigns

« Strategic components of
communications campaigns

= Three case studies:
Stereotyping and Tolerance
Keeping Kids in School
Community Supports

» Three perspectives on
campaigns:
Commercial Advertising
Journalism
Political Consulting

* How to assess communica-
tions campaigns

= Conclusion

To watch the CD-ROM pres-
entation, just insert the CD
into the CD-ROM drive of
your computer and it will
begin playing automatically.
However, in this age of
technology, it's important to
keep some technical tips close
at hand.
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MINIMUM SYSTEM
REQUIREMENTS

Windows:

400MHz Pentium MMX
processor

8X or better CD-ROM drive

64MB of RAM

800x600 monitor with
16-bit color

QuickTime 4.0 or later

Windows 98

If you use Windows and the
program does not start auto-
matically, double click on the
My Computer icon on your
desktop and double click on
the drive that you use for CDs
(with many computers, it’s
your D drive). Then right
click the MakingConnections
CD icon and select the Explore
option. Once there, you will
see a Start icon, which you
must double click to start or
restart the presentation. If
you are instructed to install
QuickTime, click on the
folder named QuickTime

CDinstaller. Inside that folder
is the icon named
QuickTimelnstaller, which
must be double clicked to
install QuickTime. Once
QuickTime is installed, restart
the presentation by double
clicking on the Start icon.

Macintosh:

G3 processor

4X or better CD-ROM drive

64MB of RAM

800x600 monitor with
16-bit color

QuickTime 4.0 or later

System 8.0 or better

If you use a Mac and the
program does not start auto-
matically, double click the
MakingConnections CD icon
on your desktop. Once there,
you will see a Start icon,
which you must double
click to start or restart the
presentation.

MORE CD-ROM

TECHNICAL TIPS

1. You can start and stop the
presentation at any time by
clicking your mouse on the
“pause” button at the bot-
tom of the screen. You can
also use the arrow keys to
view a previous slide or to
advance the presentation.

2. When the arrow on the
bottom of the screen is
flashing, it means that the
presentation is in “pause”
mode to allow the viewer to
take notes. When you are
ready to begin the presenta-
tion again, just click your
mouse on the arrow.

3. On the bottom of the

screen, there is a button
entitled “menu.” By clicking
on “menu,” you will be
taken to the table of contents
for the presentation. From
the menu, you can choose to
jump to a different section,
resume the presentation
where you left off, or exit
the presentation.



Choosing to participate in a communications campaign, or developing one of
your own, can be an effective way to get your message to a key audience or to
build a broader constituency for community change. But not all communications
campaigns work equally well for social issues. There are many campaigns that sell
products, elect politicians, brand companies, and raise money for causes. These
kinds of campaigns offer us some important tools, but require careful evaluation
and adaptation by those who are promoting policies and programs, not products or
politicians. So how should community advocates think about effective campaigns
for issues that affect our families, our schools, our neighborhoods, and our com-
munity institutions? And how do you determine whether a particular campaign
Is a good campaign for advancing your issue and your perspective on that issue?

One of the most important things to consider is how to match your campaign
goals with the techniques you use to deliver your messages. This section of the
toolkit helps you do just that by articulating the strategic components that comprise
good communications campaigns.

strateqic
compone



STRATEGIC PLANNING

Before embarking on a com-
munications campaign—
whether you intend to create
it yourself or to borrow an
existing campaign—it is
important to “do your home-
work” and articulate a clear
plan for your campaign. What
is it you want to accomplish?
And how can communications

MESSAGE DEVELOPMENT

With a clear strategic plan in
place, the next step in the
process is to develop the
content of your message and
connect the message with
your goals and objectives.
Sometimes, advocates get
ahead of themselves and
develop the message first,
before they’ve articulated a
clear plan. This often results

nt

help you get there? Based
upon our experiences, a good
communications campaign
plan would include:

» A clear definition of the
problem;

= Well-articulated solutions;

= Designation of specific
audiences who can help
solve the problem;

in goals, messages, and out-
comes that are mismatched.

In order to determine whether
the content of your message
fits with your plan, you
should be able to answer

“yes” to all of the following
questions:

» Do you understand what
your target audience already
thinks about the issue?

« A practical call to action;

= An overall plan for the
campaign;

» Well-defined tactics;

« A thoughtful execution of
the plan; and

« An evaluation of the
campaign’s impact.

« Is the message you've cho-
sen likely to get people to
rethink the issue, to solve
the problem?

» Does the message set up
policy solutions to the
problem?

« s it clear what you want
people to do, how they can
do it, and what will be the
result of their doing it?

effective communications

Scampaigns



FRAMING THE MESSAGE

This component in a commu-
nications campaign is about
making sure you are really
communicating the message
you've chosen by carefully
choosing the various elements
that go into framing your
campaign. In the section of
this toolkit entitled, “Thinking
Strategically About Framing:
Elements of the Frame and
Their Applications to
Communications Campaigns,”
we have provided greater
detail about each element of
the frame, explaining how
you can effectively use that
element to frame your cam-
paign message. We think you
will find it useful to look
through that section carefully
as you consider how to frame
the message of your campaign.

The elements of the frame are:

An effective campaign should
think through each of these
elements and the implications
of each of the following
campaign choices:

 Contact the sponsors and
ask them what plans they
have for expanding the cam-
paign to your community.

* Who are the knowledgeable
and trustworthy messengers
you want to deliver your
message?

« Suggest a meeting to discuss
their progress with the
campaign and future plans,
and to acquaint them with
your work.

* What visuals or symbols
help to reinforce the frame
or message we’ve chosen?

