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staff, the CARIMAC team and other persons who provided technical guidance and
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it and to test its contents.

This activity is funded by the Canadian International Development Agency through its
Environment and Capacity Development Project (ENCAPD). The views expressed herein are
those of the author(s) and do not necessarily reflect the views of the donor agency supporting
the activity or of the OECS Secretariat.

January 2007
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CHAPTERL

Introduction

hesislands that are members of the Organisation of Eastern Caribbean States * — Small

Island Developing States (SIDS) — face very special challenges in their sear ch for economic

development and improvements in the lives of the people. Some ordinar y environmental
problems are magnified because of size. The OECS islands face additional problems because
of their geographic isolation and most of all, because of their vulnerable ecologies.

The disposal of household waste and other solid waste is a big problem, threatening water
supplies and the beaches that sustain tourism and other sectors. The waste from a factor ycan
affect an entire island and threaten the health of children and adults. Pesticide seeping into
one river can threaten the water supply and health of communities, as well as cause ocean
pollution that can kill fish and destroy valuable coral reefs.

Small islands are also very vulnerable to what are called ‘trans-boundar vy’ effects. For
example, one oil spill from hundreds of miles away can destroy ever  y beach in a small island.
Dust from the Sahara Desert in Africa, blown across the Atlantic, may carr vy viruses affecting
human beings, plants and animals.

Protection of the environment, therefore, is one of the important — if not the most
important — imperatives for Small Island Developing States. There is ver vy little room for
mistakes. Planning, almost by definition, has to be for the long term.

There is not much that SIDS can do about large-scale effects, such as climate change due to
global warming. More frequent and more dangerous hurricanes are one consequence of global
warming. Rising sea levels is another . Because of the tropical location of most SIDS, tidal
action is restricted, which means that most beaches are ver y shallow and threatened by rising
sea levels. And since most of the people on the mountainous islands of the Caribbean live on
the coast, changes that damage their livelihoods may also threaten their lives.

These environmental peculiarities present special problems in the islands’ efforts to
accelerate economic development in order to achieve better lives for their citizens. SIDS may

1. The OECS Member States comprise of Anguilla, Antigua and Barbuda, British \fgin Islands, Commonwealth of Dominica, Grenada, St Kitts and Nevis,
St Lucia, St \incent and the Grenadines and Montserrat
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not be able to control the global for ces, but they can and need to protect themselves against
unsustainable development.

What can be done is to educate the citizens of SIDS to allow them to protect themselves,
their environment and their communities, as well as to give them the tools for the
achievement of .(Box 1.1)

is the result of global recognition that traditional development had
too often destroyed or degraded the Earth’s long term capacity to support life. T wo centuries
of frenzied development, while creating wealth for some, had impoverished the planet itself. In
the latter half of the twentieth centur y it became increasingly clear to the world community that
traditional development was inherently unsustainable, and that if the planet and its people were
to remain in a healthy condition, development needed to be redefined.

In 1987 the United Nations Commission on Environment and Development (the Bruntland
Commission) drew attention to the fact that economic development often leads to a
deterioration, not an improvement, in the quality of people’ s lives.

The Commission therefore called for a new form of development — Sustainable Development
— designed to meet the needs of those now living without compromising the ability of future
generations to meet their own needs.

Sustainable Development recognises two basic principles:
Development cannot simply be about higher profits and higher standards of living for a
minority . It should be about making life better for ever yone.
Development should not involve destroying or recklessly using up our natural resources,
nor should it involve polluting the environment.

Governments of the OECS have been aware of the challenges to Small Island Developing
States. The administrations have planned to deal with this and have taken steps to implement
sustainable development. The plan is contained in  The St. George’s Declaration of Principles for
Environmental Sustainability in the OECS.

This agreement was approved by the OECS governments in 2001. Its intention is to
promote levels of environmental quality that maximise opportunity for economic and social
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development for present and future generations, without compromising the integrity and
sustainability of biological diversity , environmental and cultural assets.

The goals of the Declaration are based on the acceptance one of a shared commitment by
the islands to protect and ensure the quality of the regional environment collectively as well
as individually ,. It seeks to ensure, for example, that new development can be designed so that
pollutants do not exceed the capacity of the environment to absorb them. This is based on the
recognition that all the people of the islands depend on a healthy environment to help
economic development that will improve the quality of their lives.

The people who are primarily responsible for protecting the environment are challenged by
the need to inform the public about what needs to be done. This is not easy . Appropriate
means of communication must be found.

The messages to the public have to be convincing and persuasive to give the correct
information, and to encourage change where change is required. This effort has to take
account of parochial, cultural, economic, religious and political considerations.

Several meetings in the preparation of this kit concluded that:
there is an urgent need for improved communication to help to protect and sustain the
environment of the islands;
those legally responsible for protecting the environment need assistance in
communicating to the public the importance of protecting the environment;

those primarily responsible for protecting the environment must communicate effectively
with their communities to enhance the probability of achieving the aims of the St.
George’s Declaration;

if the importance of protecting the environment is not communicated to the people of
the region, sustained economic development and progress will not be achieved.

This kit is intended to help those delegated to protect the environment in communicating
clearly and effectively with the public.
The Kit explains:

— the meaning of certain terms and ideas in communication;
— how to evaluate important environmental issues;

— how to plan a campaign on the issues;

INTRODUCTION



— how to decide on who needs to be informed;

— how to design the message;

— how to make use of the media;

— how to determine the success or shortcomings of the campaign;

— how to ensure that the effort is sustained.

The kit also supplies contacts for the media in the OECS; examples of data collection
instruments and budget formats (Appendices 1,2 and 3).

The contents of the kit are based on the need for the people of the region to understand
and appreciate the importance to their own lives of a clean and healthy environment, and to
encourage them to act responsibly in the protection of their environment and the

(Box 1.2) of their communities.

allows present generations to meet their basic needs by using
natural resources in a way that does not compromise the use of these resources by future
generations.

Sustainable Development in the words of the Bruntland Commission:

“Sustainable development does not imply absolute limits to growth and it is not a new name
for environmental protection. It is a new concept of economic growth.

Sustainable development does not imply a fixed state. It is a process of change, in which
economic and fiscal policies, trade and foreign policies, energy, agricultural and industrial
policies all aim to induce development paths that are economically, socially and ecologically
sustainable. It requires more equitable distribution and equal opportunities within and among
nations. It must be a goal for all nations, developed and developing. Indeed it is a goal for the
whole global community .”

TOOLKIT FOR COMMUNICA TION PLANNING



CHAPTERZ2

What we Mean When we
Say...

any words used in your campaign may mean different things to different people. W e
should have a clear, common understanding of the more important ones, or we could
be confused, making our effort less effective.

Communication means much more than transmitting and receiving information. W e
communicate when we talk, ‘lime’ or argue. But we also communicate through drama,
through the radio, television and the newspaper . The messages in music — calypso, dancehall,
soca, reggae — are also communication. There is communication through posters, official
speeches and weather forecasts, gestures, facial expressions and body language — all these are
important forms of communication.

Communication is a two-way process. If you are presenting information on an
environmental issue, you will have communicated only when that message is received and
understood. Effective communication is interactive. If your message is poorly done, or if you
use the wrong method, the information will not be received. It means that you have not
communicated, and your campaign will suffer

Another challenge is making sure your communication is correctly received and
understood. Sending the message is one step. Making sure it is received is another . But what
happens if it is not understood? Y ou would not have communicated effectively . Your message
will be understood wrongly , interpreted in a way you had not meant and probably a waste of
effort.

You can determine whether your message has been understood through analysing the
response you get or through feedback that helps to clarify any possible misunderstanding.

WHAT WE MEAN WHEN WE SAY . .. 5



Communication Planning determines the method used to design and deliver information.
The plan we use is determined by the nature and purpose of the message, and the intention
of the message — whether this is to simply deliver information, to increase knowledge or
awareness, or to encourage action.

The planning method outlined in this document consists of a series of steps. These steps are
intended as a guide. The nature of the campaign that you are doing may demand more
emphasis on some aspects than on others. Y ou should be creative — if you can think of other
useful and relevant elements that suit your campaign, add them.

Advocacy is the active support of a cause and the effort to get others to support it. Advocacy

involves any or all of the following:

speaking about and drawing attention to an important issue and directing decision

makers towards a solution;

attempting to influence decisions on the issue;

attempting to inform and educate people about the issue;

attempting to influence public per  ceptions of the issue;

attempting to get general support for a change in policy on the issue;

attempting to get a solution or resolution for the problems that created the issue.

However, you should be careful that your attempts at advocacy are not misinterpreted.

There are different kinds of advocacy — political advocacy , human rights advocacy |,
environmental advocacy , and so on. One particular type of advocacy which might be useful
in your communication planning is media advocacy

Media advocacy is using the media as a tool to communicate about your campaign, and to
help influence public debate and public opinion to bring about a change. Media can
determine what people think and talk about. Getting your campaign message into the media
can bring it to public attention and stimulate public interest and debate. W e will discuss in
Chapter 3 the most effective ways of using the media to support your efforts. Y ou should also
make sure that you know who is supporting you and why

TOOLKIT FOR COMMUNICA TION PLANNING



You can protect yourself, your reputation and the integrity of your campaign by being
aware that your advocacy for sustainable development does not contain a hidden agenda —
that is an intention other than that which you say you intend. These hidden agendas could
include:

supporting a political faction;
supporting religious causes;

supporting personal causes;

supporting causes that are being sponsored, promoted or paid for by individuals and
entities with a narrow personal or corporate agenda.

Your efforts will be enhanced if you can get cross-party political support or induce other
agencies and institutions to support your campaign. Y  ou should be careful, however , to
protect the integrity of your campaign against attacks for being partisan, narrow , self-serving
or promoting a commer cial agenda.

Communication campaigns are organised and planned activities, directed at a particular
audience, for a realistic period of time to achieve a specific goal.

Campaign planning will confront you with many challenges. It is most important to
decide in advance the limits of your campaign. Is it to deliver a specific message to an
audience? Is it to go one step further and ensure that there is some change in attitude and/or
behaviour?

Changing behaviour of the audience demands effective communication planning and a
persuasive campaign. If people are to change their behaviour they must be able to see clearly
how they will benefit from the change. Persuasion is achieved through high quality advocacy
in support of your campaign.

WHAT WE MEAN WHEN WE SAY . ..



CHAPTERS

Making a Communicatior

n planning the communication strategy for your campaign, you will need to follow a

sequence of actions. There are eight steps. Doing them one after the other will improve

your chances of communicating effectively and will enhance the prospects of a successful
campaign.

The eight steps are:

Identifying the issue that is the subject of your campaign;
Knowing the audience to whom you will communicate the information;
Setting objectives or listing the aims of the campaign;

Creating a communication strategy or determining the methods you will use to
communicate;

Designing the messages to suit the media that you will use and the audience you
intend to reach;

Making the plan to manage the campaign so that at all times you will know exactly
what is being done and by whom, what' s next and who is responsible;

Developing methods to evaluate the effectiveness of your campaign or answer the
guestion: Has your communication plan worked?

Considering resour ce matters or planning how you will keep the campaign going
until you have achieved all your aims.

Each step is explained in the following pages. The steps provide a guide to help you create a
communication plan. Y ou may follow all the steps in the order they are listed. Depending on
the nature of the message, the audience, the media being used and your own skills, some
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steps may require more attention than others. However , you will need to do all of them to
improve the chances of a successful campaign.

I[dentifying the Issue

A common error in communication planning is the rush to do ‘something’ — the needs are
urgent, the funding is available and the people are ready for action. If your work is to have any
chance of success you need more than these conditions; you need a plan.

Before you can print any posters, produce T -shirts or issue press releases, you must
understand the issue about which you are advocating change. Y  ou will not be successful, and
you will waste your time, energy and money if you rush to produce materials before you are
clear about the issue that is at the centre of your campaign.

Ask yourself these questions:

What are the issues that we want to address?
Who decides what the issues are?

What facts stand out in our analysis of the issue?

To answer these questions there are several tools available, such as ‘needs assessment’,
‘problem statement’, ‘situation analysis’, and ‘issues analysis’. The description does not
matter . What is important is that you are tr  ying to understand all aspects of the issue you are
dealing with so that you can design an effective communication plan to deal with them.

To answer these questions, you will need (Box 3.1) from many sour ces. You
can gather the information by using any or all of the following data collecting methods:

Surveys

Expert Inter views
FocusGroups
Document Review
The Internet
Observations

Community Mapping

Fili J
Participants at an inter-sectoral consultation held in Grenada 2005 discuss the
institutional arrangements necessairy for improving environmental management. The
intent of the consultation was to identify issues hindering the required collaboration
and mechanisms which would be practical and acceptable to the government of
Grenada.
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In addition to these qualitative statements of the problem it is ver y important to have
quantitative statements of the problem.

How many people are affected?

How many are affected in particular ways?
How wide an area is affected?

How long has the problem existed?

If the problem is a health problem you should be able to find medical records to support your
case. Health workers keep records and these are available through the health department.

Depending on the nature of the problem information may be available in the local government
offices or from the public works department or any other government agency to which reports
and complaints have been made.

Make sure that in stating problems you present them in contexts in which people can judge
how severe the problem is.

e Surveys

This involves asking questions about individuals’ beliefs, attitudes and behaviour in
relation to the issue. Y ou record the responses to your questions. Y our questions are
formulated in a questionnaire that you design making sure that the responses will be relevant
and help you understand the ramifications of the issue. The aim is to collect detailed
information about the important areas you need to address in your communication plan.

(For a sample questionnaire, please see Appendix 2.)

» Expert Inteviews

This is a type of sur vey done to collect in-depth information. The information is sought
from people who know a lot about a specific issue. The people you inter  view do not have to
be ‘learned’ or ‘scholarly’. Their knowledge may be based on resear ch but it is equally valid if
it is the result of experience over time. These experts may be people who live in the
community that is the subject of the campaign that you are planning. Make sure, however ,
that the people you inter view are really those who know about the subject. Be careful about
self-appointed ‘experts’ who may have opinions based on a personal agenda. These can be
useful, if you can balance them with opinions and views from other perspectives. Y ou need
to make sure that you cover all the angles.

TOOLKIT FOR COMMUNICA TION PLANNING



* Focus Groups

These are pre-arranged discussions in small groups, usually between six and twelve people.
A moderator initiates and guides the discussions.

In (Box 3.2), you should ensure that the participants are really
familiar with the issue that is central to your campaign. Y ou may, for example, want to have
a focus group that is relevant to the cause of a particular environmental problem. Or you may
have one made up of persons who are affected by the problem. Y ou may create a group that
is all male, or all female, or children within a particular age range. By having a focus group
composed of people who share similar characteristics, you can easily identify differences in
their attitudes and responses to the issue that is the basis of your campaign.

(For a sample focus group recruitment questionnaire, please see Appendix 2)

It takes time to organise a meeting, to develop an agenda, a script, prepare materials, invite
participants, test the questions, organise a site and agree on a date. The session
should be no more than three hours; in a two hour session, there will be time for five to six
questions.

Questions should be open, enable discussion and should be tested. A script will make the
session run smoothly and should include an indication of where and how the facilitator should
probe further. Skilled facilitation is essential. Either seek training or at least practice first.

It is important to create a good atmosphere, prevent any destructive behaviour and
encourage participation. Most of all, the facilitator needs to be impatrtial.

The room is important — is it comfortable, does it have the right atmosphere and does it set
the right tone? T ypical materials include notepads, pencils, flipchart, markers, tape, notes, name
tags, refreshments and a clock. Recording equipment is essential, including tape or video.

Source: http://www .betterproductdesign.net/tools/user/focus.htm

The moderator must not offer his or her personal views or tr vy to influence agreement or
disagreement between members. The moderator’ s function is to facilitate the freest expression
of individual views and like the referee in a football match, to ensure fair play

The researcher must supply the moderator in advance with a list of topics to be discussed.
Itis important notto tr  y to cover too much ground but to make sure that what is covered is
adequately covered. (For a sample Focus Group T opic Guide, please see Appendix 2)

You will also greatly enhance your chances of clearly identifying the issue by comparing
the views of other focus groups of different people. These groups may be defined by any
characteristic which may be important to the issue: age, sex, social class, and place of
residence, work or religious persuasion. W ith a variety in the groups you have a better chance
of seeing all the angles.

MAKING A COMMUNICA TION PLAN 11
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Bigger meetings in community centres or multi-stakeholder national consultations, for
example, will help, but you should be careful that the identification of the issue that you are
seeking is not diffused by contributions that are not relevant.

(Box 3.3) do what their name implies: they allow the resear  cher to detect
nuances and minority opinions which, though important, may be swamped in larger
community discussions. Communities are never homogenous nor are their members equally
articulate. Focus groups allow the resear cher to see more deeply into the community interest.

“A common exer cise consists of presenting the group with a series of statements on large cards.
The group members are asked collectively to sort these cards into different piles depending on,
for example, their degree of agreement or disagreement with that point of view or the
importance they assign to that particular aspect of service.

For example, | have used such cards to explore public understandings of HIV transmission
(placing statements about ‘types’ of people into different risk categories), old people’ s
experiences of residential care (assigning degrees of importance to different statements about
the quality of their care), and midwives’ views of their professional responsibilities (placing a series
of statements about midwives’ roles along an agree-disagree continuum).

Such exercises encourage participants to concentrate on one another (rather than on the
group facilitator) and for ce them to explain their different perspectives. The final layout of the
cards is less important than the discussion that it generates.

Reseachers may also use such exesises as a way of checking out their own assessment of what
has emerged from the group. In this case it is best to take along a series of blank cards and fill
them out only towards the end of the session, using statements generated during the course of
the discussion.

