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Remember, everyone can see your comments! Side conversations are distracting for the
presenter.
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NEED IMAGES OF US HERE
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INGER: Today we are talking about communication, and how
your organization and coalition can use effective communication
to achieve your goals. We are going to start our webinar today
by talking about what we mean by communication, and looking
at some tools and thought processes that you should go through
as you plan out how your organization will communicate with
each other, other coalition members, possible partners and the
general public. Along the way we will be using polls and
discussion, but we want to encourage you to use the chat box to
add your thoughts, share examples that you have seen, and to
ask questions. The goal of the training is to enable your
coalitions to be more effective at communicating your goals and
messages, so it is important for you to keep thinking about how
this could apply to your coalition and your community.
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Many times when people start to think about working on promoting their organization,
developing their communications, working on an ad or on a message, they can start to feel
confused. It can start to feel complicated.
__________
Communication is simply about connecting with people. If you feel overwhelmed by
planning and strategizing for your coalition, it is good to stop and remember that all you are
trying to do is reach out to an audience simply and directly.
So, you know what you communication is in its simplest form. Now, what is it that you are
communicating?

NEXT: What are you Communicating?
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_______________
We are going to do our first poll now, we want you to look at this photo and tell us what is
being communicated by these construction workers. What does it look like they are doing?
IDEAS: People taking a break? People slacking off? People who have worked really hard and
are now taking a break?
Everything your organization does communicates a message. It is important to consider
how everything your organization does might be perceived by your audience. Also, NOT
communicating is a form of communicating, because your audience may notice that you
are not taking a stand or getting involved in a particular issue. It can tell your audience that
you essentially do not exist, or it tells them you are not engaged.

EXAMPLE: I used to work for the US Fish and Wildlife Service and every time I would take a
5 min. break I could feel people looking at me and thinking, “There go my tax dollars on
someone who isn’t working”. From their perspective, it may have seemed that I was
slacking off. I noticed that it did affect the way that I behaved. If I could take my break away
from the public, I often would. If I had to take my lunch around the public, I might have my
work tools sitting right next to me as if to the send the message that I had earned the
break.
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NEXT: Every Individual Matters
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___________
Test the message on yourself. How would YOU feel hearing it the first time?
If your message resonates with a living, breathing human being, they are more likely to
share that message even if they do not work directly for your organization.
___________
Also, every person in your organization is a representative of your message. Whether they
are in charge of checking the mail or in charge or mapping out your entire strategy, they
have the chance to share your message if they have a clear understanding of what that
message is.
NEXT: Getting on the Same Page
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That is why it is so important to have clear goals and a shared vision. You want to the
members of your organization to be on the same page.
When everyone in your organization has a clear message in mind, you can capitalize on
nearly any moment to share your vision. Think of the brief time you spend in line at the
grocery store. Could you convey the 3 points in this slide while in line? Also, you get extra
points if you can convey these 3 points in the express line  Everyone in your organization
should be able to make these points.
__________________

CHAT BOX: We asked you to come up with 3 words that represent your organization. If you
would like to post those 3 words in the chat box now, we would love to share those with
the group.
NEXT: Be Ready (no Awkward Moments)

10

We have all been in a situation in which we weren’t prepared to communicate, or we
weren’t prepared to deal with something another person said to us. It can create awkward
moments. I don’t know if you have ever seen the show, “The Office”, but it is full of
awkward moments. Good communication is a two way street. Many organizations fail to
realize that they need to engage their audience. The title of this webinar is about the cycle
of of sharing, listening, and responding that is the basis of good communication. Having
clear goals and and shared vision will keep you ready for any situation and make your
communication decisions easier. This basis applies to all communication. In this photo you
can see that two people are talking, but the same principals apply when it comes to any
communications materials, whether it is an ad you design, a message you promote on the
radio, or an event you host.
___________________
EXAMPLE: During this webinar, we know that we have many people using technology to
participate. We can’t see people’s faces and respond to body language. So we stop and ask
for feedback along the way in order to better engage participants.