« Are familiar values being
communicated in addition
to information?

 Ask if they are looking for
local groups to help lobby
local media to run the
campaign.

= Does the campaign help us
understand issues we don’t
know by relating them to
things we do know, through
familiar stories and
metaphors?

e Ask if they would be inter-
ested in a formal arrangement
with your group, allowing
your group’s name to appear
on print and TV ads.

« Context

* Numbers

* Messengers

« Visuals and Symbols

* Models and Metaphors

* Tone

« Is our message clear in
suggesting who made the
problem and who should
fix it?

SIGNING ON OR CREATING
CAMPAIGNS

Let’s say you find a campaign
that works for your issues—
but it’s not playing in your
community, it’s only in the
adjacent state. You can:

« Suggest a way you could
help in getting public-
service spots aired in your
community by contacting
local stations that know
your group.

Let’s say you find a campaign
that is pretty good, but could
be a lot better. You'd like to
think about adapting it for
your community. You could:



 Contact the sponsors and
ask them whether there
is room for new creative
elements in their campaign,
and if they might be willing
to work with your commu-
nity to develop these.

= Examine the sponsorship of
the campaign: Is it an Ad
Council campaign? If so,
you may be able to work
with the nonprofit sponsor
and the Ad Council to create
a specially adapted campaign
for your community. Is it a
station or network promo-
tion? If so, you may be able
to contact your local affiliate
and ask them to bring that
campaign to your commu-
nity. Is it a commercially
sponsored campaign? If it is,
and you have that industry
in your community, you
may be able to convince
the sponsor to widen the
distribution to include your
community.

if the campaign is multi-
year, you may be able to ask
to brainstorm the next
round of creative concepts,
and to get the creators to
see your perspective on

the issue. So find out the
schedule or “roll out” of
the campaign.

Let’s say you see a great
campaign that is operating in
your community, but you’re
not a part of it. You could:

Let’s say you don't like any of
the campaigns you see, but it
gives you some good ideas
about the kinds of campaigns
you’d like to see in your
community. You could:

= Contact the sponsors and
ask them for a meeting.

= Study the current placement

and reach of the campaign
—are there ways your
organization could extend
this campaign through your

connections with local shops

and citizens’ groups, or
with stations serving your
community?

« Think about what you want
to add to, or change about,
the campaign. It’s always
easier to use the overall
message, and then create
more specific products that
“tailor” the message to your
issue or audience. However,

 Suggest a partnership that
would allow you to appear
on some of the advertising
in exchange for placing it
more broadly.

» Ask to be included in the
planning committee when
the campaign goes into its
next phase.

 Contact a local station or
paper that is active in your
community. Be attentive to
what outlets reach which
populations and how this
relates to your overall
strategy—you want to
make sure you reach the
people you need to mobilize
for change, as well as those
directly affected by an issue.
Ask for a meeting with the
person charged with com-
munity relations. Bring
representatives from several
community groups to that
meeting to demonstrate
your broader community
reach. Share with the station
your understanding of the
issue, and how you might
partner in creating better
community understanding
of it and the public will to
address it. If you've seen a
campaign you like on
another issue, bring materials
that convey your vision. If
you have ideas for com-
mercial partners, say so.
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Be aware that, for public-
service campaigns, stations
provide deep discounts to
advertisers, so you may be
able to create a winning
combination of your
community group, a local
advertiser that wants to be
associated with your issue,
and the station.

able to get them to run a
brief message or logo for
your group, or to create and
run a topical or seasonal
message (back to school,
Martin Luther King Day,
children’s health) for your
group as part of their
advertising.

. Don’t reinforce negative

stereotypes.

. Change perception by

aligning with the values
you want to convey, not
by directly reinforcing the
negative perceptions you
are trying to change.

If you have a good idea and
think it might appeal to a
local business that already
buys advertising (car dealer-
ship, restaurant or grocery
chain, real estate company,
etc.), go directly to the
public relations department
or head of that company.
Ask them if they might be
willing to partner with you
on some public service
advertising in support of a
good community cause. If
they already have an adver-
tising agency, you may be
able to get them to create
advertising for you pro bono
and to piggyback your
public-service ads when
they buy time for their
product (getting free space
for your ads). You may be

While there are many
opportunities for creating
campaigns, remember the
lessons learned from our
“Making Communications
Connections” CD-ROM: make
sure you participate in devel-
oping the message, have a say
in reviewing and approving
the creative concepts, and
have a strategy for capitaliz-
ing on the product. Bad
communications won'’t help
your cause, and even the best
communications, without a
broader strategy, won't realize
your goals. So remember the
five lessons we shared in the
“Making Communications
Connections” CD-ROM, and
use these to help you think
strategically about the
message you are sending:

. Don’t assume that statistics

alone are enough to per-
suade. If you don’t believe
the message, others won't
either.

. Use research to inform a

solutions message, but
trust your instincts when
using statistics in the
message. If you don’t
believe the message, others
won't either.

. Connect people to commu-

nities. In telling stories,
don’t isolate individuals
from the policies and pro-
grams that support them.



