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Speaker 1:	Welcome to the chapter of communication activities. In this chapter, we're really going down to the practical communications aspects. We look at key message development. We look also at messengers and media channels. I'll introduce The PESO model, which stands for paid, earned, shared, and owned. Notice how in modern communications today, we organize our communication activities, and the final sub chapter, we'll talk about rumor management. Let's go.
	As this beautiful quote from Chinua Achebe tells us it is true that communication activities are all very nice, but as long as we do not connect that with our audiences history and their own experience, any kind of communication activity will not really be relevant to them. So again, this chapter as well, is based on the previous ones where we exactly know who we're going to communicate with, how they react in what situation they are, what their beliefs and cultural background is, et cetera. And that is important to know before we start to develop key messages.
	Now key messages is effectively what are we going to communicate, when are we going to say, "Right. Publish." And any kind of communication should be sensitive to words and images and situations that suggest cultural or ethnic and gender stereotypes. We should be very sensitive about that. We've covered gender, but also cultural and ethnic stereotypes are something that we need to be very sensitive to. Also negative implications of symbolism and [usually 00:01:57] that could offend people or reinforce bias. Symbols are very powerful in communication and we use it as well as a tactic. We need to look at our audience, the people we're going to communicate to, and what symbols can have a meaning or a different meaning that we want to. Language with questionable racial or ethnic connotations, again, depending on the culture where and the country where you're working or the region where you working, language, every single word, has its importance. And then, of course, differences in cultural meanings assigned to those symbols, signs, or words.
	because of the diversity of the the world and and the people, we need to be very attentive to different cultural standards. These can change from region to region, from country to country, even sometimes from city to city. So let's be attentive during conversation. Distance between speakers, for instance, during a conversation. It is not the same way like if we go to Asia, the distance is bigger than in other countries, for instance.
	What is considered humorous? Humor is very dangerous. It can be very powerful if well done, but as well, you need to know what humor is, what kind of humor works and doesn't work, and in general I am not a big fan of using humor in any kind of situation except private ones, but not in communications planning. What topics are considered inappropriate or taboo? Influenced by culture sometimes as well as by religion. Taking turns during conversations, loudness, speed of delivery, length of delivery, silences can have a meaning, attentiveness, and time to respond to another points of view is again something that is influenced by culture of the communities that we going to communicate with.
	Entering into and exiting from a conversation and different meanings of colors and imagery comes close to symbols, but don't forget, colors play a big role as well. In some areas of the globe. Green has a certain meaning white and it has a meaning of mourning in many countries as well. So be careful and attentive to those differences.
	So there are different cultural differences in the way people communicate, understand and react to information and emergencies. They can include perception of risk and risky behaviors. Different cultures have very different experiences at risk. Some cultures have practices that put them at greater or lesser risk in certain circumstances. We have to know these. Emphasis on the group versus the individual. In some cultures, naturally think in terms of the group and feel the need of the group should be prioritized. In other cultures, it's more the individual that counts.
	And what are considered credible source of information? Cultural groups often develop or identify with and trust their own institutions such as faith-based, nongovernmental, and political organizations. And in some cases, they will not trust political organizations or other groups that we think could help us in spreading a message. We need to understand those situations before really going into communication activities.
	And then messages in itself can have a variety of purposes that will depend on the communication objective and, of course, on the audience again. We could educate about the risks, how to assess risk, or how to manage risk. We would want to nurture advocacy or promote risk reduction behaviors or resolve conflicts and controversies. It will all depend on what our communication objective is. With the previous chapters, it's clear that we need to identify those objectives from the start and combining that with a good insight in who our audiences are will help in the development of key messages.
	So how do you develop key messages? Well first of all, we need to map out our intended audience and we create one anticipated concern or question they are likely to have. Based on them, we moved to the second step and we develop three key messages that respond to the anticipated concern and question. You want to answer, of course, these concerns and these questions and why three? Well, simply because three we remember by three. This is based on psychological research and in communications and emergency risk communications, we always developed three key messages.
	Now the key messages in itself do not stand alone. We need between three or five supporting points for each of those messages. So if you have one key message which is completely adapted to your audience that you've mapped out and which anticipates a certain concern or question they might have. That key message needs to be supported by proof points. Between three and five will work, but we need those because those will support the key message that we want to convey.
	This is another tool that we can use. It's called a message map and what we would do here is have a list of our three key messages, so key message one, two and three. We would normally write down our stakeholder audience. In this case, I took as an example, students at the university. We're going to do a briefing of students at a university and it will be about a pandemic influenza on the main question that we've identified. It's a very basic one. We need to describe what pandemic influenza is to students at the university.
	The key message one would read like pandemic influenza is a global outbreak, goes by a new strain of influenza virus that suddenly shows up in people. And that's very nice, but we need supporting facts. So supporting facts. For key message one, supporting fact umber one would be most people will have little or no immunity to pandemic influenza. Second supporting fact would be that it spreads easily from person to person through coughing or sneezing or by touching effected surfaces. And the third one would be that we go back in history and we talk about the pandemic in 1918 which killed 50 million people around the world.
	So we'll do this for every single message and in this case we have three. And every single key message is supported by a fact, which is, of course, understandable, adapted to our audience, which, in this case, are students. And their concern is our objective and the best thing is that our objective and their concern match, of course, is explaining what pandemic influenza exactly is. And this is something that you can easily use. You identify your audiences, you know your objectives, and you develop those, what we call key messaging maps, which then keep things in practice.
	Why would you use this kind of map? Well simply, because this is in one page briefing for to do media interviews, for instance, your spokespeople. If they prepare to do a media interview and we know it's a pretty general media interview with, around the topic of pandemic influenza, this could be the briefing they need. It's their key messages. It is their supporting facts and they can use them. The same for a spokesperson going to a conference or doing outreach to, in this case, students or other communities. We would have different messaging maps with different key messages, completely adapted with the facts. It's an easy tool, but it also helps you organize all those key messages because you will not only have just three key messages probably in emergency, you will have a multitude of different messages for different audiences in different communities.
	The structure of a key message can vary, but this is a pretty standard one. So we would have the message. If, at all possible, we would give a fact or an example and involve stories about people because we relate to our own environment, so if we can have an example based on an experience by someone, that will reinforce the key message. The sentence structure can change, but most of the time, we start for the audience. So we start with the audience. Our organization has what we have a solution. We have this kind of support. We have a kind of service that has a kind of benefit. And that benefit, of course, is the benefit for the audience we talking to and we need also a reason to believe, so the supporting facts and that is the, let's say the the most used structure if you want to develop a key message.
	So for this specific audience we, the organization you work for, we have a solution. We have an advice. We have the support, which has, as a benefit for our audience, something very specific and in the case that we've just seen, it answers the question, the general question about what is influenza and they'll be supporting facts that go with it.
	When creating those messages be concise, don't make them too long. They need to be understood. They need to be repeated several times. We use positives where possible. Of course, in an emergency situation it's not always possible, but where possible, please use positives. Action times three, so three supporting facts which normally should also involve an action points [inaudible 00:00:12:32], what we call, what is the big ask? You have a key message, but most of the time, we will have also something to ask to our audience like protect yourself, do this or don't do this. Use personal pronouns. Do not judge, a very important one in key messages that we are not there to judge. We are there to inform and help people. Give options always. It's not only a single option. There should be different options for different kinds of audiences and communities depending on their situation. And again, as I said before, probably it's best not to use humor in these kinds of messages, specifically in a context of emergency risk communication.

	VID 9 - T5 - Key Message Development (Completed  08/13/19)
Transcript by Rev.com
	Page  of 