NEXT: Benefits of Good Communication
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The benefits of communicating well with your audience are numerous, and here are some
of the highlights.
•
You have Clarity
You know what you goals are and you can convey them well
•
You are know for Collaboration
You are a partner in the community working together with them
•
You build Trust
You do what you say and follow through with your efforts and build the trust of
your audience
•
You build Relationships
You are responsive with your efforts and you earn relationships with you
audience
NEXT: Shifting Gears
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_____
Now we will start looking more in‐depth at how the simple goal of communicating
effectively plays out in the real world. I put this slide back in to remind us again that
communication is just the simple act of sharing your message with an audience. Let’s look
at some steps for establishing good communications.
NEXT: Be Deliberate
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Before you start taking steps to produce communications materials or take your message to
the community, it is good to think about the long‐term. If you spend time planning at the
beginning, you will have a sense of were you want to be at various points in the process.
___________

So, you ask, how do I do that? That sounds so simple, but it feels tricky in the the real
world. Next, we will look at a short list of questions that you can ask yourself to get the
process started.
NEXT: Ask Yourself…
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_________
NEXT: POLL TO FOLLOW
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POLL: In this ad, we see a little boy, a powerful statement, and an identifiable brand. Please
look at the three questions on the right and think about what your answers are for this
particular ad.
• Why do you want to communicate?
(What is your purpose?) – to get people to buy huggies baby wipes
• Whom do you want to communicate?
(Who is your audience?) – parents and caretakers (specifically NEW parents and
caretakers)
• What do you want to communicate?
(What is your message?) – huggies are the best product to make your child
comfortable, which will make your life easier/better
It is amazing how much a simple ad can say, and it is important to think about the answers
to these questions when you are creating your own materials to promote you message.
NEXT: Another example
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POLL: In this ad, we see a little boy, a powerful statement, and and identifiable brand.
Please look at the three questions on the right and think about what your answers are for
this particular ad.
• Why do you want to communicate?
(What is your purpose?) To be tobacco free!
• Whom do you want to communicate?
(Who is your audience?) Members of the community represented in the graphics
• What do you want to communicate?
(What is your message?) Being tobacco free will happen when we all work together

So you can see that these three questions can help you with a variety of materials, from a
very straightforward ad like the one with the little boy, to a more complex graphic that
portrays a range of information. If you can answer these three questions, you will know
that you are on the right track.
NEXT: Next, Ask Yourself…
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Now that you have defined your basic purpose, audience, and message, it is appropriate to
think about how you will share your message. These two questions will get you going.
I will show you another great tool for deciding how to distribute your message in the next
two slides.
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There are many tools you can use for communicating. We will be sharing a packet with you
with some of these tools and we wanted to share a couple with you and give you an
overview now.
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Example: A school teacher that wants to keep informed about alcohol policies might be
very interested in learning about your coaltion, but their ability to influence the passage of
alcohol policies is low. They would go into the lower, right box and you should develop
simple, efficient ways of keeping them informed.
Example 2: A major funder might have high influence on whether you have the money
available for your efforts in passing an alcohol policy, but they might not be specifically
interested in the process of getting the alcohol policy passed. They would be placed in the
upper left hand corner and should be kept informed about major happenings periodically
and in a personal way.
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After grouping your audience based on influence and interest, you can then complete an
analysis of your key audiences. You will want to list each of your audiences, you may be
able to identify a group or organization that you are targeting, but you may need to get as
specific as the specific person in a key organization that you are wanting to reach. The more
important (more influence and interest) that a group or organization is, the more important
it is to get detailed in this analysis. You then will identify:
1. Issues: What things they care about and what things they need or want to know.
2. Message: What things you are wanting to tell them. What you are asking them to do.
3. Tools/Messengers: How can you reach them and motivate them to act? What format
should your communication be, how frequent and who should be the communicator.