THINKING STRATEGICALLY ABOUT FRAMING

Elements of the Frame and Their Applications to
Communications Campaigns

framing
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Context is one of the most
difficult elements of the frame
to describe, and one of the
most important to get right in
a communications campaign.
In FrameWorks’ trainings,

we explain context by first
showing the group a picture
of cows chewing grass in a
field. We explain that some
cows are getting sick, and we
ask the group to speculate
about the cause. Invariably,
people work within the frame
that has been given to them;
they ask if the farmer gave the
cows bad feed, or if the farmer
is experienced, or if the cows
have wandered into an adjacent
field, or if the cows caught a
disease from other cows. We
then add in a backdrop that
shows an urban landscape
with smoke stacks belching
fumes just over the cows’
heads, and we ask the group
again: Why do you think the
cows are getting sick? This
time, of course, they are able
to broaden the scope of their
speculation to include envi-
ronmental causes, and to ask

about the relationship of the
cows to their air, water, and
soil. This exercise brings
home the importance of
getting context into the initial
definition of the problem.

Context is not merely details
about individuals, but details
about trends. And to identify
trends requires systems-level
thinking. Applied to commu-
nications campaigns, this
means that you must be
strategic in identifying the
problem you want to commu-
nicate as one that involves the
entire community. The way
you identify the problem
makes all the difference in
how people are able to view
your solutions. When people
understand issues as individ-
ual problems, they may feel
critical or compassionate, but
they won't see policies and
programs as the solutions. For
example, the dominant frame
for children’s issues is a needy
child and a parent, and this
two-person frame sets up the
idea that the parent, and the

parent alone, is responsible for
the child’s needs. However,

if you provide context and
broaden the frame to include
other parents, the community,
business leaders, the mayor,
etc., you define the problem
as public in nature and
expand the possibilities for
meeting children’s needs.

To go back to the FrameWorks
training example, systems-
level thinking forces us not
to view the cows within the
narrow frame of the field and
the farmer. It gives us more
options in defining the
problem and in creating
appropriate solutions.
Without systems thinking,
we are forced into narrow
solutions: “fix the parents in
order to fix the kids.”

Context is one of the missing
ingredients that distinguishes
episodic from thematic report-
ing—important distinctions
for community advocates to
understand. Stanford University
political psychologist Shanto



lyengar explains that “the
essential difference between
episodic and thematic framing
is that episodic framing depicts
concrete events that illustrate
issues, while thematic fram-
ing presents collective or
general evidence.” Episodic
reporting is heavily reliant on
case studies, human interest
or event-oriented reporting,
and depicts public issues as
the plight of an individual
homeless person, an airline
bombing, etc. By contrast,
thematic coverage places the
individual incident within
long-term or national trends;

it explores causes and effects;
and it explains, rather than
dramatizes. Context defines
an issue as “public” in nature,
and therefore appropriately
solved in the realm of policy.

HOW TO GET CONTEXT
INTO COMMUNICATIONS
CAMPAIGNS:

» Link current data and
messages to long-term
trends.

« Define the problem so that
community influences and
opportunities are apparent.

= Focus on how well the
community/state is doing in
addressing this problem, not
how well individual parents
are doing.

 Assign responsibility.

» Present a solution.

« Interpret the data: tell the
public what is at stake and
what it means to neglect
this problem.

« Connect the episodes of your
community’s issues to root
causes, conditions, and
trends.

13

What research suggests about this

element of the frame:

= Context establishes the cause of the problem and who is responsible for

solving it.

= Context can further systems thinking and minimizes the reduction of social

problems to individual solutions.

= Context must be built into the frame with the introduction of the problem.
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An important finding from
the cognitive sciences is the
ability of the frame to over-
power the numbers that fol-
low. In other words, “if the
facts don't fit the frame, it’s
the facts that are rejected, not
the frame.” Confronted with
facts that one might presume
should have caused a group of
people to reconsider a particu-
lar position, these people
opted instead to hold to their
position and to ignore the
conflicting data.

As many have come to realize,
both numbers and narratives
evoke frames. The trick is
how to combine them so that
they work together to evoke a
frame of collective responsi-
bility and public policy. In
communications campaigns,
this is especially critical, since
you are trying to communi-
cate complex information in

a compelling yet concise
manner. Here are some simple
suggestions for integrating
narrative and numbers into
your communications
campaigns:

First, never provide numbers
without telling what they mean.
While experts concerned with
objectivity may feel it is
important to “put the numbers
out there and let the facts fall
where they may,” they are
setting the stage for public
misunderstanding, public
boredom, or public manipula-
tion by those who do not hold
back from interpretation.

WEAK EXAMPLE:

In Vermont, 200,000 children
have dental carries. More than
half the population of children
in the state have not seen a
dentist in the last three years.
This is a severe problem.

BETTER EXAMPLE:

New technology and treat-
ments, programs, and policies
make it possible for us to
protect our children from
most tooth decay and oral
disease:

« Fluoridation of the water
supply reduces caries by
26 percent in adolescents.

e Children with dental
sealants and visits have only
one fourth as much tooth
decay as those without.

e Children and adults with
dental insurance are much
more likely to have timely
visits to a dentist.

Second, keep the numbers to
narrative ratio low. Too many
statistics confuse the listener.
Embed the statistics in a tight
story that tells what is hap-
pening, how big a problem
this is, and what can and
should be done about it.

WEAK EXAMPLE:

“Over the past 25 years, the
proportion of children in poor
countries immunized against
six dreaded diseases has
increased from 5 to 75
percent.” What’s wrong? Too
many numbers, too little
interpretation. Let’s reframe it.

BETTER EXAMPLE:

“The success of childhood
immunization in poor coun-
tries is a testament to what



we can accomplish if we work
together for a common good.
For every child fully immu-
nized against childhood dis-
eases a quarter century ago,
there are now 15.”

Third, try to provide the inter-
pretation first, then the data.
That way, your numbers con-
nect to an idea. By raising the
broader principle first, you
allow people to hear your
numbers as evidence, not as
raw data. In the following
examples, the idea is preven-
tion, and the numbers that
follow make the point that
this is affordable and doable.

