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Slide 1:  Introduction  

In this presentation, we will discuss how to design a communication strategy that will effectively support 
social accountability initiatives.  We will explain how a well-thought out communication strategy can 
help strengthen the link between government, citizens, civil society, and the media system.  We will also 
discuss the importance of communication approaches and techniques in building a constructive public 
dialogue and in mobilizing informed public opinion on issues concerning governance and accountability.   
Lastly, we will present the communication techniques of framing and public narrative – techniques 
which can be used to strengthen the impact of social accountability initiatives and governance reform.  

Slide 2:  Planning a Communication Strategy  

The most important step in designing a communication strategy is defining your objectives -- knowing 
what the communication is supposed to convey, to whom, and with which desired consequences. 
Objectives should be specific, measurable, achievable, realistic, and timely. To define objectives, start by 
identifying the problem that you want to address as well as possible causes and solutions.  The next step 
is defining your target group and audience. Choose your target group as narrowly as possible so that you 
will be able to design meaningful messages. For this, it is necessary to understand the cultural 
background of your audience, their opinions, and feelings. For instance, you should know whether there 
are specific words or practices that have a negative meaning in a specific culture and to avoid such 
practices in your communication campaign.   

Slide 3:  Planning a Communication Strategy  

Stakeholders are all groups that are directly or indirectly part of the problem or the solution. The 
audience is but one stakeholder among many. For instance, if you want to promote infant immunization, 
your audience may be mothers of young children, but your stakeholders could include hospitals, 
doctors, the health minister, and parliament. Often, separate communication strategies are needed for 
different stakeholders. Government officials, for instance, are better addressed through personal 
conversations than through broad media campaigns, while mothers of young children are easier to 
reach through the media. Lastly, message design is an important element to consider in creating a 
communication strategy.  Messages should be carefully designed to reach your audience. They should 
be clear, easy to understand, and appeal to the target audience.  

Slide 4:  Planning a Communication Strategy:  12 Steps  

Planning a communication strategy has 12 major steps.  The first step is an analysis of the situation and 
of the stakeholders involved. In this phase, review relevant documentation about the project, its 
objectives, and the problem that it is trying to address.  The second step is about building trust and 
engaging stakeholders in exploring and assessing the situation.  To do this, it is important to identify and 
explore stakeholders’ perceptions on key issues.  Next it is necessary to identify, analyze, and rank 
challenges, problems, risks, and opportunities by looking at the communication and information systems 
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of relevant stakeholders.  In the fourth phase you need to analyze causes of major problems, taking into 
account different perspectives.  Best options and viable solutions are identified in the fifth stage. This 
means analyzing and discussing possible solutions to achieve the intended change. Once the fifth stage 
is complete, possible solutions need to be transformed into feasible and measurable objectives in the 
sixth step of planning a communication strategy.  The seventh step involves defining and positioning 
relevant audiences or stakeholder groups by probing main groups of interest or audiences, including 
those indirectly related to the issues. 

Next, you need to define the level and type of the intended change – Is the desired change related to 
awareness, knowledge, attitudes, behaviors, mobilization, collaboration, or mediation? The ninth stage 
includes selecting the communication models and approaches that are most effective for your 
campaign.  This is followed by the selection of appropriate channels and media and other 
communication channels that are likely to reach the largest share of your target audience.  Toward the 
end of the planning process, in the eleventh phase, you will need to package content themes and design 
the messages that you want to convey.   Lastly, in step twelve, you should implement and monitor the 
communication strategy and evaluate outcomes.  

Slide 5:  Framing  

One important communication technique that can be integrated into your communication strategy is 
framing.  Framing is about communicating in a way that leads audiences to see something in a certain 
light or from a particular perspective. Effective framing taps into pre-existing beliefs, attitudes, and 
opinions, and highlights certain aspects of an issue over others. Framing helps making sense of an issue. 
When an issue is described, the speaker can emphasize certain considerations while ignoring others. The 
public will then focus on the aspects that the speaker emphasized.  

Slide 6:  Types of Framing  

There are various types of framing.  When news is reported in the form of specific events or particular 
cases we speak of episodic framing. When news is reported in an episodic way, citizens are less likely to 
consider society responsible for the events, but are more likely to think that individuals are responsible.  
Thematic framing is when political issues and events are framed in a general or collective context. 
Citizens who view news in a thematic frame are less likely to consider individuals responsible, but more 
likely to believe that society is responsible.  When an issue is presented while pointing out potential 
gain, the story draws attention to good things that will happen when something specific is being done. 
The audience is motivated to act in a certain way in order to gain something good. Gain frames are used 
to inspire hope in the audience. A loss frame, on the other hand, is a more urgent call to action and 
points out what can happen if you don’t do something to prevent a bad thing from happening. The 
health message about cancer screening would in this case portray a family in grief that has lost a loved 
one because cancer had not been detected in time to treat it. Loss frames raise negative feelings, but 
also point out the urgency of an issue.  
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Other frames are injustice frames that incite moral indignation; identity frames that promote a sense of 
identification with a specific group; and agency frames that promote belief in collective action. 

Slide 7:  Framing:  Examples  

The area of climate change provides us with an example of how framing has been used to change public 
opinion about an issue. For instance, in recent years, there has been an increasingly strategic use of the 
term “global climate change,” rather than the previously more common term “global warming.”  Using 
the broader term of “climate change” works to bring different aspects and consequences of the issue to 
mind in stakeholder groups – beyond temperature to agriculture, livelihood, and others. Different 
aspects, in turn, call for different solutions. Another example of effective framing is seen in Africa in the 
health sector.  A study undertaken revealed that the media often reported on diseases such as HIV/AIDS 
with negative and derogatory descriptions. On the other hand, diseases such as tuberculosis were 
presented without using negative terms or examples, and without using derogatory language. As a 
consequence, the study speculated that people with HIV/AIDS were seen in a more negative light than 
tuberculosis patients, who benefit from the media’s positive framing of their condition.  

Slide 8:  Public Narrative  

A second communication technique that we’ll discuss briefly is the public narrative.  The public narrative 
is a term used to describe the translation of values into action by ‘engaging heart, head and hands’.   As 
this chart illustrates, people can be mobilized through a range of techniques that encourage action and 
challenge mind-sets and the action-inhibiting emotions on the left-hand side. A public narrative 
underpins pro-accountability movements which have worked towards building a mobilized public. Well-
informed, attentive and active members, driven by specific long-term issue interests, are motivated to 
actively engage and demand accountability.  With a well-articulated message embedded in its public 
narrative, a mobilized public translates its shared values to organized action.    

Slide 9:  Review  

In this presentation, we focused on specific communication approaches and techniques. First, we 
learned about how to plan a communication strategy by carefully defining objectives, identifying the 
target audience and appropriate channels, crafting a message and evaluating outcomes.  We looked 
briefly at the twelve major steps involved in designing a communication strategy.  Lastly, we learned 
about the use of ‘framing’ and ‘public narrative’ as tools in mobilizing public opinion and sustaining 
effective citizen demand for accountable governance.  

 

 