4. Notes: Any additional notes that will be helpful for you to look back on as you are
preparing to communicate with them. Summaries of previous interactions. Perceived
attitude towards your organization. Relationships with others involved or invested in your
coalition. Anything else that might be helpful to you.
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The Communication Planning template will help you coordinate and schedule all of your
various communications and distribute communications tasks between coalition or
organization members. It is always good to start with the big picture and work towards the
detailed view. For this reason, we recommend that you start with your coalition’s goals and
focus areas, move on to the specific communications objectives that you have established,
and then move on to the specific communication campaigns that you will be using.
Identifying the audiences, objectives, messages, tools/tactics, timing and messengers for
each campaign.
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As we mentioned in the previous section, communication is a simple and universal human
process that consists of sharing information, listening to and learning from your audience,
and then responding appropriately. This next section of our presentation is focused on how
your coalitions share information.
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All organizations and coalitions have goals or focus areas, and the purpose of
communication – particularly of the sharing component of communication – is to reach
those goals. In general, the goals of an coalition involve getting people to act or change in
some desirable way. We are going to take a moment during which I would like each of you
to think of the goals of your coalition or organization. For example, you may be focusing on
stopping public consumption of alcohol as a stepping stone to reducing underage drinking.
As we are progressing through this presentation you should keep thinking about how the
tools and techniques that we are talking about can help you reach these goals.
Communication with no purpose is just babbling.
Let’s take a moment for you to think about and share your coalition’s goals and focus areas.
Please use the chat box to share some of the focus areas for your organization or coalition
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Since the goal is to motivate someone to act or to change, you need to make sure that your
communications – ads, slogans, posters, newsletters, random conversations in the line at
the grocery store – are effective at engaging your audience and initiating action. In the next
few slides we will be looking in detail at a few ways to make your communications
materials more effective: making communication personal, getting you audience’s
attention, repeating your messages, highlighting the benefits and rewards instead of the
costs and dangers, associating your organization with positive events and situations, and
making it easy for your audience to act.
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The most effective means of initiating change is through personal, direct communication.
The reason that we have developed so many other communications tools is that this is
extremely time consuming. Politicians understand the intense time commitment and
benefits of personal communications and focus their door knocking campaigns in areas
where it is most critical to win voters or to motivate people to vote.
If you are working in a small community, it may be possible for you to focus on these direct
person‐to‐person communications as your primary communication tool, and use other
communication methods to promote situations where you can establish this personal
contact and to reinforce the messages you are spreading.
If you are in a larger community, you will probably need to be selective – like the politicians
– and focus your personal contact on audiences that are critical to the success of your
coalition or organization.
I am using door knocking as an example, but personal communication can include
attending events, speaking engagements, hosting events, giving presentations, and simply
talking to people you are seeing around town.
In addition to direct personal communication, you can make other forms of communication
more personal and thereby make them more effective. For example, a piece of mail with a
first class stamp and a hand written address is more personal than a bulk mailing and
studies have shown that they are opened more often. A personalized email from someone
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at your organization, jon@agnewbeck.com, is more personal than one from
info@agnewbeck.com. By making the communication feel more personal you a more likely
to get people to spend the time or effort needed to hear – engage – with the message.
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Making your communication personal is not always an option or is not always a good use of
your time and budget. When you are not directly communicating with someone, you need
to make sure you get their attention or they will not engage with your communication. If
you whisper your message it doesn’t matter how important or good you message is,
because nobody will hear it. You need to get their attention.
One way of getting your audience’s attention is by doing something new or unexpected.
You want your communication to stand out from other stimuli and to be memorable. As an
example, when a referee is wanting to communicate a stop in play, they blow a piercing,
shrill whistle because it will stand out to the players. If they were just to yell “stop” their
voices would get lost amongst all the other voices of the crowd and players. The whistle is
a novel sound and is effective at getting attention.