Finally, it may be beneficial to present research participants with a brief questionnaire, or the
opportunity to speak to the researcher privately, giving each one the opportunity to record
private comments after the group session has been completed.”

Source: Jenny Kitzinger Qualitative Reseach: Introducing focus groups, in: British Medical Journal
1995; 311:299-302

* Document Review

This involves the collection of information from all sorts of records or publications. This is
research in which you get information from resear  ch already done by someone else. A great
deal of useful information is contained in many official documents such as parliamentar y
proceedings, parish records, chur ch records, government ar chives and newspaper ar chives.
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. (Box 3.4)

The Internet is the world’ s greatest storehouse of documents of all sorts. Y ou will find that
some aspects of information gathering, such as looking through newspaper ar chives, can be
done more efficiently on the Internet. There are several sear ch engines on the Internet that
can be useful. Be careful, however , that you ensure that the sour ce of the information is sound
and reliable, and tr y to be ver y precise in the sear ch terms you use. For example, if you go to
www .google.com and put in “parrots+st lucia”, you will get more than 300,000 references;
type in “parrots+Caribbean” and you will get more than one million references while
“parrots” will return more than five million. The more closely you define what you are
searching for , the easier it is to find.

* Observations

This means simply what it says — you obser ve aspects of the issue that are central to your
campaign. If it is a place or an occasion, you go and see for yourself. The information you
gather will help to sharpen your understanding of the causes and consequences of
developments that are relevant to your campaign. This may help to clarify the issue by telling
you how people behave in their ordinar y settings or how natural phenomena act on the
surrounding landscape. Obser vations will help you to understand the cultural situation in
which people live and events happen, and will help you in planning your communication
strategy in dealing with the issue.

« Community Mapping

We know of mapping as the visual representation of geography or location. Community
mapping is a technique for discovering basic but important information about a community
Community mapping is used to inform people in communities about aspects of their life.
There may be people who have lived in a community for years but who may still be ignorant
about the resour ces the community .

Community mapping may be used to identify community assets such as parks, schools,
police stations, community centres, shops and workshops, people with special skills such as
shoemakers and dressmakers, and any other resour ces of the community .

It can also show where new or supplementar y assets are needed, or identify natural and
man-made nuisances such as derelict buildings and unsuper vised ponds. Consequently ,
community mapping can give direction to the community programme for sustainable
development. It can introduce the community to itself and promote community self-esteem
and the ideas of community self-help and development.

MAKING A COMMUNICA TION PLAN 13



How do you know if the information you found on is reliable and trustworthy?

“Techniques for Web Evaluation”, produced by the University of California, Berkeley, offers a
step by step guide on how to find out more about the reliability of the information. Y ou will find
a checklist of questions:

Is the site somebody’s personal page? Read the URL carefully

Is the sewer a commercial Internet Service Provider? What type of domain does it come
from? (educational, non-profit, commer cial, government, etc.). Is the domain appropriate
for the content? Government sites: look for .gov, .mil, .us, or countr y code

Educational sites: look for .edu

Non-profit organizations: look for .org

If from a foreign countr y, look at the countr y code and read the page to be sure who
published it

Who ‘published’ the page? Is it published by an entity that makes sense? Have you heard
of this entity before? Does it correspond with the name of the site? Should it?

Who wrote the page? Look for the name of the author , or the name of the organization,
institution, agency, or whatever who is responsible for the page. An e-mail contact is not
enough. If there is no personal author, look for an agency or organization that claims
responsibility for the page. Look for links that say ‘About us’, ‘Philosophy’, ‘Background’,
‘Biography’, ‘Who am I’ etc.

Look for the date ‘last updated’ — usually at the bottom of a web page. Check the date on
all the pages on the site. Is the page dated? Is it current enough? Is it ‘stale’ or ‘dusty’
information on a time-sensitive or evolving topic?

What are the author’s credentials on this subject?

Does the purported background or education look like someone who is qualified to write
on this topic?

Might the page be by a hobbyist, self-proclaimed expert, or enthusiast?

Is the page merely an opinion? Is there any reason you should believe its content more
than any other page?

Is the page a rant, an extreme view, possibly distorted or exaggerated?

Are sources documented with footnotes or links?

Where did the author get the information? As in published scholarly/academic journals and
books, you should expect documentation.

If there are links to other pages as souces, are they to reliable sources?

Do the links work?

Source: http://www .lib.berkeley.edu/TeachingLib/Guides/Internet/Evaluate.html
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These methods of collecting information are not the only ones you can use. Y ou may find
that in this part of planning your communication strategy , you discover other ways. Or you
could discover that you are spending more time on one aspect than on others. This could be
caused by cultural, geographical, political or economic factors. What is important — and you
should keep this in mind always — is that whatever you do should sharpen your
understanding of all angles of the issue about which you will advocate through your
communication plan.

There is another challenge. Having collected this information, what do you do with it? Go
back to the start of this process. Ask yourself: ‘Why have | been doing this?” Y  ou have been
doing it to get information about the issue that is central to your campaign. Y ou have done
it because you want to make sure that you have all the relevant information.

After gathering the information, you need to check if it really gives you a clear picture of
what you want to do.

In evaluating the information, you need to find out: What is the problem your
inter vention will address?

Step 1:

Antigua's experience with its communication plan can help us understand the different steps. At
the end of subsequent steps, we will refer to what Antigua did to illustrate the stages in developing
and delivering the communication plan.

In determining the issue, colleagues in Antigua discovered that public information about
environmental issues had been misinterpreted by the media, causing unwarranted concern among
people.

This was discovered through:

1. Comments or complaints made in person, and on radio/television talk shows;
2. Written complaints.

MAKING A COMMUNICA TION PLAN
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|dentifying the Issue

Ask yourself these questions, and ty to answer each of them in not more than one sentence:

What is the real issue?

What is the cause?

Why does this situation exist?

What are the consequences?

How could the issue have been avoided or resolved?

This will help you to clearly identify the essence of the issue for your campaign. For example:

What is THE issue?

Johnson River polluted; water cannot be used downstream from Brownsville.

What is THE cause?
Dumping of domestic waste at Brownsville

Why does Brownsville dump into the river? Is there no garbage collection? Is there
some other reason? Does Brownsyville know what problems their actions are creating
downstream?

There is garbage collection but only in certain areas.

Brownsville not environmentally aware.

How can it be avoided or resolved?

For instance:

Garbage collection may not be available for the entire community? Can garbage
collection be arranged for an entire area?

Can Brownsville understand why the river should be protected?
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Step 2: Knowingigred

Since we all share environments, environmental problems affect all of us. However , in
designing your communication plan to support your advocacy campaign, you must address
a specific audience.

You will be wasting your resour ces by aiming your campaign at people who are not affected
by the problem you have identified. Y ou need to concentrate and focus your efforts on the
people who are most likely to act in concert with you to resolve the issue.

Your selection of the relevant audience should begin with two questions:

1. Who are the people we need to reach?

2. What are the common characteristics of this group?

You will need to do some resear ch. This will lead you to make important decisions for your
communication plan.
People are likely to notice and remember information that does not interrupt or interfere
with their lives. Knowing this will allow you to design a communication plan that effectively
will deliver your message. If, for example, the issue in your campaign is being caused by , or
affects small farmers, you may decide that the best medium to use in communication is radio,
rather than the newspaper since small farmers probably have little time to read newspapers
but may carr y radios into their fields. On the other hand, if your resear ch shows that
businessmen in the city or major towns are central to the issue, your investigation may lead
you to use the newspaper since businessmen and office workers do not have much time for
the radio except when they are at home or in their cars.
You need to identify what part of the population is your audience — segmenting the target
audience — so that you will gain by:
Not wasting time, money and other resour  ces in approaching those who have no interest
in what you are saying;

Sharpening your understanding of the attitudes and the thinking of the people who are
involved in the issue about which you are advocating;

Helping you to design messages that will be well understood by this audience;

Being able to select the most effective medium for communicating with the selected
audience.

MAKING A COMMUNICA TION PLAN 17
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In identifying your audience, you should:

Be careful that your approach does not suggest that you are deliberately and arbitrarily
excluding others.

Reject the stereotyping of people. Not all farmers living in a rural community are unable
to read and write. Not all teenagers are sexually active.

Ensure that the people or groups selected are relevant to your campaign.

Observe the audience; listen carefully to what they say so you know something about
their concerns and how they think.

Think about your questions, and begin to ask them only after you have obser ved and
listened.

Always remember your own biases, and do not allow these to affect your questions, or
how you record the answers.

When you begin to collect information from your audience, you will see quite quickly the
value of having carefully identified the central issue of your campaign’ s communication plan.
In order to ensure that you are getting a comprehensive view of the issue, you need to
make sure that you collect information from the widest spectrum of people in your audience.
Without this, your communication plan could be, at best, flawed and not ver y effective or , at
worst, open to charges of bias and partisanship that could damage its integrity and hurt your
reputation.
To protect yourself against this, and to make your communication plan effective, you will
need to (Box 3.5) you have identified.

You can do this by dividing the audience into segments based on factors such as:

» Knowledge of the issue

There would be people who know different things about the issue that you will advocate
through your communication plan. For example, if the issue has to do with dumping of
domestic garbage in the Johnson River at Brownsville, the audience would include not only
the people responsible, but also those affected. Y ou may want to include people in public
health, water supply , garbage disposal, and agriculture and fisheries. Y ou may find that the
people responsible for the problem may stand to lose in unexpected ways: by polluting the
river they may be killing off the fish which may be an important part of their diets. Y ou need
to know all of this for use in your campaign later in the process.
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Once you have identified your primar y target audience you may want to reflect on secondary
audiences. They too should be segmented. In identifying possible secondary audiences and in
segmenting them, you ask yourself the questions on will, influence and power: What groups have
the most influence over the behaviour of the primar y audience?

How do they exert this influence? What groups possess the will to exert influence?

Some people use the tool of a stakeholder analysis here. The purpose of such an analysis is: 6T
identify the targets of advocacy and map out their respective will and power to bring about
change.’

How to use a stakeholder analysis?

Do this in a group

On a flip chart draw two axes showing will and power and place a plus and a

minus sign at each end of each axis.

As a group, brainstorm possible key advocacy targets and place each name on one
post-it or card (this should be done for a single change objective).

Then, start placing your stakeholders on the axes according to your per  ception of
their will and power to make a change.

The stakeholders with the most power will be your main targets and should be
prioritised.

This exercise is also useful to start identifying possible allies (actors with the most
will) and influentials as well as opponents.

Some tips

I Go beyond those that you already work with

| Think where the power really lies

|  Be as specific as possible (e.g. think individuals and departments rather than whole
ministries)

|  Be aware that key individuals may leave their posts. Their replacements will need to be
briefed or contact will be lost.

Adapted from: Save the Children Toolkit, by Costanza de Toma and Louisa Golding (quoting Lisa
VeneKlasen with \alerie Miller: The Action Guide for Advocacy and Citizen Participation, World
Neighbours 2002). Source: http://www .mande.co.uk/docs/AdvocacylnitiativesToolkit2005.pdf

» Attitude towards the issue

Your audience will have a range of attitudes. Some of these could be conflicting. These
attitudes may be determined by several matters, such as whether they think the problem can
be solved, is not worth solving or whether they can have any influence on the matter
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» Gender, age and status

Women'’s views on many subjects may be ver y different from those of men; teenagers usually
have their own opinions. Those who are more economically comfortable may see the issue in

a light different from those who are not well off. Again, you may find that the long-term
prospects of a particular problem will eventually mean a loss for all sectors of the society —
they should know this.

* Values

Culture and politics are factors that influence how people think and feel. If you are aware of
these differences that are likely to colour people’ s perceptions and opinions, you need to take
these into account when identifying your audience.

» Beliefs

You should also be aware of the beliefs — such as the attitude to religion — of the audience. If
you are ignorant of this, you could insult people and cause severe damage to your efforts.

* Needs or benefits

Your audience may see their participation as satisfying particular needs and likely to produce
particular benefits. These per ceptions may be related to the issue in your campaign, but they
may also have nothing to do it. Some may see economic benefits, while others may see an
opportunity to settle a grudge with someone else. These are aspects that you will be able to
discern once you have properly done your resear ch.

In determining your audience, there may be other factors that you will see which lead you
to modify your plan. It is important that you be aware of these factors, and take account of
them. This will enhance the value and effectiveness of your communication campaign.

Step 2:

Colleagues in Antigua tried to address a problem by issuing press releases and giving inteviews on
television and radio. But they quickly found out that this approach was not working because they had
not identified the audience.

They decided instead to target young people - the future leaders - who could be trained or re-
trained, unlike adults who tended to be set in their habits. Antiguan colleagues developed an
‘environment cadet' programme that was made part of the science curriculum in schools. Cadets
were also used to get the messages out on a television programme calledEcoZone
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Step 3: Setting Objectives

The next step in your communication planning is to be clearer about what it is that you want
to achieve. Where does your campaign start and where does it stop? How will you know when
you will have completed what you set out to do?

Planning is like preparing for a journey . You start walking, but if you do not know where
you are going, you will not know when you get there. However , if your intention is to get to
Smithville, you will know when you will have arrived. In this case, Smithville is your goal.
There are certain indicators that will tell you when you will have arrived: the town sign, street
names ... that is when you know you have achieved your goal.

But a ‘goal’ is not enough for the communication plan that you will use to advocate your
issue. So you have got to Smithville. Why did you go there? Y  ou wanted to get to Smithville
to discuss with pupils at the primar y school what they had learned from an earlier campaign
about the proper disposal of garbage. That is your ‘objective.’

Unlike a ‘goal’ which is something you hope to achieve (‘to provide a pollution-free
environment in St Lucia’ or ‘to end slash and burn cultivation on hillside land in Dominica’),
an ‘objective’ is more specific and is usually measurable.

For instance, if your goal is to eradicate illiteracy in a specific area within five years your
initial objectives might include:

1. Register 50 prospective teachers within 30 days.
2. Complete a teacher-led preliminar y survey of illiteracy within 3 months.

3. Graduate 300 people within 1 year

Your communication plan’ s objective is both achievable and measurable. Consequently , in
addition to hoping that your communication plan will achieve a goal, it should have an
objective that reflects your work.

Start your objectives with ‘action’ words such as:
Reduce
Increase
Decrease
Promote
Demonstrate

If you cannot measure the effectiveness of your communication plan, you will not have any
meaningful indication of whether or not it has been successful. Objectives help to set the
stage for evaluating your outcome.
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Examples of objectives could be:

The parrot population in StV incent will increase by 25 per cent by the end of the three-
year programme.

During the six months of the programme, 75 per cent of all mothers in Grenville will
participate in at least five training sessions on creating stronger bonds between parent

and child.

Your objectives can range from providing information and raising awareness to motivating
action and change.

Step 3:

Antiguan colleagues discovered that they needed to inform people in a manner that would make
them understand clearly. This involved educating people - mainly the young - about the
environment. In addition to the environment cadet programme and EcoZone traditional methods
such as fliers, brochures and press releases were used to support the public education effort.

The best way of defining your objective is to be about it (Box 3.6). This means that
your objective should be:

Specific

Measurable

Achievable

Realistic

Time-bound

Within this framework, you can enhance the SMARTness of your objective by ensuring that
it contains the following elements:

Audience. Who is going to do the task?

Behaviour. What is the specific task to be performed?

Condition. Under what cir cumstances must the task be performed? (Usually a time
element)

Degree. How much is expected to be achieved? (Usually a number element).
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Use language that is simple, clear and says exactly what you mean.
Don’t waffle.

Avoid jargon and fad words, like ‘actualise’ and ‘empowerment’. Instead explain what you expect
to happen if your programme is implemented. What will people be able to do that they weren’ t
able to do before and how will this help them order their lives better .

If the facts are on your side, as they should be, keep them on your side. Specify the Who (and
how many), the What (action), the Where (exact locations), the When and How (the process),
and Why (the motivating issue).

Ideally, everything you propose to do should be measurable even if only approximately . If you
explain what people have done with their empowerment you don’ t have to use the word.

Obijectives that refer to a state of mind or to a process are almost impossible to measure. What
exactly do you mean? What has changed?

You should measure your achievements by setting realistic targets. The more concrete you are
about your goals and objectives, the more easily will you be able to explain how much you have
done.

No matter how good and effective your programme, you cannot change behaviours and
attitudes overnight. People adopt attitudes and behaviours because they find them useful.
‘Following the herd’ is a survival strategy and people will forsake well-worn and tried formulas
unless they see that there is ovewhelming advantage to them in changing their ways.

Realistic objectives reflect reality

Obijectives should reflect what you hope to achieve, not what you want to do. Deadlines should
be spelled out.

Adapted from: Save the Children Toolkit, by Costanza de Toma and Louisa Golding (quoting Lisa
VeneKlasen with \alerie Miller: The Action Guide for Advocacy and Citizen Participation, World
Neighbours 2002). Source: http://www .mande.co.uk/docs/AdvocacylnitiativesToolkit2005.pdf
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The ABCD process can be applied to your objective like this:

During the six-month programme, 75 per cent of all mothers in Jones V illage will
participate in at least five training sessions on creating a stronger bond between parent and
child.

- Mothers in Jones V illage

- Participate in training sessions

- During six-month programme

- 75 per cent of mothers; at least five training sessions.

Step 4: Creating a Communication S

Your communication strategy is a combination of approaches, techniques and messages that
you will use to deliver your campaign to your audience. The communication strategy helps
you to meet your objectives and helps to outline the methods you will use to communicate
the defined issues.

We have already seen the value to your communication plan of ensuring that you know
what you are tr ying to do. The plan will help you to determine if and when you will have
achieved the objective of your campaign. Y our strategy can be helped by using a formula.