EXAMPLE:

“Education is poverty preven-
tion for women. Each extra

year of a girl’s education
brings an increase in family
income, a reduction in the
fertility rate, and a decrease in
infant, child, and maternal
mortality. Each extra year
yields this important
progress.”

ANOTHER EXAMPLE:

“If we know how to fix a
problem that children suffer
from, we should do it. A mos-
quito net that costs about $4
can save the lives of millions
of children worldwide. Yet
that $4 is out of reach for
most of those who need it. To
most of us, it’s a hamburger;
for half the world’s popula-
tion, it’s two full days’
wages.”

It is imperative that those
who seek to engage and
educate the public find ways
to help people imagine the
reality the numbers represent,
so that they can appropriately
assess what'’s at stake. The
Advocacy Institute and
Berkeley Media Studies
Group have pioneered an
approach to communicating
statistics that they call “social
math.” By this, they mean
“making large numbers
comprehensible and com-
pelling by placing them in a
social context that provides
meaning.”

Here’s a good social math
example for driving home the
power of solutions in address-
ing the community problem

15
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of global warming: “Setting
higher government standards
for fuel efficiency could be
met through better transmis-
sions and engines, more aero-
dynamic designs, and stronger
yet lighter material for chassis
and bodies. These changes
can cost effectively increase
the average mpg of today’s
automotive fleet from 24 to
40 mpg by 2012 without
compromising safety. This
would be the equivalent of
taking 48 million cars off

the road.”

HOW TO USE NUMBERS AS
ADVOCACY TOOLS IN
COMMUNICATIONS
CAMPAIGNS:

e Use numbers sparingly.
When you use dramatic
numbers, you may have the
inadvertent effect of making
the problem seem too big,
too scary, or too far away.

» Use numbers strategically:

not to establish the size of
the problem, but to convey
the cost of ignoring it.

= Use numbers strategically to

convey that the problem is
man-made.

e Provide the meaning first,
then the numbers. Use
social math to reinforce
that meaning.

<
“r

» Use numbers to demonstrate
that we know how to solve
this problem.

3



by the age of
* four?

What research suggests about this
element of the frame:

= Once a frame is established, it will trump numbers.
= Most people cannot judge the size or meaning of numbers; they need cues.

= Numbers alone often fail to create pictures in our heads.
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Choice of messenger is one of
the most important tactical
choices to be made before
taking an issue public.
Messengers are the people
who become the physical
symbol of the issue—they
sign op/eds, appear at news
conferences and before civic
groups, speak on TV and
radio talk shows, and testify
at hearings. They answer the
question, “Who says this is a
problem | should pay atten-
tion to?” Messages can be
reinforced or undermined

by their attachment to a
spokesperson. Skill is required
in matching the message to
the messenger, and in antici-
pating the impact of particu-
lar messengers on public
thinking.

The problem inherent in the
choice of messenger is that,
without a careful appraisal of
the match of messenger and
message, you are likely to
reinforce one of these negative
roles for the public, inadver-
tently allowing the public or
critics to dismiss their testimony.

Recent research sheds new
light on how people choose
whom to believe. Two criteria
are critical to the public’s
assessment of a messenger’s
credibility: knowledge and
trustworthiness. The impor-
tance of a speaker’s knowledge
explains why pediatricians,
school nurses, teachers, and
coaches are credible messengers
on children’s issues— they
have regular contact with
children and are trained to
evaluate them.

Trustworthiness, however,
presents more of a challenge.
Trustworthiness can be
determined by assessing the
speaker’s character. But, in
the absence of such personal
information, listeners often
evaluate trustworthiness based
on whether the speaker has
“put their money where their
mouth is” through an action
or whether the speaker would
have anything to gain by
lying. They are looking for
sincerity, but also for vested
interest. Hence the concept
of “unlikely allies”: a police

officer is a more persuasive
spokesperson for the impor-
tance of early childhood
education because s/he has no
apparent reason to lie on this
issue.

And, contrary to popular wis-
dom, “you do not necessarily
learn more from people who
are like you, nor do you learn
more from people you like.
This is why most people turn
to financial advisers, instead of
their mothers, when dealing
with mutual funds, and back
to Mom when seeking advice
about childrearing.”

There are sensitive challenges
to identifying and using effec-
tive messengers to increase
public understanding of, and
support for, community
issues. In this regard, it is
important to separate percep-
tion from reality. Sometimes
the logical spokesperson on an
issue is not believable for
some reason. For example,
social workers are often not
perceived as credible in talking
about preventing violence by



investing in kids. Why?
Because prevention and treat-
ment are their life’s work,
social workers are not seen as
objective on this issue. Also,
because social workers begin
with prevention as an answer,
they don't arrive there after
looking at the evidence.
Furthermore, they are not
objective spokespeople
because prevention is an old
answer and the level of recent
violence seems to call for new
answers; if this worked in the
past, why are we now seeing
the Columbines and the

Paducahs? And finally, social
workers convey treatment and
the premise of social responsi-
bility for others, not mutual
responsibility, which is what
Americans are looking for.
The messenger undermines
the message.

HOW TO USE MESSENGERS
EFFECTIVELY IN
COMMUNICATIONS
CAMPAIGNS:

e Use messengers that
reinforce the systemic
connection and underscore
the severity of the problem.

» Use business leaders and
government officials to
establish the public interest.

= Use messengers that can
attest to the reality, severity,
and consequences of your
campaign’s issue in a
domain well understood by
the public.

= Use unlikely allies.