Aesthetic qualities can also be used to you get people’s attention. I think of Apple’s
advertisements for iPods. The simple, beautiful images and colors, paired with popular
music made Apple’s iPod advertisements stand out from the rest of the messages (TV and
print ads) that we were seeing at that time.
Lastly duration can be used to get your audiences attention. I had a high school English
teacher that always talked about the enormous force of a few words. If you only use a few
words to communicate your message, there is a greater chance that your audience will
remember those words. The “Got Milk” advertising campaign always comes to mind when I
think of this.
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Assuming that your audience is ready to engage with your message – that you have their
attention – you need to make sure that they remember the key elements of your message.
One of the most effective ways to do this is to repeat you message using multiple tools and
by multiple messengers or sources. For well known organizations and subject matter, your
audiences will begin reacting to your new messages after being exposed as little as 2 times.
Moving your audience from unawareness to action requires 7‐12 exposures and sometimes
more. In order to keep you message fresh and to gain credibility, you should be repeating
the message in multiple formats and using multiple messengers.
If a friend of yours tells you that they read a study saying that second hand smoke increases
the risk of heart disease, and then later that week you saw an infographic that showed the
same message but this time with numerical data to back it up. Then you see someone
campaigning for a Smoke‐Free Alaska, these three repetitions are going to have much more
impact than if you were just to have seen the same infographic 3 times.
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This brings us to an example of repetition gone wrong.
In 2006, the product, Head On, released an advertising campaign on broadcast television
which consisted of the tagline "HeadOn. Apply directly to the forehead," stated three times
in succession. A model was shown applying the product to her forehead, but they never
directly stated the product's purpose. To this day I can clearly hear their tagline in my head,
but I never even considered purchasing the product and I am not even certain what it does
or how. The repetition of their message was effective in getting stuck in my head, but was
annoying and did not prompt me to act or purchase their product.
If you are planning to use repetition, be sure that the message you are repeating is clear
and includes a call to action, and be careful not to burn out your audience.
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Another way to engage your audience is to promise them some benefit or reward. These
rewards can be almost anything – psychological, emotional, physical or tangible. If you are
able to promise multiple rewards that is even more effective. On this slide we are going to
start by looking at tangible rewards – like giveaways and savings – and at physical and
psychological security.
Tangible rewards, like giveaways and promising savings, are an effective way of motivating
your audience. Who doesn’t want something for free, or to save money. The argument that
supporting you coalition’s goals will save your audience money, is probably a strong and
accurate message that you could be spreading. The monetary cost of alcohol abuse is
probably staggering, and talking about how much money your audience will save if alcohol
abuse is reduced or eliminated could resonate with some of your audience members.
Physical safety, for themselves or people that they care for, can be a major motivator for
your audience. Your coalitions are working on goals that have a public safety and a health
component to them, emphasizing these components could be effective for you.
Psychological security – self‐esteem or confidence – can be also be a motivator for your
audience. We are bombarded with advertising that promises us this psychological security.
We can all have confident smiles if we use whitening toothpaste, but there is always the
risk that your audience will feel betrayed if they don’t receive the promised psychological
effect.
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The rewards and benefits on this page may be able to be added to your message in a
secondary way, and support the physical, psychological and tangible benefits from the
previous slide.
There is a social element to the work that your coalition is doing, and you might be able to
make people feel that it is socially undesirable to binge drink, or cool be sober at
community events.
Appealing to your audiences desire for fairness and justice, and their willingness to be
helpful might encourage them to engage with you.
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Studies have shown that positive messages are more effective at creating action than
negative messages. For this reason, it is important to frame the hard facts that you need to
communicate with the positive results that can be expected if your audience acts on your
message. If your coalitions are wanting to talk about the negative aspects of alcohol abuse
and underage drinking, be sure to include positive language that encourages action and
promises positive rewards.
It is also effective to show the benefits and rewards that you have already attained.
Showing that you are effective will give your audience confidence that your organization or
coalition is creating positive changes and hopefully will encourage people to join in the
effort.