Try ‘AAMM’ for:

Audience
Approach

M essage

M edia

Audience comes first, because it is your knowledge of your audience, gathered through your
earlier work that will determine the approach you use. Y  ou may want to develop your own
approach if you do not see any strategy that seems relevant to the target audience.

For example, do you want to develop a communication plan that uses the traditional
media to reach a target audience?

Do you want to deliver the campaign through alternative media such as folk music or
community meetings?
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Your communication strategy can use a range of approaches. These can be used on their own
or combined at various stages as you see fit.

A useful set of approaches could be:

Infor m —

Educate —

Persuade —

Mobilise -

sharing basic information and knowledge, leading to increased sensitivity about,
and awareness of the issue. (Polluting rivers fertilises algae that kill the coral
which shelter the fish which feed the community).

getting people to understand how to use the information or knowledge. (Using
larger mesh for fish traps and nets allows the immature fish to grow bigger and
increases the total catch of marketable fish).

encouraging discussion and debate to gain support for the issue that is the
subject of your campaign. (The change to larger mesh has to be done by
everybody or ever ybody will suffer . Your neighbours will respect you if you make
the same sacrifice as they).

motivating people through lobbying, petitioning and negotiating to get them to

act on the issue that you are advocating. (Set a date when all fishermen will be
given enough mesh for two fish pots in exchange for ever vy old fish pot they
bring in).

There are different levels at which a communication approach can be developed and there are

different meth
media, social

ods that can be used — mass media, interpersonal communication, alternative
marketing, ‘infotainment’ and ‘edutainment’ being among the popular ones.

These will influence the choice of materials and media channel.

For examp

le, a ‘mass media’ approach would involve use of audio visual material and

traditional channels of communication to mass audiences — radio, television or newspaper

We will discuss the design of messages later . However, we |
should start thinking here about the ‘theme’ of the '
message. This is a description of the ideas that you want

to share with t

For example, the environmental message theme could
be the prevention of littering and the promotion of

message coul

| PESTICIDES ARE DANGEROUS - ALWAYS BE CAUTIOUS ‘

| PESTICIDES KILL l
PESTICIDES KILL HUMAN BEINGS

| AND OTHER LIVING THINGS. |

he audience.

L USE PESTICIDESHSAFELY

proper garbage disposal. A specific expression of the R e s i
d be “Find the bin and put it in.” This is *é £ RPN T i

often called a
the audience

information. The message should contain a directive to
DO something.

‘slogan,’ but it is a creative way of getting

to notice and remember the specific —
The OECS developed a pesticide poster to
demonstrate the effects of improper application of
pesticides and disposal of pesticide containers on
the terrestrial and marine animals.
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You will select media depending on what kind of campaign you know will be most effective.
Possible media channels and resour ces include: Advertising, Public Relations, Printed
Materials, Special Promotional Novelty Items, Signage and Displays, Personal Selling and
Popular Media.

(Paid media and unpaid —Box 3.7)

Broadcast: Television, radio

Print: Newspaper and magazine

Internet: Banner ads, links

Direct Mail: Separate mailings; pay check and other stuffers; e-mail; back of tickets and
receipts

Outdoor/out of home:

Billboards Bus boards

Bus shelter displays Taxis

Vinyl wraps on cars and buses Sports events
Banners Postcard racks
Restroom stalls Truck side advertising

Airport billboards and signage

— PSAs — are, in essence, advertisements for non-profit
organisations carried without charge by radio and television stations.

If your campaign is a long term project, a PSA may be very useful to keep people informed and
enthused about the project.

In their simplest form, PSAs may be short announcements designed to be read by an
announcer at appropriate breaks in programmes. They may be more elaborate, produced and
formatted like commer cial advertisements and supplied to the broadcaster on video cassettes, or
on audio or video discs.

You need contacts in the radio and TV stations to ensure that your PSA is broadcast.

More elaborate productions may be a waste of time and energy for most campaigns. Short
announcements of meetings are fairly easy to get on the air.

Adapted from: http://ctb.ku.edu/tools/EN/sub_section_main_1065.htm
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Public Relations (Box 3.9)

Media Advocacy

News stories on television and radio

Articles in newspapers and magazines
Public affairs/community relations

Special Events:
Meetings
(Box 3.10)

Box 3.8
(Box 3.8) Speakers’ bureaus

Videos

is an important part of advocacy. It involves convincing those with the power to make
decisions that they should look with favour on your campaign.

The term ‘lobbying’ comes from the British parliament, where members met constituents and
others seeking favour in the Member’s Lobby — an ante-room to Parliament. There, people had
direct access to their representatives and could try to convince them to back some cause or to
address some grievance.

Lobbying is a person to person activity. You can lobby decision makers in casual encounters
anywhere, or you may organize special briefings for decision makers or make appointments to
meet and discuss your problem.

Successful lobbyists familiarise themselves with the ‘corridors of power’, by understanding the
system, procedures and other workings of the decision makers and knowing who are the key
‘movers and shakers’ they need to influence.

Lobbyists then try to get to know the people they need to have on their side and to keep them
fully informed about whatever problem or situation is involved.

Decision makers need to understand that you too are a mover and shaker, that your cause has
public support, press support — that public opinion is on your side.

Alternatively, if public opinion is not yet on your side, you need to convince the decision
makers that it is in their own best interests to support your cause because of the public benefits
that will result.

For all this you need to be thoroughly informed about your subject, prepared for the most
hostile questioning.

Lobbyists must be able to show that they are serious people about serious business, not time-
wasters. You need to be prepared to explain exactly why you have chosen to lobby your target
because in some cases, decision makers may not be aware of the crucial role that they can play
in particular areas.

Successful lobbyists are not only convincing talkers but they must back themselves up with
material which will be left with the decision maker so that he can look at the issue in greater
detail than is possible in a conversation.

A lobbyist should be prepared to take advantage of even the shortest meeting to get his main
points across.

Adapted from: Save the Children Toolkit, by Costanza de Toma and Louisa Golding
(http:// www.mande.co.uk/docs/AdvocacylnitiavesToolkit2005.pdf )
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can be effective and powerful, but most are largely a wasted effort because

the presenter expects the slides to do all his work for him or her . Presenting a slide
show seems so easy that nobody realizes the rules for effective presentations. However
many slide shows include too many slides and fatigue the audience. Many slides
contain too much information and the audience misses much of what is being
presented because people cannot grasp all the material at once and become bored and
inattentive.

Microsoft, the authors of PowerPoint has some good suggestions for effective PowerPoint
presentations. These have been slightly amended to make them more easily understood. Follow
these tips:

Keep the number of slides to about six. State the problem, the solution, the alternatives
rejected, the research to support the solution, the cost (budget/resour ces), and action
items. Title slides and a last slide labeled ‘Questions’ can be included in the slide deck, but
the body of your talk should comprise about six slides, no more.

Try to keep each bullet point to one line in length, without text wrapping. Doing so aids
readability and makes a list of bullets neat and more easily comprehensible. Remove
articles such as ‘a’ and ‘the’ if possible.

Choose an appealing design template that is professional and not too eye-catching after
the first slide. You don’t want the design to compete with your message.

Make your slides as readable as possible. Use high contrast between background colour
and text colour. For example, though a violet background with grey or white text is soft
and approachable, you should avoid it, because people may have trouble reading it.

Keep your text simple. Text on a slide primarily is a data point for you to key off as speaker.
Effective slide text is not confusing; it should keep people turning from each slide to you
for more information. If you obser ve people focusing on your slides, (and ignoring you)
the slides may contain too much data or be confusing or distracting in some other way .

Ask your audience to hold questions until the end. Questions are an excellent indicator
that people are engaged by your subject matter and presentation skills. If you save them
until the end of the presentation, you will get through the material uninterrupted. Also,
early questions are often answered by ensuing slides and commentay.

Stay on time! If your allotted time is 10 minutes, do not go over . If there’s no time limit,
take less time.

Share handouts of your PowerPoint presentation.

Adapted from: http://office.microsoft.com/en-us/assistance/HA010774051033.aspx
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If your issue is complicated or has ramifications which are not readily apparent, it may be useful

to find out whether media houses would want to get more solid information. If you are an

environmental NGO, for instance, which is challenging an Environmental Impact Assessment,

the press may be willing to send reporters to gain a deeper understanding of the matter .

You need to find out whether people are interested before you announce a media briefing.

A news briefing for the media is a public forum on a small scale. You will be ready with

statements, maps, graphs and other material illustrating the issue. You will also have on hand

experts who can explain the material. Remember, ordinary people can be experts on the things

they know about. Reporters like to talk to ordinar y people with interesting stories or testimonies.

Whatever you do, make sure that everyone involved tells the truth, the whole truth and

nothing but the truth.

Conferences
Press conferences
Exhibits
Demonstrations
Concerts
Competitions
Sports events

Printed Material

(Box 3.12)
(Box 3.13)
(Box 3.13)
(Box 3.13)
(Box 3.14)

Catalogues
Calendars
Envelope messages
Booklet
Bumper stickers
Static stickers

(Box 3.11)

Special Promotional/Novelty Items

Clothing:
T-shirts

Hats

Diapers

Bibs

Caps

Waist pouches
Sun visors

Temporary items:
Coffee sleeves
Bar coasters
Lapel buttons
Temporar y tattoos
Balloons

Stickers

Sports cards

Functional Items:
Key chains
Flashlights
Refrigerator magnets
Water bottles
Litterbags
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or discussions are among the most efficient ways to drum up public support. If
your issue is already a matter of public discussion you are fortunate. If it isnt, you need to bring
it to public attention.

Among the ways to do this is to organize people around you to write letters to the paper or
make phone calls to the talk shows explaining their concerns and identifying what action should
be taken. If the issue is important people will quickly join in the discussion and create an audience
for further ventilation of the issue.

Organising a public forum takes serious preparation.

First: you need to set a convenient date and time which — if at all possible —does not conflict with
important sports or other public attractions or with a popular television programme.

Second: you need to find a venue which is convenient — within easy reach of your audience. For
your initial meetings it is important to choose a place well known by most of your audience, easy
to reach and where they will feel comfortable. There should be no public safety issues for
example; if people feel secure in their surroundings they will pay more attention to what they
hear.

Third : you need to make it clear why it is important for your audience to attend your meeting.
They need to know basically, why the issue affects them or is likely to affect them and they need
to understand that their attendance can make a difference to what happens. Y ou need to explain
why they should be involved. Your audience should always be aware that each has a part to play
and perhaps an important part in changing things for the better .

Fourth : You need to get the news of your meeting across to those you want to reach. Y ou can
do this by letters to the editor , call-in shows, but more systematically with messages targeted to
your audience, fliers announcing the meeting distributed house to house; newspaper or
broadcast advertisements if you have the money, or better, Public Sevice Announcements and
press releases carried free by radio, television and newspapers. Always explain the public benefit
expected from your action.

Fifth : You must be certain that the acoustics of the building allow for a quiet and rational
discussion without competition from traffic, neighbouring meetings or chur ch services. You need
to ensure that there is adequate seating for the audience you expect and a public address system
so that speakers on the platform and from the floor are easily heard and understood by all.

Sixth: Your group needs to decide on a short, efficient agenda which gets down to the facts

quickly and doesn’t waste your audience’s time. You may choose among several different formats,
but you will need a chairperson or moderator to regulate the discussion. The moderator needs
to understand that the forum has a purpose — to come to a decision.

Adapted from: Save the Children Toolkit, by Costanza de Toma and Louisa Golding
(http://www .mande.co.uk/docs/AdvocacyinitiativesToolkit2005.pdf )
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and leaflets are self-contained capsules of information intended to give a quick

overview of a particular issue or an organization.
Brochures may be distributed by hand at popular gathering places like bus stations, outside
churches and schools. If you are fortunate you may also be able to get permission to leave little
dispensers of your brochures in shops and offices particularly in banks and doctors officers where

people read to pass the time while they wait.

Other distribution methods include:
1. mailing them to targeted people (mailing lists; people who call your office requesting
information, etc.)
attaching them to proposals or reports
leaving them behind when visiting people and organisations
leaving them at easily accessible locations
inserting them into press kits and presentation folders
distributing them in classes and workshops

giving them to prospective employees and volunteers

© N o g~ DN

passing them out at meetings, fairs, conferences, seminars.
Brochures are a quick and efficient way of spreading basic messages.

Typically a brochure is a letter sized sheet, usually folded in three, and printed in three columns

to take advantage of the format.

Basic brochures may:
Explain what your organisation does
Answer frequently asked questions about an issue
Tell people how to get in touch with you

Solicit physical help or other kinds of contributions for your cause.

Brochures must reflect the programme of your organisation, emphasising specific points but
always staying on message.
They should always contain contact information: names, addresses, telephone numbers, email

addresses.

Adapted from: http://ctb.ku.edu/tools/EN/sub_section_main_1073.htm
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are printed materials intended to draw attention to your cause.
Posters are usually large printed productions, often with pictures, illustrating graphically, some
important element of your campaign. They are usually expensive to produce, requiring artwork
and big sheet colour printing.

If you can afford posters they may be useful means of carlying the message to people who may
not other wise see or hear it.

Posters for public sewice issues are important in campaigns for health issues, for instance. Vé see
them in doctors’ offices, clinics, shops and other public places. The most useful posters are non-
controversial, providing information, direction or advice and if they are well done they can
continue to spread their message for years. If they are not well done, or are controversial, they may
not last long.

Posters are entirely on their own and they survive because they are useful to people. They need
to be carefully placed, where they do not disfigure the environment, do not have too much
competition from other posters and don’ t inspire graffiti. You should get permission to paste up
your posters or you may be charged with littering.

Fliers, like posters, are message carriers. They do for campaigns what headlines do for news
stories, advertising the content and tempting the reader to venture further .

Fliers may be simple or complex. They usually consist of a page with a short, succinct message,
summarizing some aspect of the campaign. The message should be crisp and to the point. There
should be lots of white space — fliers and leaflets should not be overloaded with type; that makes
them difficult to read.

Fliers and leaflets may be useful for public meetings, giving your audience talking points
illustrating the issue and providing facts for discussion and further publicity .

Fliers, posters and leaflets if they are used, must reflect the essence of your campaign, must
carry the fundamental message you wish to convey in terms which most people can understand.
They must be factual, accurate and useful.

Adapted from: http://ctb.ku.edu/tools/EN/sub_section_main_1069.htm

Trash cans

Pens and pencils
Bookmarks

Exercise book covers
Wrist bands
‘Bandanas’ or rags
Notepads

Door hangers
Shower hangers
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Mascots
Vehicular sun shades

Signage and Displays

Road signs

Signs and posters on government property or
any suitable location

Murals on buildings



A is a vely effective medium to inform your audience. The content and the audience are
specific — you get a chance to reach your audience with your information, and your audience gets
the information it wants.

Your newsletter can be either a printed publication or cir culated electronically — by e-mail to the
audience or posted on a web site.

Evewy article in your newsletter should have a specific objective. Avoid using articles that might
be fun to read, but do not accomplish anything.

The articles should be short and to the point, and well written. They should attempt to get your
audience to move towards the goal you have identified.

The publication should also be short — ideally between four and six pages.

You should also ensure that you stick to the publication schedule. Readers will be turned off if
they do not get the publication at the time that you promised it.

Adapted from: http://www .companynewsletters.com/index.html

Popular Media Personal Selling

Songs Face-to-face meetings, presentations,
Movie scripts, television, radio programmes speakers’ bureaus

Comic books and comic stripsCommunity Telephone calls

drama Workshops, seminars and training sessions
Theatre Media brunches

Storytelling Inter views in media (e.g. talk shows)

Carnival band or Mass troupe
Festivals

Radio serials or dramas

Song, Photo or V ideo competitions

Step 4:

Antigua’'s programme received a fillip when the planners managed to get the science curriculum
in schools reviewed to include teaching on the environment. Environment cadets helped with field
trips and other environmental activities. EcoZonecarried aspects of environmental issues, such as the
link between environmental concerns and current trade negotiations.
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In working on your communication plan, you may find that aspects of local culture offer
additional ways through which you can get your campaign delivered to your audience.
However, remember always that you should:

(1) Choose media to which your audience has access, and
(2) Combine a number of media to ensure that your message is reinfor  ced persistently for
the duration of your campaign.
In essence, your communication strategy should:
Reflect an understanding of the audience;
Have an approach that is relevant to the specified objective;
Have a message aimed at a specific change in behaviour;

Make a choice of media that is appropriate to the audience.

The OECS Information and Documentation Unit set up a display of OECS publications at an
exhibition for chief librarians attending an OECS-ESDU children's libray summer
programme, from 1990 to 2000. This initiative was one of many in the overall strategy to
reach librarians.
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Step 5: Designing the Message

All the work you have already done towards your communication plan has been in
preparation for designing the message that you will deliver to the audience. This is the
heart of your campaign.

Your message has to be accurate. It has to say what you want it to say . It should get the
information to the audience in a manner that will be immediately understood. It has to be
presented in a form and a manner that will result in action by the audience. If it is not, your
campaign will not be as effective as you want it to be.

Your message may be in several forms — text, visuals, still images, moving images, audio,
song, story or drama. Whatever form (or combination of forms) you decide is most
appropriate, the message must be clear and easily understood.

In designing your message, bear in mind that people are selective in the attention they
give to information, in how they interpret the information, and in what they remember
Generally, people see or hear mostly and firstly what they want to see or hear . They decide
what meaning they give to your message. They remember what they want to, and forget what
does not suit them.

Because of this, in designing your message you should take account of the fact that your
audience is most likely to be interested in information that is:

— closely related to and relevant to their own interests;

— factual, rather than something they will have to think about or imagine; something that
they can see or easily grasp;

— clear, so it shows immediately the impact on their lives;

— interesting in a way that makes them want to hear the whole stor Y;
— presented in a manner that is easily noticed;

— presented by well-known individuals;

— amusing.