» Use advocates carefully,
understanding the public’s
assumption that they are
already vested in the issue.

What research suggests about this
element of the frame:

= The choice of messengers is as important as the message itself.

= The message is reinforced or undermined by the choice of messenger.

= Knowledge and trustworthiness are critical to public acceptance, not likability

or familiarity.

= Some messengers are not credible on certain issues because we assume
they are biased toward a perspective.

= Unlikely allies can prompt public reconsideration of an issue or recommendation.

= Some messengers convey specific frames.

19
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We have been concentrating
on words and how they
trigger models and frames.
But don’t underestimate the
power of visuals in your com-
munications campaign. After
all, it has been said that “a
picture is worth a thousand
words.” Pictures trigger the
same mental models and
frames as words do. It is
important to be aware of this,
so that the frames introduced
by the pictures do not work
against the frames introduced
by the words. Advocates often
say that they cannot control
the pictures at news confer-
ences, but to some extent you
can—in the way you stage
the news conference and in
what you suggest to the
media as the visuals to accom-
pany your story. Furthermore,
there are many vehicles you
can use in your communica-
tions campaigns—such as
advertising, brochures, fact
sheets, action alerts, reports,
and so on—in which you can
control all the visual elements,
and therefore the messages
they send.

What, then, are the factors
to consider when planning a
visual, whether it is a film
clip, photograph, illustration,
or graphic (including maps
and charts)? First, it's impor-
tant to anticipate the visuals
or symbols that will be
applied to your issue if you
do nothing to control them.
More than likely, these will
be generic images and will
trigger frames that are tradi-
tionally associated with that
issue. For homelessness, as an
example, it’s a good bet that
the visuals will be a single
homeless person and will
emphasize individual respon-
sibility. FrameWorks’ research
strongly suggests that this
type of visual trigger under-
mines the public’s willingness
to engage with the issue.

Second, recognize that choos-
ing the “right” visual is only
the first step. Even image
placement can reinforce or
undermine your message.
Location, size, and color can
also affect the impact of your
visuals. Images seem more

important when they are
centered, in the foreground,
brightly colored, sharply
defined, or overlapped with
other elements. Human fig-
ures, cultural symbols, or
icons also signify importance.
Consider the layout of your
document as a whole.

HOW TO USE VISUALS
EFFECTIVELY IN
COMMUNICATIONS
CAMPAIGNS:

« Avoid traditional images
that have dominated the news
on your issue.

 Avoid close-up shots of
individuals or of only a child
and their parents.

« Suggest the public nature of
the problem with pictures of
public, health, and community
settings.

« Use sequence and placement
of photos to demonstrate cause
and effect—trends instead of
isolated events.



What research suggests about this
element of the frame:

= Pictures trigger the same models and frames that words do.
= Pictures can undermine a carefully constructed verbal frame.
= Pictures are visual shorthands.

= Close-up shots emphasize the personal and conceal environmental and
systems-level influences.

= The narrower the frame, the less opportunity for systems-level thinking.

MENTOR A CHILD.
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Because every word that we
speak and every image that
we produce are linked in
different ways to many frames
and models (it is words and
images that in fact trigger
the models), language and
imagery will always manipu-
late. That is unavoidable. By
bringing a level of analysis to
these metaphors and models,
however, community advocates
will be less likely to be caught
using language and imagery
that in fact work against the
policies or positions we are
advocating.

Often, when advocates take
on an issue that is well estab-
lished in the public discourse,
they find they must evaluate
and address the metaphors
and models most closely
associated with that issue and

their unintended consequences.
For example, George Lakoff
and Joseph Grady have
demonstrated that, when
adults think of children as
“precious objects,” child care
is often conceptualized as a
container, which provides
protection for the child. This,
then, takes on a number of
pernicious “entailments” or
consequences that come
bundled with the metaphor
and infect our reasoning:

CHILD CARE AS A CONTAINER FRAME
Child care center —> Container

Children —> Packages
Leaving children at center —> Putting objects in a container
Caring for children —> Handling objects

Child care workers —> Package handlers




What research suggests about

metaphors and models:

= Complete ways of thinking, which include patterns of reasoning.

= Allow us to make extensive inferences beyond the words actually used.

= Highly quotable for news media.

= Effective alternatives to other storytelling devices.

All of this reasoning is hidden
from both the reasoner and
the observer. Yet it is precisely
this hidden process that yields
an overt opinion that there is
no problem with paying child
care workers low wages. Once
the mental mapping has taken
place, the reasoner is able to
quickly sort through any new
information and to come up
with a “logical” assessment.
Moreover, while people might
well support higher wages for
package handlers or child

care workers, if given time to
think about the consequences,
we have landed here in the
prototypical frame—the
generic model that does not
allow for more thoughtful
reasoning.

ENTAILMENTS OF THE
CHILD CARE CENTER AS
A CONTAINER FRAME

If child care is package
handling:

« Is it a highly skilled job?

= Do you need to hire highly
skilled workers?

 Does it pay well?

 Does it need to pay well?

= Does the environment at the
facility matter?

Do the relationships
between handlers affect
the package?