Promising your audience benefits or rewards is effective, and the more beneficial or
rewarding the result is the more motivating the message will be.
INSERT SUMMARY
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For some of you, your organization or coalition may not have much recognition in the
community, and as a result your messages may not be as effective at reaching your
audiences. One way to make your organization have positive recognition is to associate
yourselves with positive events. How many of you have noticed the Pepsi or Subway
advertising at sporting events, or Wells Fargo paying to have their name be attached to
UAA’s new sports complex – the Wells Fargo Sports Center. The reason that they do this is
so that while you are happy you are also hearing their name and seeing their logo. This
creates a positive association with their brand. You can do the same thing.
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Lastly, the point of communication is to get your audience to do something. The best way
to make that happen is to make the action that you want them to do simple and cheap.
Once you have gotten your audience to engage with you and do this simple cheap action,
you can then follow up with them, let them know how thankful your are, how effective
their help was. Make the experience positive and they will be more likely to engage
another time – maybe in a larger way – and to become messengers that are spreading your
messages.
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In summary, we share to initiate action, and we can use various methods to make the
messages we are sharing more effective at creating this action. These methods are:
Making your messages and communication personal, doing something that makes you
stand out and gets their attention, repeating your message in multiple ways, talking about
the benefits and rewards that they can expect, associating your coalition and its messages
with positive events, and making the first actions easy and cheap.
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We are going to do our first breakout, Lila will explain the process, but I wanted to really
encourage you to engage in sharing during this breakout. You are all on the ground and
have been trying different things with your communities, this is your opportunity to share
your successes and failures so that others can benefit from what you have learned.
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INGER:
_________
The best way to understand how to inspire your audience to action is to understand what
motivates them. Next we will step through some questions you can ask yourself about your
audience to learn more about them.
NEXT: Questions about your audience
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Here are 6 main questions to investigate about your audience. Next we will look at each of
these questions in depth.
NEXT: Audience: Who Are They?
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Think about this audience as we are continuing on.
NEXT: Audience: How Are They Related?
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How are the members of your audience related? Can you think of specific examples in your
community?
NEXT: Audience: Expectations
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What are your audience’s expectations?
NEXT: Audience: What do they Know?
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EXAMPLE: In this presentation, we knew that some of you had some of these
communications practices in place and some did not, but we made this presentation useful
to all.
What does your audience know?
NEXT: Audience: Do they Care?
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The feeling is that communities are not interested or motivated.
If they don’t care about your message, what DO they care about? Do they care about
softball? Potlucks? Pizza? Could you build an event that features something they care
about, sponsor it, and get the word out casually? Start from the point you can get buy in
from the audience.
NEXT: Audience: Likely to be Positive?
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If your audience already supports your message, encourage them to see the benefits of
participating in your efforts. Audience members that are positive are like the low hanging
fruit!
NEXT: Audience: Likely to be Hostile?
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Start with points of agreement before moving to the more controversial parts of your
presentation.
Anticipate their objections and prepare your responses. You may have to limit what you ask
of your audience.
EXAMPLE: We all want our children to be safe. We may disagree about how to make that
happen.
One on one interviews. Focus groups. Groups that disagree with you may need more one‐
on‐one and face‐to‐face work.
EXAMPLE: Tobacco example. The goal of eliminating smoking in bars in Anchorage really
took root when bar owners got on board.
NEXT: Audience: Ask More Questions
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Making environmental changes is sometimes challenging, if you want to know that your
community is ready to take this on you may need to do some research.
CHAT ROOM: Next we will discuss some questions about audience and engagement
NEXT: Discussion: Audiences & Engagement
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It is important that your audience believes your messenger, which means that they should
be – or at least appear to be – credible and knowledgeable. I added the picture on this slide
to illustrate the importance of being credible and knowledgeable. Your doctor has spent a
lot of time in school learning how the human body works, but if I was having car troubles I
would prefer to go and talk to my mechanic because they have spent a lot of time learning
how cars work. Mechanics are credible when speaking about cars, Doctors are credible
when speaking about health issues.