Remember: the more specific and targeted, your message is, the more attention people will
pay to it. People need more than a ‘summar Yy’ of the issue that you are advocating through
your campaign. Y our message should be based on specific cases, emphasising particular
aspects of the issue. This gives your message greater persuasive power.

The design of your (Box 3.15) will be influenced also by how you plan to present
it. Consider these questions even before you start to write or draw:

What am | going to be saying in this message?
How am | going to be saying or presenting it?

Who am | going to use to say it?
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Each change objective will involve different targets, and we will have to develop messages for each
of our . We need to develop one core message which clearly summarises our
position and the change we want to bring about. This will then guide the development of more
specific, tailored messages which will be directed at different audiences. The core message will
also guide slogans, sound bites or stories which we rely on in our advocacy work. Reseach should
help us to identify our audiences and understand their positions, in order to develop more effective
messages. (Developing messages is of course only half the art, the other half involves the need to
choosing the right medium and messenger to deliver it).

General guidance on developing key messages:

Combine short-term policy messages with comprehensive, long-term change objectives —
this allows us to engage our constituency and sustain their support;
Frame messages in the most inclusive manner possible — this expands the potential support
base;
Make messages clearcompelling and engaging.
The core message will include:
your analysis of the problem
the problem’s cause
whom you hold responsible for solving it
why change is important
your proposed solution
actions you ask others (message recipients) to take to bring this change about.
Tailored messages are created for a specific audience based on an analysis of:
what will be the most persuasive for that audience
what information that audience needs to hear
what action you want that audience to take (given that different audiences have different
capacities to bring about change).
Further principles of message development:
Keep it simple (easy to grasp and retain, short, and jargon-free)
Put your ‘frame’ around the issue (i.e. highlight your perspective)
Know your audience — is there something they need to know?; what values and beliefs do
they have?; what needs and priorities do they care about? (e.g. some audiences prefer
highly scientific evidence, others are swayed more by personal testimonies)
Use clear facts and numbers creatively
Allow your audience to reach their own conclusions
resent a solution if possible

Adapted from: Save the Children Toolkit, by Costanza de Toma and Louisa Golding
(http://www .mande.co.uk/docs/AdvocacylnitiativesToolkit2005.pdf)
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What will I use to present the message?

When and where will | present the message?

All of these elements are important to the success of your campaign. If the idea is not
relevant to the audience, the message may not be noticed. If the language is too complicated,
the message will be lost.

Getting this right will clear the way for you to start the actual production of your message.
You should do it in this sequence:

refine the information you have collected about your audience;

design a draft message that is to be tested;

test the message;

produce the final message to be delivered to the audience.

Messages must be tested to make sure that they say what you mean. The testing of your
message should seek answers to these questions:
— What do you understand the message to be saying?
— Does the message make sense to you?
— Does it provide you with all the information you need to know?
— Is it appropriate to the audience’ s life situation?
— Would your friends understand the messages?
— Would you change anything in the message?
— Have you seen stuff like this so often that you are bored by it?

The test will give you guidance in refining the draft of your message, so you can produce
one that will be the basis of your final production.

For a successful campaign, the messenger is as important as the message. The messenger
must be credible. If not, your efforts at advocacy will be fruitless, whether or not your message
is brilliantly conceived.

There are two key elements to consider in choosing a messenger who will be credible.

Trustworthiness. Regardless of how composed, expert, or for ceful he or she may be, a
messenger who is per ceived to be dishonest or socially irresponsible will not be trusted.
Expertise. The messenger must be per ceived as being qualified, knowledgeable,
intelligent, and experienced in the subject of the campaign. This is helped by the
perception of aspects of the messenger’ s social status, such as level of education and
occupation. The mode of dress and appearance can help to establish a messenger s

credibility .
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Having established the messenger’ s trustworthiness and credibility , support the impact of
your campaign with some other considerations. Make sure that the messenger displays:
The messenger must be confident, articulate and in control, and must not
be stumbling, stammering or uncertain.
The messenger must be seen as likeable and friendly .
The messenger must appear positive, powerful, healthy , energetic, busy,
assertive, progressive, and supportive of change.
The messenger must be similar to the audience in age, gender , social class,
personality , group membership and attitudes.

In tr ying to achieve ‘similarity’, for example, you could consider the use of a mascot if your
campaign is aimed at children. Be careful, however , in a situation where children are only a
part of your audience. Adults will react in a different way to a mascot.

Although you are sear ching for credible messengers, you should stay away from those that
may be used too often. For example, a public ser vice announcement on television, featuring
a well-known personality , may be credible. Itis important, however | that each personality be

limited to one message. If the messenger is involved in delivering a variety of messages, the
impact will be limited, reducing the impact of your campaign.

In television and radio advertisements where you do not always see a messenger , but hear
only a voice, that voice that delivers the message must also be carefully chosen. The voice can
be:

Authoritarian, such as a doctor, an expert or a government agency, who may use the standard
language;

Non-authoritarian, such as a friend who may use a conversational tone, often in a
dialect;

Character, such as an animated or created personality , or an inanimate object or animal

that has been humanised.

In designing your message, there are some methods you can use to achieve effective
communication. Do not think about your level of ‘creativity’ in the design. Base whatever you
do on what you know of the audience.
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Some useful design techniques are:

Trigger Signals. These are repetitive, such as jingles, visual and verbal cues, and can be
used to help the audience make mental connections with familiar ideas and concepts.
Novelty . Something that is new or different is more likely to stand out. How often have
you heard: “| have never heard or seen anything like that before!”

Stimuli. These are messages or forms of presenting messages that fit in with the beliefs,

attitudes and values of the audience, and are likely to provoke positive reactions.

Audiences respond to simple messages. Complex messages are typically loaded with legal
terminology , technical jargon, slang, complex sentences, statistical terms and evidence.

In making your message simple and effective, you must consider the appearance created by
the layout and the use of graphics, as well as the ease of reading and of understanding.

In designing your communication plan, always remember:

people more easily retain visual information, such as pictures and other graphics, than
they do verbal information;

words that represent concrete objects are more easily remembered by the audience than
are words that represent abstract concepts;

larger pictures and other graphics are more effective than are smaller ones;

audiences more easily remember the messages they get from television and radio, than
they do those from newspapers and magazines;

people tend to remember only the first in a series of messages, while dismissing others

that follow .

Step 5:

Antigua's EcoZoneused a game show in which secondary school students competed. It helped to
make viewers aware of their environment and of issues affecting the environment.

The show was broadcast initially for 14 consecutive weeks, and included debates, games and
competitions and covered aspects such as biodiversity strategies for managing the environment,
climate change, and bio-safety.
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Step 6: Making the Plan

By this stage, you are well on the way to producing a communication plan that will
effectively get the message to your selected audience. Y ou are ready to advocate, and hope to
see action as a result of this.

Although most of us live on them, we know that no man or woman is an island. Y ou will
need help for your campaign. Y ou need partners and resour ces. You will have to find support
to coordinate your effort at advocacy

Make a list of possible (Box 3.16) that could help you achieve your objectives.
Your partners could be organisations that are involved in or affected by the issue in your
campaign. It could be individuals who share your position on the issue.

In making the list, explain — to yourself — how these agencies, institutions, enterprises and
individuals can help.

Be careful, however, that you do not overload yourself, or others, with tasks that they are
not suited to do, or which they do not like to do.

Many organisations believe that their communication programmes can be added to
another job, or can be attached as an additional task to someone’ s job description. For
example, environmental technical officers are sometimes expected to work as communication
officers who implement environmental campaigns or who do media relations work.

Public education or information officers are sometimes expected to ensure that the
audience reacts to the message in the campaign. T echnical officers with no background in
communication are often expected to work as information officers/communication officers
and respond to the media. Y ou may not have a problem working with the media or you may
find it difficult because you are not confident in dealing with the public.

Do not hesitate to admit any difficulties you may have. If you do have a problem, then
seek help. Try to assign the deliver y of your communication plan to people who can do this
part of the job. If the campaign is poorly delivered, you would have wasted all the effort and
resources that you would have invested up to this point.

You can decide whether you need help, and what kind of help, by testing the strength of
your communication skills. How do you score on the following list of communication skills?

Articulate, good listener
Experience in group mobilization and group facilitation
Some experience in public speaking

Above average writing skills
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Interest in working with people

Willingness to be trained and open to further professional growth

If you rate yourself highly on these criteria, you may be comfortable executing the plan on
your own. If not, then you will have to seek help from people with the necessar y skills.

Partnerships and the problems you may encounter:
You feel a loss of ownership of the project
Partners do not participate as agreed
Partners go ‘off strategy’

Partnership becomes time-consuming

Your partners are getting bored with the project.

Possible solutions:
Feeling at a loss: Ty to avoid power struggles and keep focused on the reasons you
brought in the partners in the first place.
They do not live up to the promise: tr y to find out why this is happening. Do your
partners have the information? Is it clear what they are supposed to do? Do they need
additional assistance from you?
‘Off strategy’: It may be fine for them, but you need to make sure that the use still fits
with your original strategy .
Time-consuming: This is a matter of planning. Partnerships take time. Try to build
enough time into your plan to allow for the extra effort.
Bored: Set long- and short-term goals. Share success stories so that they can see that

what they are doing is making a difference.

Adapted from: Nedra Kline Weinreich (1999) Hands-on Saocial Marketing. Thousand Oaks: Sage.

p. 41

You will need a team to manage the campaign. Do not wait until you are up against a
deadline before you start sear ching for members of your team. Proper planning demands that
you think early of the people you will need to properly manage and implement your
campaign.
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These could include:

— project manager

— communications specialist
— secretary

— accountant

— field workers

— office attendant

Describe the roles and responsibilities, and the chain of responsibility of ever y team
member; who will report to whom?

You should guide the team with a plan to implement the campaign, including a timetable,
with clear , achievable deadlines. Add clear job descriptions. If your campaign is being
implemented in phases, this is a good place to show what is to be done in each phase, and the
time it should take.

Your team will oversee the deliver y of your campaign by carefully monitoring the
implementation of your communication plan. Y ou should ensure that ever y member has an
idea of how the media work. They should all read the section on how to make the best use of
the media (see Chapter 5).

Picking Partners

Think carefully about who would be good partners before approaching others. Be strategic in
building alliances.
Criteria for choosing a campaign partner:
« Provides access to members of the target audience
» Has credibility or influence with the target audience
* Has resouces
e Has qualifications appropriate to the topic of the campaign
» Has pre-existing relationships with you or your organization
« |s enthusiastic about the communication plan
Adapted from: Nedra Kline Weinreich (1999) Hands-on Social MarketingThousand Oaks: Sage. p. 41

Step 5:

Antiguan colleagues found this to be the technical aspect of making the communication plan. The
main challenges were in writing the script, selecting locations, selecting wardrobe, time
management, finding money and identifying and working with a production company . However, the
biggest challenge was to find the money for the production, while ensuring that there was no
reduction in the quality of the project.
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Step 7: Developing Methods to Evalt

Having conceived, produced and delivered your communication plan to advocate the issue

about which you are campaigning, you now need to determine whether it was worth all your

effort.

You need to know whether it was an outstanding success or a dismal failure. Or whether it

achieved only a part of what you intended. Y ou also need to know whether parts of it were

good and which, if any , were bad. You have to determine why the plan, or parts of it,

succeeded or failed.

This is important because you may be able to change parts of your plan that have not

worked, so you can rescue the campaign before it has come to its conclusion. The results of

your communication plan will also help you to learn about what you need to do in working
on subsequent campaigns.

Think back to the objectives that you had set in Step 3, and then ask yourself one question:

Has your communication plan worked?

You determine the effectiveness of your communication plan by doing constant

monitoring, and then an evaluation. Y  ou do this by looking at two aspects:

The outcome. This seeks to answer questions such as: What or how much was achieved?
Did the audience show any change as a result of your campaign?

The process. This deals with how your results were achieved. W ere the steps in the
production plan followed in the right order? W as the support team efficient? Did you use
the most efficient personality , voice or graphics to deliver the message?

In doing the monitoring and evaluation, you will also see how well you managed and

monitored the communication campaign. Monitoring is necessar y during the period of
deliver y of the campaign.

In monitoring and evaluation, always remember that what you are tr ying to do is to meet

the objectives of the campaign that you had set yourself in Step 3.

Monitoring and evaluation will help those who have assisted the programme to determine

how well their resour ces were used. An effective, well delivered communication plan will

encourage supporters such as funders, and the organisation on whose behalf you designed
and delivered the plan.

They would want to know:

whether resour ces were used appropriately

whether the objectives were achieved

whether the campaign’ s benefits were worth the cost

whether there should be resour ces for future campaigns

how that campaign helped to promote positive public relations

how the communication plan publicised the benefits from the campaign
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Monitoring during the (Box 3.17) of your communication plan will make
your evaluation easier and more effective, allowing you to determine successes and
shortcomings. This requires that you keep collecting information on all aspects of the
implementation of the campaign.

Communication can only go so far.

SIDS are used to this condition, but may nevertheless want to stretch the funds. The University
of the West Indies can provide a wealth of evaluation expertise. CARIMAC has a Social Marketing
programme and a Communication for Social and Behaviour Change programme in which
evaluation is taught as a key issue.

Combine the results of more than one research method. Think out of the box!

Communication deals with human beings. Quantitative and qualitative approaches are
important. Human behaviour does not take place in a vacuum.

Avoid the temptation to ask anything that you might find interesting. Always ask yourself: what
data will I collect with this question and is this the kind of data | need?

It is always possible to run into technical problems: a low response rate to your survey; a too
small target audience — you cannot find enough people to inter view; inexperienced interviewers;
unreliable interviewers; hurricanes which throw off your planning.

Staff may feel threatened by evaluations. Members of the target audience may be too close to
you personal network; process evaluations can be done anonymously

This is not an unusual error. Do not wait too long but, in fact, start thinking about evaluation
before you start implementing.

Make sure your evaluation report does not get shelved in file 13. Especially when interventions
are funded by external agencies, there may be a tendency to send off the report without thinking
through the learning points for yourself. The evaluation report is valuable learning material!

Text adapted — original listing from: Nedra Kline W einreich (1999) Hands-on Social Marketing.
Thousand Oaks: Sage. P206
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The most important parts of the evaluation, however , are at the beginning and the end.
Based on the objectives that you had set for the campaign, you determine whether they have
been achieved.

You need to collect information on your campaign:

before the project starts and when you are setting the objectives;

during the implementation of the communication plan so you can monitor the
progress and make adjustments;

after the campaign is completed so you can make a comparison with the information
you had at the start to show the effectiveness of your effort;

at the completion of the project to identify future work programmes.

There are several (Box 3.18) you can use to collect information about the
effectiveness of the work you have put into your communication plan, and about the results.
These methods provide answers to questions such as: Is the message getting across to the
audience? Am | using the most efficient methods? Has there been a change in dealing with
the issue that is the subject of the campaign?

If people are to be motivated to continue working in the public interest you must be able to
demonstrate that your efforts have had measurable effects. You are unlikely to attract manpower or
financial or any other support unless it can be shown that your work has had a meaningful effect
on the lives of the people it is intended to benefit.

Some of the more common methods of evaluation are:

The single best way to show change is to compare Before with After. The baseline surey tells you
what the situation was Before and the change should be reflected in the results of the follow up

survey or surveys. Such suveys need to be undertaken using professional reseach methods or
they will be useless. Since such sweys tend to be expensive in money and people-hours it may be
useful to restrict these suwveys to gather information which is strictly necessary.

Key informants may include people who have been observing the progress of your work including
journalists, public officers and politicians. Their judgments on the effect of your programme may be
subjective, but their jobs give them great vantage points for estimating and assessing the
effectiveness of your programme. Focus groups from among stakeholders may also produce
valuable results in focused discussion sessions.

Adapted from: Save the Children Toolkit, by Costanza de Toma and Louisa Golding
(http://www .mande.co.uk/docs/AdvocacylnitiativesToolkit2005.pdf )
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There are many sour ces from which you can get the information. These include:

surveys of the audience, clients, and customers
— focus groups
— tracking media coverage, including news reports and commentar y

— analysing correspondence that is a result of the communication plan you have
implemented

— analysing enquiries that are the result of the campaign

In Step 1, some of these methods were used to collect information on the issue with which
you are dealing. Y ou can use some of those same methods to determine whether your plan
worked.

Your monitoring and evaluation may indicate that your campaign was not successful. It
could show that you were not efficient in some of the methods you used. Or that you made
some assumptions that were wrong. That the message did not get through to the audience.

What do you do if this happens? What if the result was the opposite of what you had set
out to achieve?

An evaluation can uncover unintended benefits or effects. Should you ignore these or
should you report them?

Your evaluation should report both the good and the bad results. Bending the assessment
to hide shortcomings is immoral and not practical. It will have a bad impact on your
reputation when it is revealed. It will also jeopardise access to funds and other resour cesinthe
future.

The type of information you need for your evaluation and which you collect and keep throughout
the planning and deliver y of your communication programme will:

Identify the objectives; how the monitoring and evaluation will be done;

List what will be measured;

Describe the data collection method;

Determine what indicators will be used to measure the effectiveness of the campaign;
Identify the source of all data;

Set the timetable for the completion of the campaign;

Explain the staffing and management;

Identify how you will report on the campaign;

Show the proposed budget.
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Report not just the positives. Remember that even in reporting on the negative and
unexpected results, you will be (Box 3.19) these things happened. A proper
explanation is much better than an excuse, or an attempt to hide what really happened.

Another challenge in monitoring and evaluation is in proving that it was the
implementation of your communication plan and your campaign that really caused the
change that you are claiming. How can you prove this? Maybe it was something that had
nothing to do with your efforts.