Hence, the difficulty of get-
ting “quality” into the public
debate over day care, as it

is currently conceptualized.
The power of the metaphor

is that it effectively shuts
some considerations out of the
frame, and highlights others
—safety, for example, is fore-
grounded in this metaphorical
reasoning.
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FrameWorks’ research on
various issues has been consis-
tent in showing that when the
discourse about social problems
becomes too extreme, too
dire, or too partisan, large
segments of the public are
likely to tune out and dismiss
the message, and few new
converts are likely to be
made. When any issue is
described as an “epidemic” or
in the context of a series of
negative predictions (the sky
is falling), it shuts down
thinking. In some cases,
people prioritize other com-
munity issues instead of the
one you are promoting. In
some cases, they ask who is
responsible and conclude that
this is a problem of individual
laziness or neglectful parent-
ing. In some cases, they ask
who is behind these “inflated”
statistics and conclude that it
must be liberals, advocates, or
some other vested interest—
and then their assessment
relates to identity politics:
liberals are in favor, but

others suspicious. Even poten-
tial supporters, however, can
be turned off by overtly
melodramatic discussions

and made skeptical by dire
warnings.

When people are presented
with a communications
campaign that is reasonable in
its discussion of the problem,
its causes, and the potential
solutions, they are more likely
to listen and to absorb new
information. Their “Decent
Person” instincts kick in and
they begin thinking about
how to solve the problem
rather than how to identify
the hidden agendas of the
messengers. Strongly worded
or overtly partisan rhetoric
may energize the core child
advocate base and get the
attention of policymakers, but
it is often ineffective as a tool
for moving most Americans
toward solutions-based
thinking.

GUIDELINES FOR USING
TONE EFFECTIVELY IN
COMMUNICATIONS
CAMPAIGNS:

= Avoid doomsday scenarios.
If your discussion refers to
truly dramatic impacts,
discuss them in terms of facts
and particulars, rather than
sensational generalizations.

= Use language and analogies
that bring the problem down
to Earth; appeal to the
average American’s sense of
responsibility by bringing
the problem down to human
scale.

= Avoid explicitly partisan
critiques in situations where
you are trying to appeal to a
broad group of potential
supporters.

« Preserve advocates and
experts as spokespeople for
factual messages. They can
express concern, but lose
effectiveness when they are
seen as point people for
special interest groups.



What research suggests about this
element of the frame:

= People toggle between a “rhetorical mode” and a “reasonable mode” of
thought and discourse on social problems.

= Rhetorical mode polarizes people, turning many off, and is characteristic of
much political and media discourse.

= Reasonable mode, which reflects more typical individual thinking, makes
people more open to scientific findings and practical problem-solving.

= Extreme statements and partisan attacks turn many potential supporters off
and do little overall to increase support for solutions on the issue.

= Advocates lose credibility when they talk in doomsday terms.

= The label “advocate” itself is somewhat polarizing, since it sometimes
suggests dogmatism and a one-issue identity.
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communications campaigns
In my community

In your efforts to communicate the issues of your Making Connections community, it
may be useful to keep a media diary of the existing communications campaigns in
your area. By sharing the task of gathering information about all public sources
of information about health, education, and other “public service” topics, you
will be better able to assess which campaigns make sense for your issue and your
community’s goals. You can do the equivalent of a “community sweep” by asking
several people to divide up the work, noticing and documenting the campaigns
current in your community. Even if you don’t like anything you see, or don’t
want to sign on to any existing campaigns, you'll also be able to assess what
messages the public is getting about your issues! This is helpful as you address
citizens’ groups, funders, and the news media. Knowing what’s out there is a part
of doing your homework on public perceptions of your issues.

Through this diary, you can track the signs, billboards, flyers, TV and radio
messages, newspapers, etc., that you might encounter day-to-day for a particular
campaign. Then, you can use the assessment checklist in your toolkit to deter-
mine whether any existing campaigns meet your needs. For more information
about how to assess campaigns, watch the FrameWorks Institute’s CD-ROM for
Making Connections.

Attached is a form that you can copy and use for each campaign you observe.
You can devote two hours of television time to observation, or a one-hour
commute on the bus, or a week of drive-time radio or visual observation during
your commute along your city’s freeways.






making connections

media diary

Your Making Connections site might work on other issues, not included in this list. So you might
want to make a master list of all the issues/topics on which you work, and then use that list to
keep your diary of campaigns. Here is an EXAMPLE of how you might fill out the media diary.

Location of Making Connections site: Seattle, Washington

Name.and e-mail of person completing this diary form:
Jennifer Smith, jsmith@aol.com

Type of Campaign:
TV

Station name:

Date(s) observed:

RADIO

Station name:

Date(s) observed:

NEWSPAPER

Name of paper:

Date(s) observed:

MAGAZINE

Name of magazine:

Date(s) observed:

BILLBOARD

Location of billboard:

Date(s) observed:




POSTER/STOREFRONT

Location of poster:

Date(s) observed:

BUS, SUBWAY, OR OTHER TRANSIT

Type of transit and location: Bus stop

Date(s) observed: fuqust 16, 2001

INTERNET

Website name:

Date(s) observed:

Notes on Campaign:

Campaign slogan: _for kids who are sick, there's nothing like the power of a wish. If you know a

child with a life-threatening illness, please call us.

Memorable phrases or text from advertissment: When he dreamed of playing in the majors, you

didn't just give hin seats behind homeplate.

Organization sponsoring campaign: Make-f-Wish foundation

Campaign phone: 1-800-722-WISH

Campaign website: www.makeawish.orq

Other information that would help us to identify the campaign and/or the sponsor:

[t had a picture of child with a baseball cap on.