It is equally important to be knowledgeable. If the doctor happened to be interested in
restoring vintage cars and had in fact worked on the car that I am having problems with, I
would believe what he told me about my car issues. If the mechanic had gone through the
medical procedure that I was needing to go through, I would believe what he said to me.
It is important that your messenger is believable. That your audience trusts what they are
saying.
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Credible – you would not want your doctor to fix your car. You would not want your
mechanic to perform surgery on your heart.
Knowledgeable – your doctor may have the same car as you and therefore know about it.
Your mechanic may have had heart surgery and therefore know about it.
Relatable – How much does your audience feel that your are one of them? Do they think of
you as a member of the community that knows what their day‐to‐day experiences are like?
This is one of the best tools for smaller and rural communities. You are out in the
community and people see you in a day‐to‐day context.
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Other things equal, people are more likely to be persuaded by someone that they see as
similar to themselves in age, cultural background, and lifestyle, among other
characteristics. I really like this image of the giraffe and ostrich because these two animals
have a striking similarity in their incredibly long necks even though they are profoundly
different in many ways. Your messenger should be similar to your audience, especially in
ways that are relevant to the message you are sharing. There are many people who are
incredibly knowledgeable and are believable, but since most of you are trying to initiate
action and change around issues that have a social component, it is critical that people are
able to see that the messenger is relatable and understands the community.
Does your audience think of you or your messenger as a member of the community that
knows what their day‐to‐day experiences are like? This is really important for smaller and
rural communities, especially for communities that have a history outside organizations
coming in and trying to make changes. You can gain relatability by being out in the
community and letting people see you in a day‐to‐day context.
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One of the best ways to initiate action or change is to get community leaders to act as
messengers for you. By community leaders I mean anyone in the community that people
look up to, this often includes teachers, religious leaders, elders, and other people in
influential or leadership positions. It could also simply be someone who is respected, well
liked or who is viewed as being cool. In order to help them be effective messengers you
need simple, concise messages that are easy for them to remember – messages that get
stuck in their head – and easy for them to repeat. Using these opinion leaders will help you
gain social leverage and will get people to engage with you so that you can further educate
them.
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Create a large handout with more detailed descriptions of when to use different tools, pros
& cons etc.
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INGER:
Your organization is focusing heavily on sharing your message, but do you take time to
learn from your audience? The feedback you gain from your audience can inform the next
steps you take with your communications. You may learn something from the response of
your audience that helps you focus or expand your efforts. The next two slides outline
concepts for engaging your audience.
NEXT: Learning: Why is it Important?
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Why is it important to engage your audience and to learn from them?
Foster collaboration, where process is as important as outcomes.
Document changes in coalition participants’ knowledge, attitudes, skills, or behaviors over
time
Cultivate a fundamental network of relationships to benefit current partnerships and future
collaboration
Set the stage for productive discourse and “constructive conflict,” where diverse
perspectives are welcomed
NEXT: Learning: Why is it Important?
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Foster collaboration, where process is as important as outcomes.
Document changes in coalition participants’ knowledge, attitudes, skills, or behaviors over
time
Cultivate a fundamental network of relationships to benefit current partnerships and future
collaboration
Set the stage for productive discourse and “constructive conflict,” where diverse
perspectives are welcomed
NEXT: Learning: Active Listening

59

Non‐judgmental: Think like a reporter. Ask question to increase clarity, and repeat or
summarize to ensure understanding. Stick to the facts and reserve judgments.
Observe body language:
Understand community culture: Example: Silence is sometimes agreement and silence is
sometimes disagreement and silence is sometimes just silence.
Recap and summarize
Use non‐verbal communication tools: Simple non‐verbal ques, nodding, eye‐contact,
proximity and keep the conversation moving and functional.
NEXT: Learning: Constructive Emotion
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Communications about what they are doing, what strategies are being used, and what has
been accomplished.