You can ensure the reputation, credibility and success of your communication plan by
collecting and keeping information through the programme. Quite simply , you have a better
chance of credibly claiming success if your information collection covers:

1. The issue that was the subject of my campaign;

2. What was achieved;

3. How it was achieved,;
4

How the campaign’ s effectiveness was . (Box 3.20)
You will be disappointed, naturally , if your campaign is not successful. If this is the case, all

is not lost. Y ou can learn from the experience.
Ask yourself these questions, and be honest to yourself in answering them:

What aspect of my campaign was weakest?
What aspect was strongest?

How could | have done it better?

AP w0 dp PR

What have | gained from the project?

This is a learning process. Make use of the experience and regard it as an investment in your
future efforts.

Is it really possible to exactly how much your effort contributed to change? There may
be many other factors, which contributed to change. How do you measure those?

If change occurs, does it really matter who is credited with the responsibility? If a politician
claims responsibility, does it make any sense to dispute his claim?

It is much easier to measure effort than to assess impact, particularly because some changes
are subtle and take considerable time to happen.

While you may not be able to directly measure your impact you may be able to discern
whether your efforts may have galvanized other interests and groups to join in the same
endeavour. Lighting the spark may turn out to be much more important than fanning the flame.

It is a good idea to involve your audience in the evaluation process. In addition to being
providers of information, your audience also should be able to know what lessons have been
learned.

Adapted from: Save the Children Toolkit, by Costanza de Toma and Louisa Golding
(http://www .mande.co.uk/docs/AdvocacylnitiativesToolkit2005.pdf )
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Step 7: Antigua's experience
Antigua's planners were able to determine the successes and failures of the project by random
interviews, and by doing polls by telephone and on the internet. They also examined reaction in the
media, and noted articles and comments that were both positive and negative.

They also gained some idea of the success of the project when they received requests from other
countries in the region that wanted to broadcast EcoZoneSignificantly, they received many questions

about the possibilities of producing and broadcasting a second season of EcoZone
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Step 8: Considering Resource Matte

In planning and implementing your communication plan, and in monitoring and
evaluating its effectiveness, there is one important and inevitable requirement — resour ces.
These could be anything — money , material, human help — that contributes to planning and
execution of your communication plan.

Everything has a cost, and must be paid for . You should also put a value on contributions
of any type that are made to your plan. T ime that is volunteered can reduce the overall cost
of your campaign, and allow you to use the money you have to strengthen other aspects.

You will need a budget — an estimated financial cost of all aspects of the campaign. This is
a list of the expenses you expect to meet over a specified period.

The budget is an important element in your communication plan. A clear , well presented
budget can enhance a potential funder’ s understanding of your campaign, increasing the
prospects of quick adequate support.

Depending on the funder s guidelines, the budget may be a simple one-page statement of
projected expenses, or a complex spreadsheet including projected support and revenues. Y  ou
do not need to be a financial wizard but you must allow time for resear ching and calculating
the budget.

Line item budgets

These are most commonly used and required by funders. They list expenditures in specific
categories such as personnel (people) and non-personnel (materials and ser vices).

Peformance budgets

These list expenditure according to a specific agency’ s programme or by a project’ s
objectives or activity . This allows an easy identification of the costs of different elements of
a project.

Programme budgets

These are similar to performance budgets, but usually go beyond activities and objectives
and focus on the overall programme. W ithin the programme budget, one may find sub-
categories relating to specific projects, campaigns or communication activity
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Here are some examples of budgets that you could use to list the costs of implementing

your communication plan. Please note that the costs included in these budgets are imaginar y
and do not reflect what the real costs might be. Determining and calculating your costs are
discussed later towards the end of this section. shows an example of a basic line-item
budget.
Table 1: Example of a basic line-item budget

ltems Cost in EC$ The following

Personnel example in

Project Manager 0000.00 is a budget arranged

Accountant 0000.00 according to specific

Field Workers 0000.00 periods. It is suitable

Office Attendant 0000.00 for longer-term

Secretay 0000.00 projects.

Non-personnel

Office Space 0000.00

Office furniture 0000.00

Tel, Fax, Internet 0000.00

Transportation 0000.00

Coffee, tea, snacks 0000.00

TOTAL 0000.00

Table 2: Example of a line-item budget for a long term project

Items Costs in EC$
Year 1 Year 2 Year 3

Personnel

Project Manager 0000.00 0000.00 0000.00
Accountant 0000.00 0000.00 0000.00
Field Workers 0000.00 0000.00 0000.00
Office Attendant 0000.00 0000.00 0000.00
Secretary 0000.00 0000.00 0000.00

Non-personnel

Office Space 0000.00 0000.00 0000.00
Office furniture 0000.00 0000.00 0000.00
Tel, Fax, Internet 0000.00 0000.00 0000.00
Transportation 0000.00 0000.00 0000.00
Coffee, tea, snacks 0000.00 0000.00 0000.00
TOTAL 0000.00 0000.00 0000.00
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This third example shown in is a budget arranged according to requirements of a
funding agency . It is particularly useful for projects with multiple funding sour ces.

Table 3: Example of a line-item budget for a project with multiple funding sour ces

Items Costs in EC$
TOTAL CREP GEF CIDA

Personnel

Project Manager 50000.00 20000.00 30000.00 -
Accountant 30000.00 15000.00 15000.00 -
Field Workers 10000.00 10000.00 - -
Office Attendant 10000.00 10000.00 - -
Secretay 20000.00 — 20000.00 —

Non-personnel

Office Space 20000.00 20000.00 - -
Office furniture 10000.00 3500.00 6500.00 -
Tel,Fax,Internet 30000.00 10000.00 10000.00 10000.00
Transportation 30000.00 10000.00 10000.00 10000.00
Coffee, tea, snacks 300.00 - 300.00 -
TOTAL 210300.00 98500.00 91800.00 20000.00
The next budget shown in is an example of a budget that can be used when all the

costs are not covered by the funder , but may be given in materials and resour ces, donated or
matched against funds raised elsewhere.

Table 4: Example of a line-item budget with donated items or matching funds

Iltems Costs in EC$

Actual Cost In-Kind/Donated/ Total Cost
Matching funds

Personnel

Project Manager - 10000.00 10000.00
Accountant - 10000.00 10000.00
Field Workers - 10000.00 10000.00
Office Attendant - 10000.00 10000.00
Secretay 10000.00 - 10000.00

Non-personnel

Office Space and Equipment 50000.00 - 50000.0
Telephone, Fax, Internet Access 50000.00 - 50000.0
Transportation 10000.00 - 10000.00
TOTAL 120000.00 40000.00 160000.00
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The examples of budgets given in tables 1 to 4 illustrate some of the costs you may incur
when implementing your communication plan. Depending on the nature of your plan, you
may identify and include additional costs.

Determining the specific costs when making a budget will involve resear ch. You will have
to contact suppliers of the goods and ser vices that you will need, and the types of people who
will be employed. Y ou will need to get credible figures for the cost of the different items in the
budget.

Media production houses, advertising agencies, television and radio stations can be
contacted for help in calculating the costs associated with media and communication
production. Y ou may consider negotiating discounted production rates with these entities to
arrive at affordable costs. Given that your project may be designed to achieve positive
outcomes for the benefit of the society , some production entities may be willing to contribute
their time and resour ces free of cost.

Because you are creating a budget for a project that will involve various types of
communication activities and products, you must ensure that the cost of designing and
producing these activities and products are included in the budget. Costs for communication
production may involve a number of items such as message design and testing; talent fees for
actors or other talented individuals used in advertisements, brochures or posters; production
equipment rental; printing; distribution of print material; placement of television and radio
advertisements, and so on. Review you communication strategy and ensure that you have
included a cost for all the messages, products or events that you plan to use in your campaign.

It is necessary to explain some of the costs in your budget. Y  ou can do this by making notes
at the end of the table. This is useful if there are ‘unusual’ items in the budget. Prospective
funders want to be clear on what they are being asked to finance. It is best not to leave them
with any questions or any mysteries.

You should also be sure that the budget adds up correctly . An error in any column will raise
guestions about all the figures.

When planning your budget, look closely at your production plans, and at your human
and material requirements. Review the plans you have and the costs attached to them. Y ou
must then make sure that ever ything is accounted for in the budget.

Think beyond just the production and deliver  y of your communication plan. How long
did you want your campaign to run? W ill you do subsequent versions in different media? Y ou
should write into your budget the costs of sustaining your campaign until you have reached
the time frame that you had set, or alternative methods of deliver y have been completed.
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Step 8: Antigua's experience

The funding, staff, refreshment, awards, and transportation for the programme were provided by the
Government of Antigua & Barbuda. Additionally , several businesses donated prizes and material for
costumes and wardrobes, and allowed the use of their properties for filming

kt When planning your budget, look closely at your production plans,
and at your human and material requirements. Review the plans
you have and the costs attached to them. Y ou must then make sure
that ever ything is accounted for in the budget. 1)
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CHAPTER4

Case Studies

ome aspects of working with the Eight Steps to plan your communication programme are

obvious. Others become necessary as you plan and execute your campaign. However

frequent reference to the Steps will eventually make your approach to communication
planning more organised and effective.

These are six case studies of how communication was used in campaigns. Read them all to
see where some of the Steps have been used. You may see that in a particular case study some
elements of communication planning that we discussed earlier are more obvious than others.

You will then draw some conclusions about the planning, management and execution of
the campaigns. While examining the studies, ask yourself questions such as:

What aspects of this campaign were successful?
Why were they?

What parts did not work well?

Why did they not work well?

How could the plan and the campaign be improved to make them more effective?

2 T o

What can we learn from these when doing the communication plan for our campaign?
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E3 Antigua and Barbuda: Ministry of Works,
Tansportation and the Environment

henythe Antigua and Barbuda Division of Environment in the Ministr y of W orks,

Transportation and the Environment concluded that the traditional media were not

being very effective in achieving real behaviour change, they found an alternative
communication planning strategy . It turned out to be so successful that St. Lucia, Grenada,
Dominica and St. V incent all clamoured to get on board.

According to government sur veys, 50 per cent of the population tuned into the Division
of Environment’ s weekly television programme, EcoZone 1. This was a one-hour televised
competition between high schools, broadcast for 14 weeks on the national television station,

ABS TV.

Three high schools — Ottos Comprehensive, Antigua Grammar and Antigua Girls’ High —
participated in a series of events ranging from physical competitions to parliament-style
environmental debates. The campaign messages were embedded in each of the  EcoZone
challenges. The programme appealed not only to school children, but also to parents and the
wider society , according to Environment Education and Information Officer , Carol-Faye
George.

The main problem to be resolved was the poor environmental practices of Antiguans, which
resulted in pollution, litter and graffiti. In dealing with this, the Division started a public
awareness campaign to inform about environmental issues such as biodiversity , global
warming and climate change. The main objective of the EcoZone challenge was to increase
the awareness of the public about what is going on in the environment.

There were two underlying assumptions in this campaign. The first was that one cannot
expect change from people if they are not properly informed. Once properly informed they
should exer cise better judgment. The second assumption was that if television and radio
inter views, newspaper articles and press releases were not properly done, they can sometimes
be perceived as boring and monotonous. Furthermore, the target audience was largely
illiterate or not interested in reading. Therefore, the campaign planners concluded that a
television programme would be the best means to bring about effective change.

The competition was recorded during the Easter Break for secondar y schools and was
broadcast during the summer . This time was chosen to maximize the viewership, since the
programme would not disturb the school calendar
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In order to measure the success of the campaign, the number of votes for each school was
measured by tabulating the number of telephone calls, emails and text messages that were
received. Another indicator was the increase in the number of schools wanting to participate
in EcoZone 2. An elimination round was coordinated for the second staging of the
competition to select three of the eight interested schools.

One of the main challenges for campaign planners was funding the production. While the
public broadcaster provided airtime for the show , planners had to pay a private company to
produce the show .

Government funding was the main sour ce for EcoZone 1, and included the financing of
several reruns on ABS TV. While private sector sponsors expressed interest in the strategy
they have been slow in providing financial support.

Campaign planners say that although their strategy is far more costly , it is also far more
effective than traditional approaches.
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== Commonwealth of Dominica: Ministry of A
Fisheries and the Environment

hensbudgets are tight and costs are high, the last thing on the mind of project planners

is the evaluation. The experiences of the Ministr y of Agriculture, Fisheries and the

Environment in the Commonwealth of Dominica prove that the evaluation is an
indispensable step in communication planning. The experience indicates that evaluation is
critical to the successful deliver y of the intended message and also for the sustainability of
projects.

Bananas are Dominica’ s main crop and export. Crown rot, a disease caused mainly by a
fungal infection, is one of the main post-har  vest threats to banana production. In order to
sensitise farmers to the dangers of crown rot, the Department of Agriculture organised a
training workshop for local farmers, during which it showed a short video explaining the
causes of the disease and strategies for controlling it.

The main and persistent question from farmers in the workshop evaluation session was:
“What is a fungus?” The project planners were for  ced to re-evaluate the messages contained
in the video. In the end, an extra segment was added to simplify the explanation of crown
rot by first explaining what a fungus is.

The evaluation has also proven to be useful to the Department of Agriculture in its effort to
keep up to date in a sector with constantly changing technology . When sweet corn
production was being introduced to Dominica, the Ministr y became involved in training
farmers. The Department of Agriculture produced a video — this one on how to grow sweet
corn. During the initial stages of the project, the demand for workshops was high and the
video was in heavy cir culation. After a while, there was a significant decrease in demand for
the instructional video.

After the Department conducted an evaluation of the initiative, it learned that the farmers
were no longer interested in the programme because they had all mastered the skill of
growing sweet corn. The Department was able to learn from this experience about using
evaluations to determine when to use a programme; in which community to use it; when
there is a need for upgrading a programme; and when a completely new programme is
needed.

In both cases, the instructional video was used as a major strategy for the Department. The
videos allowed abstract messages to be delivered in more simple ways. When some

CASE STUDIES 57



58

agricultural concepts are explained in a vacuum, the farmers were confused. The use of videos
allowed the farmers to see people like them performing the tasks they were being taught to
do.

Rather than incurring the cost of mass distribution, the Department, through its extension
officers, usually invites a group of farmers to a meeting or training session where the
instructional videos are shown. The preferred approach of the Department is to conduct an
orientation briefing before the viewing of the video and then a discussion session following
the showing. Usually the videos are about 10 minutes long. If time permits, there is
sometimes a second viewing.
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Grenada: Ministry of Health and the Envirc

n preparation for the implementation of the W aste Management Act of Grenada, the
Ministr y of Health and the Environment, the Solid W  aste Management Authority , the
Ministr y of W orks, and the Ministr y of Tourism planned a communication campaign aimed
at changing the garbage disposal practices of craft vendors and patrons at the Grand Anse
Vendor Market, which is a major tourist attraction in Grenada.

The challenge for the authorities was in convincing vendors and patrons, their target
audiences, to adopt waste disposal practices that complied with the new laws. V. endors
typically hire vagrants to dispose of the waste. However , the vagrants collect the garbage at
irregular times and deposit it in inappropriate places. The problem is compounded by the fact
that vending stalls are often covered with rotten tarpaulin that litters the ground and
contributes to the garbage. The extent of the garbage problem led to concerns about losses to
the national economy because the Market is located near to a major cruise ship port.

Several communication strategies were used to get the people involved to change their
behaviour . One approach was face-to-face contact with the targeted groups. Major
stakeholders led a ‘walkabout’ around the market and told vendors and patrons of the
requirements and implications of the impending W aste Management Act. Representatives
of the Environmental Health Office, the Environmental Affairs Protection Office, the Solid
Waste Disposal Office and the Public Information Office toured the market and delivered
messages about the dangers of improper waste disposal and the consequences of non-
compliance with the new laws.

To accompany the face-to-face approach, campaign planners used the media. They
produced radio public ser vice announcements that promoted the aims and objectives of the
new legislation. They also distributed press releases that outlined the problems being
addressed, and the government’ s plans to solve them. Newspaper advertisements about this
were also published. One of the effective print ads contained a picture of the Minister of
Health throwing garbage into a garbage bin inside a bus stop. This ad was designed
strategically in order to impart the message that change was starting at the ver vy top of the
hierar chy.
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In the case of the waste disposal campaign, planners benefited from having internal media
expertise. One of the campaign planners had a background in media, having worked for one
of the national newspapers. Campaign planners said this gave them easier access to media
contacts, leading to media houses being willing to carr y stories about the waste disposal
campaign.

Although the campaign is continuing, the planners said they were able to identify several
indicators of success. Many vendors were convinced of the benefits of proper waste disposal.
They participated in cleaning the vending area. Some joined in a secondar y campaign to
repaint the vending stalls in Grenada’ s national colours. Many vendors have abandoned the
practice of paying vagrants to dispose of garbage. Instead, they store it in a central location,
where garbage trucks can collect it at the end of the day
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Montserrat: Ministry of Agriculture, Land, +
the Environment

resh in the minds of workers at the Montserrat Ministr ~ y of Agriculture, Land, Housing

and the Environment is the saying: 'Y ou can’t teach old dogs new tricks.” Their biggest

challenge is convincing the seasoned farmers in the agricultural industr y to use new
technology .

One priority of the Division of Agriculture in providing ser vices to crop and livestock
farmers is to enhance the business aspect of farming in the countr y. The division uses two
main strategies: face-to-face interaction and radio programmes.

Extension officers at the Division of Agriculture communicate with farmers through
workshops that teach the farmers good business practices. Since many of the farmers are
illiterate, extension officers have to use methods that can be demonstrated in order to show
their effectiveness. The officers are used to transfer the technology and the information from
the Ministr y to the farmers. They also monitor the productivity of the farmers in order to
obtain information about agriculture.