Notes from observer: _ [ think this would make a good campaign for our community, since we

have decided to focus on child health. Since it's running already, maybe we could contact the

sponsor and ask them to put owr group's name as a local contact. Or maybe we could call

attention to it with an op/ed that makes the link to our specific issues (CHIP, Medicaid, and

immunization). Worth a discussion at our next meeting,
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making connections

media diary

Location of Making Connections site:

Name and e-mail of person completing this diary form:

Type of Campaign:
TV

Station name:

Date(s) observed:

RADIO

Station name:

Date(s) observed:

NEWSPAPER

Name of paper:

Date(s) observed:

MAGAZINE

Name of magazine:

Date(s) observed:

BILLBOARD

Location of billboard:

Date(s) observed:




POSTER/STOREFRONT

Location of poster:

Date(s) observed:

BUS, SUBWAY OR OTHER TRANSIT

Type of transit and location:

Date(s) observed:

INTERNET

Website name;

Date(s) observed:

Notes on Campaign:

Campaign slogan:

Memorable phrases or text from advertisement:

Organization sponsoring campaign:

Campaign phone:

Campaign website:

Other information that would help us to identify the campaign and/or the sponsor:

Notes from observer:
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communications campaign

evaluati

This evaluation instrument is
a variation on the protocol
used by the FrameWorks
Institute to evaluate more
than 50 communications
campaigns from around the
nation. The results of the
FrameWorks’ research are
reviewed in the CD-ROM
presentation that accompanies
this toolkit, called “Making
Communications

NAME OF CAMPAIGN:

ORGANIZATIONAL SPONSOR:

Connections.” Your Making
Connections site can use this
evaluation instrument to
assess whether the communi-
cations campaigns you have
tracked in your media diary
meet the needs of your
community. It incorporates
the strategic components that
comprise effective communi-
cations campaigns, as well as
the use of the elements of the

N
ms%rument

frame in the campaign. Feel
free to copy this instrument
and use it for each campaign
you observe.

When filling out this evalua-
tion tool, check the boxes to
indicate the aspects of the
campaign that you can
identify clearly as meeting
the needs of your community

In reviewing the campaign, look for whether the sponsoring organization did their homework

and articulated a clear plan.

O Problem definition: The campaign clearly identifies the need or issue that it purports to
address, and it is a problem our community cares about.
Description of the problem:



O Solution: The solution to the problem is clearly identified, fits with our community’s
experience, and includes a practical “call to action.”
Description of the solution and “call to action”:

O Research: The campaign is grounded in research, and those findings are reflected in the
campaign.
Description of the research:

O Strategy: There is an overall campaign plan that clearly articulates target audiences, media
goals, and policy advocacy goals.
Description of the plan:

Il. THE MESSAGE

In this section, you should assess the core campaign message with respect to the goals of your
Making Connections site. While the campaign in question may be a “good campaign,” this section
attempts to evaluate whether it is well suited to your project specifically.

O Values are being communicated in the core message, and these values are consistent with
our community.
List the values inherent in the message:

O The message makes the link to neighborhoods and communities, as opposed to focusing
only on individuals or groups.
Describe how:
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O The message addresses the issues we care about: children and families, economic
development, etc. If it does not specifically address these issues, its message is consistent
with these issues and will help advance a climate of opinion that is also favorable to these
issues.

Describe how:

O The message sets up policy and systems solutions to the problem, as opposed to individual
behavior change.
Description of the policy and systems solutions:

I1l. FRAMING THE MESSAGE

This section deconstructs the message conveyed in the campaign by examining some of the
elements of the frame, and evaluates its probable impact, compared with the goals of your project.

O Messengers: Who are the key messengers used and what is the likely impact of those

messengers in our community?
34

O Visuals and symbols: What visuals and symbols do they use in the campaign and are they
consistent with the campaign goals?

O Numbers: Does the campaign effectively use numbers and statistics? Do campaign materi-
als explain what the numbers mean?

O Tone: Does the campaign use a reasonable tone? Does it invite people into the discussion,
or is it likely to turn people away or polarize our issues? Does the tone fit with the goals of
our community?



O On Message: The campaign message is consistent and coherent across all vehicles and
materials.
Description of all campaign vehicles and materials:

IV. RECOMMENDATIONS

O This campaign should be used by our Making Connections site without adaptations.
Explain:

O This campaign should be used by our Making Connections site with adaptations.
Explain:

O This campaign should not be used by our Making Connections site.
Explain:
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AN ADDENDUM TO THE “MAKING COMMUNICATIONS CONNECTIONS” CD-ROM

Watching the “Making
Communications
Connections” CD-ROM may
inspire you to think seriously
about developing your own
communications campaign.
One of the first questions that
is likely to arise is “can we
afford it?” Too often, commu-
nity groups are dissuaded
from weighing into the public
debate over an issue because
they fear they lack the funds
to support a slick campaign
or to sustain it. But not all
campaigns require Madison
Avenue advisers, four-color
posters, and a big bank
account. To give you a sense
of what things cost, we’ve
sketched out below two dif-
ferent campaigns that might
be mounted in a community
like those involved in Making
Connections.

I. EARNED MEDIA/PUBLIC-
SERVICE CAMPAIGN

DESCRIPTION:

This campaign is launched
with a news conference to
announce a year-long push for
funding a new program. The

campaign is designed to
explain the need for the
program to people in the
community who have the
power to make it happen—
from voters to elected and
appointed officials and
activists. These costs will vary
by market—Buffalo and New
York City would have dra-
matically different costs. This
example has been designed for
a small (Erie, PA) to medium-
sized (Spokane, WA) media
market. It uses pro bono
donated services from media
experts, existing staff from a
participating nonprofit
agency, a coalition of support-
ing organizations, earned
media, and public-service
advertising (PSAs). The reach
of the public-service adver-
tising is dependent on the
strength, organization, clout,
and commitment of the
supporting coalition.