Tie tools to stories
Emotional tones, emotional hook, facial expressions, connects to heart place.
Looking for opposition, sticking points, start with people on the fence not on the people
who are in opposition, avoid emotional triggers, starting with shared focus and consensus.
Building trust and relationship, disagreeing on ideas vs personal.
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NEXT: Poll about Barriers to Constructive Communication
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POLL HERE: What are the barriers that you know of that are preventing your audience from
engaging in a constructive conversations?
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The advantages of electronic communication – there is a huge possibility for gaining
feedback from your community and learning about how they feel. Their responses can
inform how you choose to reach out in future endeavors.

Talk about why you would use each one of these?
NEXT: List of Tools for Learning
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LAST SLIDE OF INGER’S SECTION

65

After you have listened to your audience and learned more about them, it is important to
figure out how you are going to respond to them – how you need to adjust your
communications to better meet their needs and to better motivate them.
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Communication is not linear, it is cyclical and involves you sharing some information,
listening to your audiences response and learning more about them, determining how you
should respond, and then sharing again.
The responding phase is where you adjust your communications to make them more
effective.
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In the responding phase you need to ask the same questions that you did when you were
planning your communications. When you go through this you might discover that there
are some key audience members that you were unaware of and you need to adjust your
plan so that you reach out to them. You may discover that the message you planned and
shared just didn’t resonate with your audience, or that they did not have the base
knowledge necessary to make it effective.
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You may discover that people didn’t hear or see your messages. Or that using the
communication method you chose was very time intensive and not worth it.
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It is also possible that your goals or objectives may change over time. Hopefully this occurs
because you are effective in meeting your goal, and decide to focus on another goal. This
happened to the Forest Service. Smokey the Bear and the slogan “Only you can prevent
forest fires” was used for more than 50 years by the Forest Service, and it was effective at
making people think that forest fires are bad and that we need to put them out. In the
early 2000’s the Forest Service decided to retire Smokey because they were wanting to
focus on using controlled burning to prevent catastrophic forest fires and they did not want
Smokey around telling people that fires were bad and we need to put them out. Instead
they focused their efforts on educating people on the role of fire in the forest ecosystem
and on controlled burning.
Recently there have been a number of large fires that were caused by people’s negligence,
so Smokey has made a reappearance to remind people that they are responsible for putting
out their fires.
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During the responding phase, you should look at how you can improve your messages by
determining if your message resonated with people and if it resulted in people doing what
you wanted them to do. If they did not connect with your message or were uninspired to
act, you should revisit the techniques that we discussed in the “sharing your message”
section. If they were hooked by your message but failed to act as you were hoping, you
need to make sure you have a clear and simple call to action included in your message.
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Your audience is always growing and changing, learning new things and forgetting things.
So during the responding phase you want to establish how your audience has changed or
what you discovered about them. You should ask yourself:
• Are there additional audiences you need to communicate with?
• Has their expectation or level of knowledge changed?
• Has their attitude changed?
• Are they likely to be supportive?
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Lastly, you should evaluate the effectiveness of your messenger and try to recruit more
messengers.
• Did your audience feel that you were believable? If not, how can you increase your
credibility and knowledge? Is there anyone who is more knowledgeable and credible
that you could partner with?
• Can your audience relate to you? If not, is there someone else who should share your
message? What can you do to become or appear more relatable? Politicians will often
go door to door with their sleeves rolled up to make them appear more relatable and
hard working. Maybe simply spending time and being involved in community events and
other organizations will help you connect with people and make them be able to relate
to you better. The issues that you are dealing with are not going to be solved in a couple
of months, so keeping the long term view and spending time to make yourself feel like a
part of the community is probably an effective use of your time and effort.
• Are there additional leaders in the community? Are these leaders in support of your
goals, nuetral or opposed to your goals? Engage the leaders in support, court the leaders
that are neutral, and be prepared to interact with those that are opposed.
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