Although farmers complain when they do not see the extension officers regularly , the
officers were having little impact on changing the behaviour of the farmers. What is needed
is a strategy to change the attitude of the farmers so they become receptive to the new
practices.

On recognising this, the Division of Agriculture is tr ying to attract young people to
agriculture. The type of farming presented to young people is less labour intensive and more
high-tech. Ministr y recruiters target new graduates from secondar y schools in order to fill
employment quotas.

The Ministr y of Agriculture sponsors a weekly radio programme on the national broadcast
station in order to create public awareness about what is happening in agriculture. The 20-
minute programme, Farmers Corner , contains news and pre-recorded inter views with several
guests.

The largest threat to agriculture in the last ten years has been natural disasters. One of the
major topics on the programme has been the impact of the volcano on the natural
environment. There is also discussion of the impact of fine silt or ash deposits on crops.

Based on the listenership of the programme, which the Ministr y says is ‘very high,’ officials
have found the radio programme to be ver y effective in creating public awareness on
environmental issues affecting the agricultural industr .
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2 St Kitts and Nevis, Ministry of Sustainable
Development

he=decision by the government of St Kitts and Nevis to create a Ministr y of Sustainable
Development is a significant in efforts to achieve sustainable development. The merger of
the Physical Planning and the Environmental department responsibilities is an attempt to
ensure that environmental issues are considered in decisions about physical planning and
development. The creation of the Department of Physical Planning and Environment allows
the government to more efficiently employ resour  ces needed for beneficial management of
the environment.
The Department of Physical Planning and Environment provides a range of ser vices to a
wide clientele. Consequently , it was necessary to devise a planning and environmental
management and communication strategy . The purposes of this strategy are:

1. To promote the involvement of stakeholders in environmental management processes;

2. To educate the public on issues related to physical planning and environmental
management.

The communication strategy has been implemented by media presentations and face-to-
face contact with selected audiences. This approach has had some success with the
implementation of a National Environmental Management Strategy (NEMS). The NEMS
identifies priorities for environmental management in St. Kitts and Nevis.

Several communication activities related to the NEMS have been implemented. They
include:

1. Presentations to focus groups

2. Presentations in primar y schools
3. Media presentations
4

Design and dissemination of pamphlets and brochures.

The Department of Physical Planning and the Environment (DPPE) has concluded that the
implementation of the NEMS requires the participation of key stakeholders. Consequently ,
the recommendations of the NEMS were sent to the Cabinet, the Development Control &
Planning Board and the National Capacity Self-Assessment Steering Committee, which
included representation from public sector agencies and non-governmental organizations.
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The DPPE accepts that sensitivity to environmental issues demands communication
programmes aimed primarily at the young. W ith the help of a United Nations volunteer
assigned to the ministr y, the department told primar y school children in St Kitts about the
aims of the NEMS. However , the success of this effort requires more work — this activity is yet
to be done in Nevis.

The DPPE has used the media to inform the audiences about issues related to
environmental management. The department has participated in radio talk shows and
televised panel discussions, and has given inter views to the print and broadcast media. While
these have been useful in conveying the message, the frequency of appearances has been
limited by the lack of dedicated environmental education officer in the department.

The department has designed and distributed pamphlets and brochures on a several
environmental issues. While this approach to communication is traditional, it continues to
be useful.

Despite receiving some positive feedback on its public awareness and communication
strategy, the DPPE accepts that there is a number of constraints, including inadequate money
and human resour ces.
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115t Vincent and the Grenadines, Ministry of
the Environment

hesgovernment of StV incent and the Grenadines is obliged under international treaties to

prepare an environmental education and outreach programme for the countr y as a part of

a National Environmental Management Strategy and Action Plan (NEMS). The
government’ s obligations under the Montreal Protocol dictate that issues relating to the ozone
layer are an important part of the programme. The Environmental Ser vices Unit (ESU) is in
charge of coordinating a National Ozone Sensitisation Campaign (NOSC).

The programme has been troubled by the absence of a meaningful analysis of
environmental issues, and the lack of sensitisation of V  incentians to these issues. There was
also a problem in identifying an audience to which these issues could be addressed.

It was difficult to deliver the same message — to explain how the ozone layer is affected by
human activity — to a corporate enterprise as to a primar y school. The ESU did a sur vey that
indicated that 88% of V incentians want to know more about the ozone layer . The survey also
suggested that the messages could be more effectively communicated by television, radio and
street presentations.

The survey indicated that 70% of the respondents receive most of their information on
environmental issues from radio. T elevision was the second most favoured medium with
newspapers third.

In responding to these findings, a National Ozone Unit was created, and it started a
communication campaign. A weekly television programme done by the Agency for Public
Information told viewers about the effects of ozone depletion. Similar information was carried
in articles titled “The Environmentand Y  ou”, published in the newspaper The News. Full-page
notices with information on W orld Ozone Day were published in the countr  y’s three main
newspapers.

A monthly newsletter — Environment News — was distributed in banks, post offices and
chur ches. It explained what people could do to help to protect the ozone layer

World Ozone Day was celebrated in Union Island in the Grenadine Islands with an
exhibition that allowed the distribution of information on the ozone layer and other
environmental issues. The information was presented in newsletters, pamphlets, fliers, posters
and brochures and in promotional items such as T -shirts, hats, diapers, and bumper and
refrigerators stickers.

Posters showed the location and function of the ozone layer , and the damage to the
environment of the layer’ s depletion. Union Island primar y schools were invited to attend the
exhibition where a quiz on environmental issues was conducted and a video recording — Ozzy
Ozone — was shown. Copies of a song about the ozone layer were given to radio stations.
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The programme discovered that in addition to using traditional mass media to deliver the
message, alternative tools such as ‘edutainment’ and ‘infotainment’ tools were also effective.
Using events like Carnival, concerts, competitions, and exhibitions are good ways to deliver
a message.

It is important to deal with decision makers who can influence change. Face-to-face
meetings to discuss the issues were held with relevant leaders of the private sector and state
agencies and a team made up of a scientific and an environmental educator . This led to the
drafting of a communication plan that was implemented in the companies and agencies.

The evaluation showed that intensive campaigning, supported by strong events, is a good
option. Consequently , radio documentar y and a television documentar y on the issues were
produced and a second exhibition was planned. More T  -shirts, pamphlets and stickers were
distributed.

Efforts to increase public awareness have been successful. However , the evaluation revealed
that the message is not reaching many rural areas, and that changes have to be made for the
effort to be successful in all parts of the countr .

CASE STUDIES

65



66

CHAPTERS

Radi®ldvision and
Newspaper: How to Use

hiszsection explains how the media work and how they can efficiently be used in your

communication plan. The media provide ver y effective channels for getting your message

to the people you want to reach. However , to properly exploit this, one has to understand
how the media work, and how they should be approached.

One primar y medium that we can use is print. This is mainly the national, regional and
community newspapers, which may be daily or weekly . Magazines and newsletters can also
be used.

Another main medium is broadcast — mainly radio and television. There is, however ,
increasing use of the Internet as a broadcast medium (web casting). It is wise to pay attention
to the development of this technology , as it will offer a good platform for disseminating
information.

Recent changes in the media industr y in the Caribbean offer more opportunities for
getting our information to the public. While this is to our advantage, it does present some
challenges of which we have to be aware.

The media market is being deregulated. This has caused an expansion in the number of
media houses and the way they operate. In most countries the government has either divested
its interests in media, or has significantly reduced them.

The media are increasingly privately owned. Media houses no longer depend on
government financial support. They are profit-oriented enterprises accountable to
shareholders. This makes media houses more economically vulnerable. They are being more
competitive in a market that may be stagnant or , at best, growing ver y slowly . Many media
houses are small operations with uncertain finances.

At the other end of the spectrum, the deregulation of the market has led to increasing
business collaboration among regional media. Through acquisitions and mergers, some media
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houses are becoming regional conglomerates that manage newspapers and radio and
television stations.

Whether they are big or small, regional media houses face common problems that will
affect how they can be beneficially used by specialised agencies and NGOs.

The expansion in the industr y that has come with a deregulated market has not been
accompanied by similar growth in the number and quality of skilled media workers. This has
been compounded by the difficulty of small media houses in employing available
professionals.

The new situation has also affected the disposition of people who work in the media.
Many are over worked and underpaid. Several are untrained and consequently , may appear to
be unprofessional.

Most journalists, however |, live for good stories. If you have the information that can lead
to this, the journalist will be interested. But getting this interest, and properly approaching
the media and journalists, requires a strategy that demands hard work and patience.

Editors and reporters are not likely to be enthusiastic about sudden, rushed contacts
frompeople they do not know , or information sent to them from sour  ces of which they are
unaware.

A first step in the process of getting the message out through the media is to let people in
the media in your countr y know who you are, and what your organisation or agency is about.
These contacts are important in developing a level of understanding that will help to resolve
problems that could prevent the publication of your information.

An arranged visit to the media house is a good way to start. The important people to see are
editors, news editors, reporters, programme producers, opinion columnists and talk show
hosts. The visit should not be accompanied by the presentation of material for publication or
broadcast. It is to establish contact and to let the people in the media house know that you
will be sending them information that they may want to consider using.

The next step is to be helpful and available to the media. The information that you send
will be determined by the type of media house. It could be a press release that is hand
delivered, faxed or e-mailed. It could be an audio release for the radio station, or video for the
television station. It could also be a simple (Box 5.1) with a follow up call. However
newsrooms will respond faster when you have given the facts some substance and a narrative.

But delivering this to the media house does not complete the job. This should be followed
by contact with the person or persons with whom you had earlier met and who would know

RADIO, TELEVISION AND NEWSPAPER: HOW TO USE THEM
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provide people with the essential facts about a case, allowing them to understand
exactly what the situation is.

Fact sheets are a cheap and easy way for distributing information and influencing agendas.

A fact sheet can be a formidable weapon in a discussion, if the facts are accurate and relevant.

Facts sheets should ideally be no larger than a sheet of letter size paperThey should list, in
order of importance, the facts of the problem.

Such basic information would include

A statement of the problem

Number of people affected

Effects of the problem broken down into (not more than) three or four main categories, if
possible.

Too many statistics cause intellectual indigestion and may even confuse people.

Fact sheets should contain facts, verifiable facts, and should ideally identify the souce of any
information contained in the sheet. This helps to bolster your credibility with the backing of
reputable sources.

Sources must be both reputable and reliable. The eminence of a source is no guarantee of
accuracy.

All facts are allegations until they are established by corroboration. This means that facts must
be rigorously checked.

Mistakes can damage your reputation and derail your cause. Your enemies may characterise
mistakes as deliberate lies. ¥u will find it hard to disprove such allegations.

Facts sheets can be in posterleaflet, brochure or any other form.

They can be distributed locally, posted or emailed to newspapers and to people whose support
you wish to recruit.

Always remember: FACTS ARE SACRED.

Facts speak for themselves; dort'try to embellish them.

Source: http://ctb.ku.edu/tools/EN/sub_section_main_1073.htm

who you are and what your organisation is about.

However, your enquir y is to determine whether the relevant person has seen the material
that you left. It should not be about ‘if, when, how and where’ the material will be used.

This enquir y does two things — it helps to alert the professionals in the media house to the
information you sent and it also tells them that you consider it important enough that it is
seen.

Being helpful also demands that you are patient. The media are not obliged to use any
information that you send. Use is determined by various factors including the media house’
policy , editorial decisions on content, and competing demand for newspaper space and
broadcast time.

TOOLKIT FOR COMMUNICA TION PLANNING

S



The material may be used. It may be ignored. It may be partially used. Or it may be used in
a manner that you consider not representative of what you intended.

Do not display anger , annoyance or any displeasure if the results are less than you expect.
An angr y phone call to the media house, and to the editor or reporter , could destroy the good
work you did earlier in establishing contact.

A calm enquir y is better. If the material was not used, ask whether there is more
information needed. If you consider what was published or broadcast to be erroneous, say this
in a diplomatic and dispassionate fashion.

Being helpful means that you make yourself a resour ce for the media house. Do not assume
that reporters and editors know things that are obvious to you. Be willing to answer questions
and to provide additional information or directions to the sour ces of more information.

This helps the reporter to get the information and produce reports that will be more
representative of what you want to say

Similarly , you must be willing to spend the time to provide help with ar chival material and
other background information.

You can also enhance the informational value of the material by suggesting possible
inter views (offer yourself, if you are allowed to do this).

Some of the issues with which you are dealing, and information that you are presenting,
may contain technical terms and jargon that need to be explained. Provide the explanation.
Remember always that the target that you are aiming for is not the media house, but the
reader, listener and viewer to whom the information is important.

While you see an ‘opportunity’ for getting your information to the public, the media house

may see a ‘story’ or a ‘programme.’” What you send or offer is raw material. Y  ou have to
(Box 5.2) to make it a finished product that is published or broadcast.

You can also get good coverage of your issue, programme and campaign by making use of
‘newsworthy’ persons. This could be someone connected to your campaign or programme,
and who has a high public profile — a visiting official from a relevant regional or international
agency, for example. This could provide an opportunity for a . (Box 5.3)

In organising this, you make use of the contacts you have established with the media
houses. However, it is important to remember that a press conference involves the use of the
media’s resources, time and equipment.

Consequently , the press conference should be on a subject that is weighty and relevant to
your countr y or region. A media house that has been subjected to a poorly organised event
that delivered little information of importance is unlikely to want to attend another Cfitis
done properly , however, a press conference is very effective in conveying information as it
goes beyond written statement, press release, or the audio and video material that you provide
to the media house.
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In following up your particular issue with the media house, you should take time to:
explain why it is important to the area, countr y or region
explain the likely danger or damage if there is no change
emphasise the benefits of attention to the issue, particularly for the people
show where the matter may have been a problem elsewhere (in a neighbouring countr vy,

perhaps) and how it was resolved.

It is important to maintain contact, even in times when you have no information that is directly
related to your campaign or programme. There are, however, some effective ways of following
up and offering information to the media house, and which you will understand increasingly as
you interact with editors and reporters. E.g.:

The quality of the information that you send must be high.

The fact sheet must be correct.

The written press releases must be structured to present relevant information that will be
immediately apparent to the editor or the reporter .

The audio and video material must also be of an acceptable standard for broadcast.

If you have doubts about your ability to do this, you may consider investing in professional
assistance.

The person giving the press conference should be familiar with the local issues, and should
be willing to answer all questions from the media. A press conference is not an event in which
a statement is read and no questions are taken.

Understanding the routine of a newsroom will also improve your effectiveness in getting
your information broadcast and published.

Unless you think it is of major significance and immediacy , do not send your information
to the newsroom, or organise a press conference, on days when major local, national or
regional events are likely to consume the attention of editors and reporters. Y ou will be in
unfair competition for space and time.

The use of information in your written, audio or video press release, and the organisation
of your press conference or inter view, should also take account of the organisation, culture
and routine of newsrooms.

For broadcast newsrooms and daily newspapers, for example, it is best to have your input
completed by early afternoon.
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A or press conference is a meeting of reporters summoned to hear important
announcements by people who are sure that what they have to say is something the whole
community needs to know .

News conferences are vey difficult things to do well.

In the first place you need to convince the press/media that what you have to announce is
likely to make headlines. If you are not sure that your news is big news, try other means of
communicating it to the media.

The success of a news conference depends most often on who is holding it. Important
Government Ministers and well-known people such as important advertisers find it fairly easy to
attract the media to their news conferences, announcing changes of policy or new products. .
Unless you have earth-shaking news, avoid press conferences.

How do you know if your news is earth-shaking?

If what you have to say will change the course of public affairs you may be able to call a
credible news conference.

Before you can do that, however, the issue must already be one of some public significance
and you and your organizations must clearly be important players in the issue. News agencies
must also believe that the issue has got to the point where important developments are expected.

If your news doesn't fit that sort of criterion, tr y something else.

A failed press conference is a disastelA failed press conference is one that:

produces no headlines and/or
attracts few reporters

Failed news conferences tend to damage your credibility in many ways. They signal that you
are not serious; that you are probably over-hyping the importance of your issue and that you are
ready to waste reporters’ time. That is a disaster

Always remember that you have two targets. The first is the editor and the reporter in the
media house. The second is the people to whom you want to get the information.

Since the media are the channel that you are using, your relationship must be ethical.

Never offer to pay a media house, editors and reporters to get them to use information that
you offer , or to cover any event connected to your campaign or programme. In some cases it
is likely that if you pay once, you will always pay for coverage.
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In addition, it is unethical and unprofessional for media people to accept payment. If it is
revealed that you have paid to get publication or broadcast, there will be serious reputation
damage, not only to you but also to your agency or organisation, and damage to the
credibility of your campaign.

You may invite reporters and editors to lunch or for a drink, but this should be for the
purpose of establishing or maintaining contact, and should not be predicated on the
publication or broadcast of any information that you offer . It is acceptable to offer
refreshments to the media after a press conference or an inter  view that you organise.

Always bear in mind that the media can facilitate in getting your message out. Media
houses are tools that you can use effectively . Getting media houses to accept and use
information from you is important to spreading the message.

However, the media are vehicles to reach those who are important — the readers, listeners
and viewers who will benefit if your campaign is successful.

For a list of media contacts, please see Appendix .
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CHAPTERG

How @ommunicate With
FeoplelyWork With

Id, habits die hard. There are many people who do not like change. It takes them to

unfamiliar territor y. It makes them uncomfortable. They are challenged to adapt to the

new situation, and ver y often they are unable to do so. This may be because of fear of
what the change promises. Or it could be because it challenges their competence. It can also
give them a lack of confidence in themselves. They fear failure.

The resistance to change can have a consequence that is more than passive. If the fear of
change is deep enough, and if the challenge to adapt is considered too difficult, you may find
that there are attempts to sabotage your plan.