KEY FEATURES:

The coalition assembles to
announce its campaign plan
and unveil the print and radio
PSAs. Coalition members

agree to run the print ads in
their organizational newslet-
ters over the course of the
campaign. Coalition members
also put the web-button on
their websites, allowing their
members to click through to
the campaign. A writer is
hired to develop op/eds on
the subject, working with
coalition leaders. A pro bono
PR firm is secured to promote
the launch news conference
and to place the subsequent
op/eds in major papers in the
area. This firm also helps
train a group of 5 or 6 people
to become speakers on the
issue, available to all commu-
nity groups. All speakers are
provided with a power point
or other formatted presenta-
tion. A group of four coalition
leaders is organized to pay
visits to station managers to
push for placement of the
PSAs on local radio. In addi-
tion, this group approaches
local businesses that advertise
on leading stations and asks
them to support their request
for PSA time with a call or
letter to the station. A series
of working breakfasts are held



to explain the need for the The campaign culminates makes sure they are using the

program to key constituencies  with a major event. A staff ads and drafting guest columns
(business, social service agen-  person associated with one of  on the topic for their own
cies, health care leaders, the coalition groups is tasked  leaders, and requests time on
parenting groups, etc.). A with organizing the group’s their meeting agenda for a
reporter with a related beat is  use of materials. S/he calls speaker from the coalition.

briefed prior to each meeting.  every participating group,

BUDGET:
Four focus groups to test community attitudes. . . ....................... $20,000
Writer (to create 12 op/eds, working with local leaders) . . . ................. $4,500
News conference (pro bono PR firm to develop and send media advisories
and place op/eds in subsequentmonths). . ............... .. ... .. ... . ..., 0
Speakers’ training for coalition members . ................. (pro bono firm to work

with major organization)
Development of power point or other presentation formatted

foruse by speakers. . ... . $500
Production of Nnews KitS. . . .. .. ... $500
Ad CONCEPLING . .. oo pro bono 37
Production of radio PSAs (a 20-second and a 30-second format) ............ $7,500
Production of related printads (2 versions) . ............. ... ... ... $5,000
Copies of ads for participating groups and radio stations

(100 copies 0N CD-ROM) ...ttt et e et e $500
Website development (added to existing site) . .......................... $5,000
Development of web-button. . .. ....... ... .. ... . $1,000
Staff (1 day per week for 6 months, donated). . . ........... ... ....... ... ... ... 0
Breakfast briefings for community leaders (4 @ $400each) ................ $1,600
Major event (walk, run, efC.). . . ... .. $1,000

what would
It cost?
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II. EARNED MEDIA/PAID ADVERTISING CAMPAIGN

DESCRIPTION:

This campaign is organized
much like the one above, but
it uses some limited paid
advertising to secure place-
ment in local media, again in
a small- to medium-sized

media market. This might
allow the organizers to move
beyond public-service mes-
sages to be more explicitly
political and advocacy oriented
in their message.

Additionally, this campaign
produces brochures and
posters for distribution
around the community. So,

in addition to the above, the
budget would add these costs:

Additional design and concepting costs for posters and brochures,

using stock photos and some donated time
Printing, 5K four-color posters
Printing, 10K four-color 8 panel brochures
Placement, several months radio and print insertions

To further enhance the reach
and sophistication of this
campaign, add paid staff and
local organizers, orchestrate

Benchmark survey pre- and post campaign
One-on-one testing with draft advertising concepts

REMEMBER:

Even the best campaign out-
lines can’t get at the key
ingredients: knowing your
community, doing your
homework, coming up with a
practical strategy, having the
ability to bring in participating

...... $20,000-$50,000

depending on size of market

regular earned media place-
ments through news events
and breaking news, and extend
the paid advertising budget.

groups and to command
media attention, and being
creative in the execution of a
campaign. Campaign veterans
in your community, and in
like-minded groups around
the country, can serve as
advisers to your campaign
efforts and help mentor you

To further enhance the
research that informs the
campaign, add the following:

............. $30,000
............. $12,000

through some of the unfamil-
iar territory. Campaigning for
social change is both an art
and a science—but the pay-
off in public understanding,
attention to your issue, and
public policy victories can be
well worth the effort!



CAMPAIGNS REFERENCED IN THIS PRESENTATION

“Lions,” National Fatherhood Initiative with the Advertising Council

“Truth,” American Legacy Foundation

“En Nuestro Hogares,” EVS Communications

“Are You Into It?” National 4-H Council with the Advertising Council

“What Do You Want to be Labeled As?” National Crime Prevention Council with the Advertising Council
“Graffiti,” United Negro College Fund with the Advertising Council

“Give a Little Bit,” Hands On Atlanta

“Healthy Mothers, Healthy Babies,” Southern New Jersey Perinatal Cooperative

“Life Is What You Make It,” MEE Productions, Inc.

“Guidance for Grownups,” Connect for Kids with the Advertising Council

“Do Good. Mentor a Child,” Save the Children with the Advertising Council

“Prove Them Wrong by Doing Something Right,” National Crime Prevention Council with the Advertising Council
“Challenge Me,” Education Excellence Partnership with the Advertising Council

“It’s About Time for Kids,” Mideast King County Community Public Health and Safety Network

“The Homeless are Not Faceless” and “Behind Every Face There’s a Story,” So Others Might Eat

“Child Care Matters,” United Way of Southeastern Pennsylvania

The information in this toolkit draws from the work of the FrameWorks Institute and its research collaborators.

We acknowledge their significant contributions.
* Meg Bostrom, Public Knowledge LLC

« Joe Grady and Axel Aubrun, Cultural Logic

* George Lakoff

* Frank Gilliam
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