The change could also be resisted because of laziness, especially where it demands new and
more thinking and more work. The person who cannot adapt fears being redundant.

If there is not a reaction that involves open attempts to sabotage your plans and proposals,
the reaction could be a propaganda campaign to say why it will not work. If there are people
you work with who command some respect or loyalty among enough colleagues, then your
programme could be voted down or dismissed by a majority that is convinced that it will not
work.

You may also be taken in by those who seem to agree — even enthusiastically — with what
you are proposing, but who either have no intention of being part of its success, or who are
devious in hoping for its failure.

73



It is important to understand the potential damage to your plan from those who, passively
or actively , try to frustrate your efforts. Y our dependence on this support of convenience from
others can be damaging, particularly is the person is given a key role in the project, but offers
nothing or ver vy little at the last minute.

How do you deal with these situations? This challenges your ability to communicate. Y ou
will have to convince the doubters and the critics of the validity and value of your plan. It
could mean that you spend time talking to them about it, or you show that a similar effort
elsewhere has had positive results.

You will also need to address the concerns of those who are worried about a negative
personal impact of what you are doing. The concern could be about their job and their value
to the agency or institution.

The best strategy is to tr y to make these people a part of the change. Y ou should:

Involve the doubters and critics in what you plan.

Discuss it with them; let them feel a part of the effort, not threatened by it.

Refrain from rejecting outright any suggestions that they may make, even if you regard
them as unworkable.

Promise to consider all suggestions, and later explain why they may not work, and what
you will do instead

Get the leading critics to move from being purely negative and obstructionist, to offer
their ideas.

Ask for alternative proposals if someone dismissed your programme.

Present your ideas, proposals and questions as a request for help that would make your
project worth implementing, and not as a hostile reaction to anyone.

Make sure that ever yone knows that his or her opinion is valued and will be considered.
Try to be inclusive, as this will break down the walls of fear , doubt and criticism.
Involve those you report to, as well as those who report to you.

Do not reject some of the long-standing methods and approaches of those who have
been around for a long time, as some aspects could be worked into your project.
Educate your colleagues about the new challenges to the agency , department or
institution, and explain that these demand new approaches.

Above all, be patient ... and communicate.
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CHAPTER7Y

Evaluating the
Use of this Kit

he=following questions are to help you evaluate the use of this kit. Before distributing the

kit, you may want to change the section at the end with the contact information and

include your name and address so that persons may respond directly to you. This chapter
is available in a file format on the CD that will allow you to make changes in the contact
information and distribute to local agents along with the rest of the Kit.

If you were able to utilise the kit in planning your communication activity , please help us
to improve its content by answering the following questions:

1. State your name and organisational affiliation.

2. Describe the activity (for example a campaign) for which you used the kit. Be sure to
mention your goals and objectives and state if you have achieved or are progressing
towards achieving them.

2a. For long-term activities (beyond six months), describe the phase at which you are, as far
as implementation is concerned and indicate how much progress you have made towards
achieving your goals and objectives.

3. What section(s) of the kit proved most helpful in planning your activity described in
guestion 2?
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10.
11.

12.
13.
14.
15.
16.
17.
18.
19.

20.
21.

What section(s) of the kit proved most challenging in planning your activity described in
guestion 27?

Is there any section that should be excluded completely? If yes, please describe what areas
should be deleted or revised through further editing.

Is there any section that should contain more information? If yes, please describe what
additional information or topics should be covered.

Were you able to apply the eight steps in the order in which they were presented or do
you think they should be reorganised?

If you think they should be reorganised, please suggest the new order of the steps based
on your experience.

Were the tools presented in the side boxes useful?
Should any tool be omitted?

Is there any part of the kit where you think you would benefit from more tools?

Was the chapter on cases useful?

Was the chapter on The Media: Useful?

Was the chapter on How to Communicate with People Y  ou W ork W ith useful”
Was the chapter on OECS’ Communication Needs helpful?

Was the Appendix Media Contact Information helpful?

Was the Appendix Examples of Data Collection Instruments helpful?

Was the Appendix Examples of Budgets helpful?

Do you think the kit contains sufficient examples to support the content that was
introduced?

Do you think there are sufficient references to the OECS reality?

If your answer to question 20 was no, what would you like to see improved?
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22. What do you think of the layout of the kit?
23. What do you think of the language used in the kit?

24. Do you have any additional comments or obser vations?

Please retur n your answers to:
OECS Environment and Sustainable Development Unit
Morne Fortune
P.O. Box 1383
Castries, St Lucia
Telephone (758) 453-6208
Fax: (758) 452-2194
website: http://www .oecs.org

EVALUATING THE USE OF THIS TOOL KIT
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APPENDIXI

Media Contact
Information

Newspaper

(St Maarten)
Contact (Anguilla) - Brenda Carty
Email: brendacarty@caribcable.com
Tel: 1-264-497-3138
Fax: 1-264-497-8707

Contact - Nat Hodge
Email: theanguillian@anguillanet.com
Tel: 1-264-497-3823
Fax: 1-264-497-8706

Contact - George Hodge

Email: the light@anguillanet.com
Tel: 1-264-497-5641

Fax: 1-264-497-5795
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Broadcast

Contact - Kenneth Hodge (Director)
Ivor Hodge (Chief Information Officer)
Farrah Banks (Programme Manager)
Lester Richardson (Engineer)

Email: radioaxa@anguillanet.com
Tel: 497 - 2218/0955

Fax: 497 - 5432

Kenneth Cell: 235 - 7245

Ivor Cell: 235 - 6590

Farrah Cell: 729 - 4922

Lester Cell: 772 -2732

Contact - Bevon Brooks
Email: kool@koolfm103.com
Tel: 1-264-497-0103

Fax: 1-264-497-0104

Tel: 1-264-497-3354
Fax: 1-264-497-5995



Contact: Abner Brooks (D.J. Hammer)
Email: djhammer@hotmail.com

Contact: Eddie Sutton
Tel: 1-264-497-4348
Fax: 1-264-497-4311

Contact: Jerome Harrigan
Email: nbrgracefm@yahoo.com
Tel: 1-264-497-0977

Fax: 1-264-497-7977

Contact - Carlton Pickering
Email: ken@caribcable.com
Tel: 1-264-461-3519
Fax: 1-264-461-3519
Cell: 1-264-584-3519

Newspapers

15 Pavilion Drive,

Coolidge W263

St. John's

Tel: (268) 480-5960

Fax: (268) 480-5968

Email: editor@antiguasun.com
Website: www .antiguasun.com

Liat Rd, Coolidge 1318

St. John’s

Tel: 268 480 1750

Fax: 268 480 1755

Email: dailyobser ver@candw.ag

Broadcast

Gilbert’ s Estate
St. John's
Tel: 268 462 0112

Bird Road

Ottos 28

St. John'’s

Tel: 268 462 1100

PO.Box 1057

St. John's

Tel: 268 462-1454

Fax: 268 462-7420

Email: cradiolight@candw .ag
Website: www .mannelli.com/lighthouse

Suite 1c

Ryan’s Place Building

High Street

St John’s

Tel: 268 481 9125

Fax: 268 481 9105

Email: voice@radio911fm.com
Website: www .antiguaobser ver.com

Newspapers

Delphis Ltd

Roseau

Tel: 767 449-9632

Fax: 767 448-9642

Email: editor@news-dominica.com
Website: www .delphis.dm
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Wallhouse

Loubiere

Tel: 767 448-6661

Fax: 767 448-0047

Email: thechronicle@cwdom.dm
Website: www .daChronicle.com

Independence Street

Roseau

Tel: 767 448-4744

Fax: 767 448-4764

Email: acsun@cwdom.dm
Website: www .dominicasun.com

15 Kennedy A venue

Roseau

Tel: 767 440-3949

Email: timesnews@cwdom.dm
Website: www .thetimes.dm

Broadcast

Victoria Street

Roseau

Tel: 767 448-3282-3

Fax: 767 448-7128

Email: dbsradio@cwdom.dm
Website: www .dbcradio.net

Madrelle

Roseau

Tel: 767 448-7017
Fax: 767 448-7094
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42 Independence Street
Roseau

Tel: 767 448-7330

Fax: 767 448-7332

Email: news@JKkairifm.com
Website: www .kairifm.com

11 Great Marlborough Street
Roseau

Tel: 767 448-8004

Email: newseditor@marpin.dm
Website: www .marpin.dm

Newspapers

Tel: 473 440-4401
Fax: 473 440-6592

Market Hill

St. George’s

Tel: 473 440-1530

Fax: 473 440-4119

Email: grenadainformer@yahoo.com

Broadcast

Lagoon Road

St. George’s

Tel: 473 440-8171

Fax: 473 440-8505

Website:

www .spiceisle.com/homepages/gvoice



Marrast Hill
St. George’s
Tel: 473 435-1301

Observator y Road

St. George’s

Tel: 473 440-3033

Fax: 473 440-4180

Email: gbn@caribsurf.com

Canal Road

St. Andrew’ s

Tel: 473 442-4745

Fax: 473 438-0338

Email: sac104.7fm@caribsurf.com

Lucas Street
St. George’s
Tel: 473 440-0801
Fax: 473 440-3601

Marrast Hill

St. George’s

Tel: 473 440-6421-2
Fax: 473 440-6425

Newspapers

Davy Hill

Tel: 664 491-4715

Fax: 664 491-2430

Website: www .montserratreporter .org

Broadcast

Tel: 664 491-9064
Email: zjb@gov.ms
Website: www .zjb.gov.ms

Newspapers

Chur ch Street

PO. Box 239

Basseterre

St. Kitts

Tel: 1-869-465-2229

Fax: 1-869-466-9866

Email: skn.union@caribsurf.com

Government Road
Charlestown

Nevis

Tel: 1-869-469-5891/0905

P.O. Box 832

Cnr W igley Ave & Cayon Street
St. Kitts

Tel: 1-869-465-2091

Fax: 1-869-465-0857

Email: thedemocrat@caribsurf.com
Website: www .pamdemocrat.org

P.O. Box 535

Old Hospital Road
Charlestown

Nevis

Tel: 1-869-469-1049
Fax: 1-869-469-0662
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Cayon Street

Basseterre

St. Kitts

Tel: 1-869-466-4994
Fax:-1869-466-4995

Email: observsk@caribsuf.com

Suite A9

Sands Complex
Basseterre

St. Kitts

Tel: 1-869-466-4089/4095
Fax: 1-869-466-4086

Email: editorskn@antiguasun.com

Website: www .antiguasun.com

Broadcast

P.O. Box 98

Lodge Project

St. Kitts

Tel: 1-869-465-7795
Fax: 1-869-465-9556

Charlestown

Nevis

Tel: 1-869-469-1700/1616
Fax: 1-869-469-5329

Greenland’ s Park
Basseterre

St. Kitts

Tel: 1-869-466-1113
Fax: 1-869-466-1304

Email: sugar cityrock903fm@yahoo.com
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Bath Village
Nevis
Tel: 1-869-469-1994

Unit 23

Sands Complex

Bay Road

Basseterre

St. Kitts

Tel: 1-869-466-9586

Fax: 1-869-466-7904
Email: info@winnfm.com
Website: www .winnfm.com

Bath Village

Nevis

Tel: 1-869-469-5300
Fax: 1-869-469-5306

Stadium View 51A

Sandy Point

Tel: 1-869-466-5977

Fax: 1-869-466-1746

Email: aubmusic@caribsurf.com
Website: www .kyssonline.com

Springates

P.O. Box 46
Charlestown

Nevis

Tel: 1-869-469-5988
Fax: 1-869-469-5468



Springfield
Basseterre
St. Kitts

Tel: 1-869-465-2621/23 (T elevision)

Tel: 1-869-465-2622 (Radio)
Fax: 1-869-465-5624

Email: zbc@caribsurf.com
Website: www .zizonline.com

Baker’s Corner
Basseterre

St. Kitts

Tel: 1-869-466-0941
Fax: 1-869-465-1141

Government Information

Government Headquarters
Chur ch Street

Basseterre

St. Kitts

Tel: 1-869-465-2521 Ext 1196
Fax: 1-869-466-4504

Email: skninfo@caribsurf.com

Newspapers

Email: mirror@candw .Ic

Website: www .stluciamirror .com

The Voice Publishing Company
St. Lucia

Tel.: 758 452-2590/2490

Fax: 758 453-1453

Adjodha Building

Laborie St

Castries

Tel: 758 452-6299

Fax: 758 452-7571

Email: starpub@candw.Ic
Website: www .stluciastar.com

Broadcast

Morne Fortune
P.O. Box 660
Castries

Tel: 452-2337
Fax: 453-1568

American Dr ywall Building
Vide Bouteille

PO. Box 1146

Castries

Tel: 451-6400

Fax: 452-2633

Radio 100-Helen FM

PO. Box GM 584
Castries

Tel: 450-9494

Fax: 451-6217
www .rhythmfm.net

Morne Fortune

PO. Box 621
Castries

Tel: 451-7260

Fax: 453-1737
Email: hts@candw.Ic
www .htsstlucia.com
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John Compton Highway
PO. Box 3641

Castries

Tel: 452-1055

Fax: 452-1088

www .prayzfm.com

Mongiraud Street
Castries

Tel: 452-2636
Fax: 452-2637

Vigie

PO. Box 1623

Castries

Tel: 453-2705

Fax: 452-3544

Email: dbstv@candw .lc

Morne Fortune

PO. Box 621
Castries

Tel: 452-2893

Fax: 453-1737
Email: hts@candw.Ic
www .htsstlucia.com

Newspapers

Interactive Media Ltd.
Kingstown

Tel: 784 456-1558
Fax: 784 457-2250

Email: search@caribsurf.com
Fax: www .searchlight.vc

Blue Caribbean Building
Kingstown

Tel: 784 456-1242

Fax: 784 456-1046

Email: info@heralsvg.com
Website: www .heraldsvg.com

St. Georges Place

Kingstown

Tel: 784 456 1123

Fax: 784 457 2821

Email: info@thevincentian.com
Website: thevincentian.com

Broadcast

Dorsetshire Hill

Tel: 784 456-1078

Fax: 784 456-1015

Email: svgbc@caribsurf.com

Lower Questelles

Tel: 784 457-9994

Fax: 784 457-7123

Email: wefm@caribsurf.com
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APPENDIXII

cQuestionnaire for

Surveyudligtthudes to
Quality of Life and to the

Environment

GENERAL ISSUES

1.

What do you think are the most important issues the Government
should be dealing with?

ENVIRONMENAL KNOWLEDGE

2.

We have written some phrases on these cards. Which, if any , have you
heard of?

Bio-diversity
Climate Change (If respondent has not heard of climate change: Have

you heard of Global W arming? If still no: Have you heard of The
Greenhouse Effect?)

Agenda 21
St. George’s Declaration
Sustainable Development

National Environmental Management Strategy

QUALITY OF LIFE

3.

4,

What are the 2 or 3 things that you would say most affect your (you and
your household’ s) quality of life?

If we were to define ‘standard of living’ as measuring the number of

SAMPLE QUESTIONNAIRE 1
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things you own and how well you can afford the things you need or
want, how would you rate your (you and your household’ s) ‘standard of

living'?

very good 1

fairly good 2

neither good nor bad 3
fairly bad 4

verybad / 5

If we were to define ‘quality of life’ as how you feel overall about your life,
including your standard of living, your surroundings, friendships and
how you feel day-to-day , how would you rate your ‘quality of life’?

very good 1

fairly good 2

neither good nor bad 3

fairly bad 4

verybad / 5

If we think now about the future, taking into account your (household’ S)

situation, society , the economy , the environment and so forth, how
would you describe your view of your (household’  s) quality of life in the
years to come?.

very optimistic 1

fairly optimistic 2

neither optimistic nor pessimistic 3
fairly pessimistic 4

very pessimistic / 5

Again, thinking about the future, taking into account society , the
economy, the environment and so forth, how would you describe your
view of quality of life in your countr vy in the years to come?

very optimistic 1

fairly optimistic 2

neither optimistic nor pessimistic 3
fairly pessimistic 4

very pessimistic / 5
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8. Do you think that anyone is currently measuring quality of life in this

countr y?
Yes /| 1
No / 2

Not sure 3

9. A number of issues relating to quality of life is being measured, and 14
that have been identified are on these cards. Rank each of them to show
how important you think the issue is to quality of life, both now and in
the years to come. If there are any you have not heard of, please put them
to one side.

impor tance:

very important 1

fairly important 2

not ver y important 3

not at all important 4

not heard of 5

[Issues: Air quality , building in the countr yside, climate change, crime,
economic growth, education, employment/jobs, health, housing quality ,
investment in houses, factories, transport etc, poverty and social

inequalities, river water quality , road transport, waste disposal and
recycling, wildlife ]

AGREE/DISAGREE

10. I am now going to read out a list of statements or views. For each one |
read out, please use one of the phrases on the card to tell me how much
you agree or disagree with the statement -

Statements :

. “The Government should improve the quality of life for the people in
the (inter viewer to fill in name of countr y) rather than other countries”

. “There is little connection between the protection of the environment
and people’ s quality of life.”
. “Prices and jobs today are more important than protecting the

environment for the future.”

. “It is important to build new roads to relieve traffic congestion even if
some countr yside is lost.”

SAMPLE QUESTIONNAIRE 1
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. “The benefits of growing genetically modified crops which require less
chemical pesticides are greater than the risks.”

Options :

strongly agree / 1

slightly agree 2

neither agree or disagree / 3
slightly disagree 4

strongly disagree / 5

ENVIRONMENAL CONCERNS

11. How concerned are you about the environment in general. W ould you
say you are: -
very concerned 1
fairly concerned 2
not ver y concerned / 3
not ver y concerned / 4

not at all concerned 5

12. A number of environmental issues has been identified, and are on these
cards.
Rank each of them to show how important you think the issue is to
quality of life, both now and in the years to come. If there are any you
have not heard of, please put them to one side.

[Issues: Acid rain, climate change/global warming, decay of inner cities,
disposal of hazardous waste, fumes & smoke from factories, growing
genetically modified crops, household waste disposal, losing green belt
land, loss of plants and animals in the our countr vy, loss of trees, noise,
ozone layer depletion, pollution in bathing waters and on beaches,
pollution in rivers, traffic congestion, traffic exhaust fumes, tropical
forest destruction, use of pesticides, fertilisers and chemical sprays, using
up our countr y’'s natural resour ces]

Options :

very worried 1
fairly worried 2

not ver y worried 3
not at all worried 4

not heard of 5
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13.

14.

Earlier we mentioned climate change. What things, if any  , do you think
will happen, as a result of climate change?

Which, if any , of the things listed on this card do you think are major
contributors to climate change:

The hole in the ozone layer
Carbon dioxide (CO2) emissions
Emissions from power stations
Use of gas/electricity in homes
Use of gas/electricity by industr y
Use of mobile phones

Emissions from transport

Destruction of forests

ENVIRONMENAL ACTIONS

15.

15.1

15.2

15.3

| am now going to read out a list of actions which you might take at
home. For each one | read out, please use one of the phrases on this card
to tell me whether you (or your household) have done it in the last 12
months -

Deliberately used public transport, walked or cycled instead of a car?
Regularly / 1

Once or on a few occasions 2

No / 3

Cut down the use of a car for short journeys (e.g. to school, work, local
shop etc)?

Regularly / 1

Once or on a few occasions 2

No / 3

Taken glass to a bottle bank or separated glass from rubbish so it could be
collected for recycling?

Regularly / 1
Once or on a few occasions 2

No / 3
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15.4

155

15.6

15.7

16.

17.

18.

19.

20.

Made compost out of kitchen waste?
Regularly / 1
Once or on a few occasions 2

No / 3

Cut down the amount of electricity/gas your household uses?
Regularly / 1
Once or on a few occasions 2

No / 3

Cut down on use of water?
Regularly / 1
Once or on a few occasions 2

No / 3

Made sure that your noise did not disturb others?
Regularly / 1
Once or on a few occasions 2

No / 3

What were the main reasons, if any , for cutting down your use of a car for
short journeys (during the last 12 months)?

What reasons, if any , might your household have had for not regularly
cutting down use of your car for short journeys?

What were the main reasons, if any , for cutting down your use of
electricity or gas (during the last 12 months)?

What reasons, if any , might your household have had for not regularly
cutting down use of electricity or gas (during the last 12 months)?

What reasons, if any , might your household have had for not regularly
recycling glass/cans/paper/plastic (during the last 12 months)?
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21.

22.

22.1

22.2

22.3

22.4

22.5

22.6

What reasons, if any , might your household have had for not regularly cutting
down use of water (in the last 12 months)?

I am now going to read out another list of things which people might do. For
each one | read out, please use one of the phrases on this card to tell me whether
you (or your household) have done it in the last 12 months -

Used a concentrated washing powder , or concentrated liquid or tablets in your
washing machine?

Regularly / 1

Once or on a few occasions 2

No / 3

Avoided using pesticides in the garden?
Regularly / 1
Once or on a few occasions 2

No / 3

Bought toilet rolls or kitchen towels made from recycled paper?
Regularly / 1
Once or on a few occasions 2

No / 3

Chosen a water-based gloss paint, rather than solvent-based paint for decorating?
Regularly / 1
Once or on a few occasions 2

No / 3

Decided not to buy a particular product because it seemed to have too much
packaging?

Regularly / 1

Once or on a few occasions 2

No / 3

Used low energy light bulbs in the home?

SAMPLE QUESTIONNAIRE 1
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22.7

23.

23.1

23.2

23.3

Regularly / 1
Once or on a few occasions 2

No / 3

Avoided buying products causing damage to wildlife?
Regularly / 1
Once or on a few occasions 2

No / 3

I am now going to read out a list of the things which can be done by
central or local government, or other appropriate bodies, to improve the
environment. For each one | read out, please use one of the phrases on
this card to tell me the degree to which you support or oppose this policy:

Identify “lessons learned” in participation of the private sector in
achieving enhanced environmental and natural resour ce management
performance?

strongly support 1

slightly support 2

neither support nor oppose 3
slightly oppose 4

strongly oppose 5

Plant trees where possible?
strongly support 1

slightly support 2

neither support nor oppose 3
slightly oppose 4

strongly oppose 5

Make the environment part of the core curriculum in schools?
strongly support 1

slightly support 2

neither support nor oppose 3

slightly oppose 4

strongly oppose 5
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23.4

23.5

23.6

23.7

23.8

Incorporate local natural and cultural histor  y into schools curricula?
strongly support 1

slightly support 2

neither support nor oppose 3

slightly oppose 4

strongly oppose 5

Increase the use of renewable energy sour ces such as solar power, wind
and water?

strongly support 1

slightly support 2

neither support nor oppose 3
slightly oppose 4

strongly oppose 5

Stricter controls on factor y emissions to the air , rivers and the sea?
strongly support 1

slightly support 2

neither support nor oppose 3

slightly oppose 4

strongly oppose 5

Establish and enfor ce regulations for closed seasons for exploiting
species under stress

strongly support 1

slightly support 2

neither support nor oppose 3
slightly oppose 4

strongly oppose 5

Charge factories for emissions to the air , rivers and the sea?
strongly support 1

slightly support 2

neither support nor oppose 3

slightly oppose 4

strongly oppose 5
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23.9  Stricter controls over the trade in wildlife products?
strongly support 1
slightly support 2
neither support nor oppose 3
slightly oppose 4
strongly oppose 5

23.10 Introduce an energy-carbon tax on electricity and other fuels which damage the
environment?

strongly support 1

slightly support 2

neither support nor oppose 3
slightly oppose 4

strongly oppose 5

23.11 Ask all businesses to report on their impact on the environment?
strongly support 1
slightly support 2
neither support nor oppose 3
slightly oppose 4
strongly oppose 5

23.12 Restrict building on greenfield sites?
strongly support 1
slightly support 2
neither support nor oppose 3
slightly oppose 4

strongly oppose 5

23.13 Increase controls on over-fishing of the sea?
strongly support 1
slightly support 2
neither support nor oppose 3
slightly oppose 4

strongly oppose 5
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23.14

Develop public awareness campaigns on the issues relating to trade and the

environment and the implications for the OECS
strongly support 1

slightly support 2

neither support nor oppose 3

slightly oppose 4

strongly oppose 5

DEMOGRAPHICS

Could you please tell me your age?

Record gender

Male 1

Female / 2

Which of those best describes your household?

Single adult, no children 1

Single adult, 1 or more children 2

Two adults, no children 3

Two adults, 1 or more children 4

Three or more adults, no children 5

Three or more adults, 1 or more children 6

Adapted from: (Sour ce: http://www .defra.gov.uk/environment/statistics/pubatt/annex3.htm )
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=Focus Group

Recruitment Questionnai

When someone responds to your invitation to be part of a focus group of 18 — 24 year olds,
determine whether they are eligible through the following questions. Y ou are aiming at young
adults who live close to the river and are more likely to use it for various reasons.

To determine whether you fit the particular characteristics of the person we need for our
focus group, | need to ask you some quick questions.

Screening Questions

1. How old are you? [If not 10 to 24 years, then thank caller and terminate call.]

2. Do you have any children? o Yes o No
IF YES: Is your yearly income more than or less than EC$25,0007? o0 More o0 Less
IF NO: Is your yearly income more than or less than EC$15,000? o More o0 Less
[If answer is “more,” then thank caller and terminate call.]

3. Do you live close to the river that runs through the village? o Yes o No

[If answer is “no,” then thank caller and terminate call.]

Focus Group Assignment Questions Group 1
0 Thursday 10-12
4. When you dispose of garbage, what do you do? o0 Friday 6-8
0 Recycle as much as possible Group 2
o Always use a garbage can 0 Thursday 2-4
o0 Use a garbage can sometimes 0 Friday 10-12
o Throw garbage in the river only Group 3
0 Thursday 6-8
Assigned to the following focus group: o Friday 2-4

0 Group 1: Recycle ) ) (For each group , mark “1”
o Group 2: Use garbage bin always or most of the time for first choice. “2" if can

o Group 3: Throw garbage in river attend other time also.)

Tell the person that we will call to inform which time and date he or she is assigned to. If
the person cannot attend the time and date for his or her group, then put the person on the
list for future focus groups.

Name Phone

(Adapted from Nedra Kline W einrech (1999) Hands-On Social Marketing A Step-by-Step Guide. Sage)
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cFocus Group
Topic Guide

[. INTRODUCTION

Welcome and thank you for coming to our session today . My name is Sandra W illiams,
and | am an independent consultant working with Environmental Solutions of St. Kitts.
Assisting me is Jean Charles from Environmental Solutions of St. Kitts.

We are developing a national campaign to prevent pollution of rivers, and we have
chosen Chartres as one of the first locations for which we are developing the campaign. These
focus groups are a research method that will help us to develop the campaign. They are like
an opinion sur vey, but rather than asking questions of one person at a time, we bring a group
of people together to discuss a particular topic.

We have invited you to this focus group to find out what you think about pollution of
rivers. There are no right or wrong answers, just differing points of view . Please feel free to
disagree with one another; we would like to have many points of view . Keep in mind that we
are just as interested in negative comments as in positive comments; sometimes, the negative
comments are most helpful. Also, | want you to know that | do not work for a government,

S0 you can speak freely.

Before we begin, let me explain the ground rules. W e are tape-recording the discussion
because | do not want to miss any of your comments. All of your comments are confidential
and will be used for resear ch purposes only . We will be on a first-name basis today , and in our
later reports, there will not be any names attached to comments. | want this to be a group
discussion, so you do not need to wait for me to call on you. But please speak one at a time
so that the tape recorder can pick up ever ything.

We have a lot of ground to cover , so | might change the subject or move ahead. Please
stop me if you want to add something. Our discussion will last about 1 hour and 45 minutes,
and then we have a short questionnaire we would like you to fill out. When you turn in your
guestionnaire, you will receive your EC$10 honorarium.

First of all, let’ s just go around the room and introduce ourselves. Please give us your first
name; what you do; and whether you are single, are married, or have any children. | will
start...

Il. GENERAL KNOWLEDGE/INFORNDN SEEKING

1. Where do you get your information about river pollution? Who do you trust to give you
that information?

2. Do you have any worries or concerns about river pollution, garbage disposal or other
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environmental issues in relation to river pollution? Are these worries or concerns based on
things you have heard or on your own experience? Are there things you need more
information about?

lll. ATTITUDES/MOTIATIONS

1. When | mention the words “river pollution,” what is the first thing that comes to your
mind? What type of person pollutes the rivers?

2. lam going to name some causes of river pollution as methods to prevent it. | want you to
tell me what you think of each — what you like and what you do not like about it.
3. What affects people’ s decision to pollute rivers or to prevent pollution?

4. Do you know anybody who pollutes rivers? Pretend that | am a friend of yours who is
polluting a river . What advice would you give me?

IV. ATTITUDES TOWRD RIVER POLLUTION

1. Iwould like you to think back to the last time you went to the river . What condition did
you find the river in? How did you feel when you saw the river in this condition? Why?

2. Who s responsible for polluting the river? Do you think there should be harsher penalties
for those polluting the river? W ould you report an individual or a company that is
polluting the river?

3. Who is responsible for keeping the rivers clean? Are you willing to contribute to keeping
the rivers clean? W ould you be willing to participate in clean-up activities?

4. What do you think would happen if the river remains polluted? Do you ever think that
the problem of river pollution can be fixed? Do you think a polluted river can become
clean again? Are there good reasons for keeping the river clean?

V. MEDIA AND LEISURE HABITS

Now | am going to shift gears a little bit and ask you some questions to help us plan how
to get our message out.

1. Where do you and your friends tend to hang out?

2. What types of media entertainment do you and your friends prefer? T elevision? Radio?

Where and when do you listen to the radio? Which stations/shows? Do you read a
newspaper? Newsletters? Pamphlets? Magazines?

3. If we wanted to reach a lot of people similar to you in our campaign, where should we
place our messages? Do not worr y about whether it is feasible. Where and when do you
think you would be most receptive to messages promoting protection of rivers?

(Adapted from Nedra Kline W einrech (1999) Hands-On Social Marketing A Step-by-Step Guide. Sage)
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APPENDIXIII

Examples of Budgets

hissinformation has been included to help you create your budget when implementing

your communication plan. Y ou can download any of these templates that are available on

the compact disc that is included in this toolkit. Remember to resear ch your budget and
include actual costs of the items you will need. Y  ou may also adjust the items in the template
by adding other costs relevant to your plan or deleting those that you do not need.

Template for simple line-item budget

Items Costin EC$
Personnel

- Project Manager/Communication Officer 8000.00
- Accountant 6000.00
- Field workers 3000.00
- Secretay 1000.00
Non-personnel

- Office space 1000.00
- Office furniture 2000.00
- Telephone, fax, internet 1000.00
- Transportation 3000.00
- Coffee, tea, snacks 1000.00
Communication Production

- Message design and testing 1000.00
- Talent fees for actors 1000.00
- Production equipment rental (video cameras, studio rental, editing, etc) 3000.00
- Production crewmembers (videographers, photographer, graphic artist, etc) 2000.00
- Printing (fliers, posters, brochures) 1000.00
-Distribution of communication material (fliers, posters, brochures) 4000.00
- Placement costs for airing radio and television advertisements 4000.00
TOTAL 42000.00

EXAMPLES OF BUDGETS
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Template for a budget for a long-term project

Items Costs in EC$
Year 1 Year 2 Year 3

Personnel
- Project Manager 5000.00 5000.00 5000.00
- Accountant 4000.00 4000.00 4000.00
- Field Workers 3000.00 3000.00 3000.00
- Office Attendant 2000.00 2000.00 2000.00
- Secretay 2000.00 2000.00 2000.00
Non-personnel
- Office Space 1000.00 1000.00 1000.00
- Office furniture 2000.00 2000.00 2000.00
- Tel, Fax, Internet 1000.00 1000.00 1000.00
- Transportation 2000.00 2000.00 2000.00
- Coffee, tea, snacks 1000.00 1000.00 1000.00
Communication Production
- Message design and testing 2000.00 2000.00 2000.00
- Talent fees for actors 2000.00 2000.00 2000.00
- Production equipment rental (video

cameras, studio rental, editing, etc) 4000.00 4000.00 4000.00
- Production crewmembers (videographers,

photographer, graphic artist, etc) 2000.00 2000.00 2000.00
- Printing (fliers, posters, brochures) 1000.00 1000.00 1000.00
- Distribution of communication material

(fliers, posters, brochures) 1000.00 1000.00 1000.00
- Placement costs for airing radio and

television advertisements 1000.00 1000.00 1000.00
TOTAL 36000.00 36000.00 36000.00
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Template for budget with donated items or matching funds

Items Costs in EC$
Actual Cost In-Kind/ Total
Donations

Personnel
- Project Manager - 10000.00 10000.00
- Accountant - 10000.00 10000.00
- Field Workers - 10000.00 10000.00
- Office Attendant - 10000.00 10000.00
- Secretay 10000.00 - 10000.00
Non-personnel
- Office Space and Equipment 50000.00 - 50000.00
- Telephone, Fax, Internet Access 50000.00 - 50000.00
- Transportation 10000.00 - 10000.00
Communication Production
- Message design and testing 2000.00 1000.00 3000.00
- Talent fees for actors 2000.00 - 2000.00
- Production equipment rental (video

cameras, studio rental, editing, etc) 4000.00 - 4000.00
- Production crewmembers (videographers,

photographer, graphic artist, etc) 2000.00 1000.00 3000.00
- Printing (fliers, posters, brochures) 1000.00 1000.00 2000.00
- Distribution of communication material

(fliers, posters, brochures) 500.00 - 500.00
- Placement costs for airing radio and

television advertisements 3000.00 1000.00 4000.00
TOTAL 134500.00 44000.00 178500.00

EXAMPLES OF BUDGETS
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Template for a budget for a project with multiple funding sour ces

ltems Costs in EC$
TOTAL CREP GEF CIDA

Personnel
- Project Manager 50000.00 20000.00 30000.00 -
- Accountant 30000.00 15000.00 15000.00 -
- Field Workers 10000.00 10000.00 - -
- Office Attendant 10000.00 10000.00 - -
- Secretay 20000.00 - 20000.00 -
Non-personnel
- Office Space 20000.00 20000.00 - -
- Office furniture 10000.00 3500.00 6500.00 -
- Telephone, Fax, Internet 30000.00 10000.00 10000.00 10000.00
- Transportation 30000.00 10000.00 10000.00 10000.00
- Coffee, tea, snacks 300.00 - 300.00 -
Communication Production
- Message design and testing 2000.00 1000.00 - 1000.00
- Talentfees for actors 2000.00 1000.00 - 1000.00
- Production equipment rental

(video cameras, studio rental,

editing, etc) 4000.00 4000.00 - -
- Production crewmembers

(videographers, photographer,

graphic artist, etc) 2000.00 - 1000.00 1000.00
- Printing (fliers, posters,

brochures) 1000.00 500.00 500.00 -
- Distribution of communication

material (fliers, posters,

brochures) 500.00 400.00 100.00 -
- Placement costs for airing radio

and television advertisements | 3000.00 - 3000.00 -
TOTAL 224800.00 104900.00 96400.00 235000.00
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