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Speaker 1:	Welcome back to the second chapter of the scores which we call Topic 2: Communication Context. In this chapter we look at how to do a readiness check, looking at the positioning that we want to achieve, we'll do a deep dive in the regional risk communications strategy from ECOWAS and WAHO, and then we'll end with cross cutting topics. So let's go.
	Let's start with the readiness check. Now readiness check is really taking stock of what you have. Do you have all the resources needed to develop, implement and run your risk communications plan? First we look at the internal situation. So what are the assets and challenges of your organization that impact your plan, and that could include resources for instance. And resources is not only staff, people, but also budget and tools. What is the perception? How is your organization perceived by the public, and is there any kind of competition? So meaning are there any other organizations, nonprofits or governmental or other, which are doing the same work that you are doing? Can you work with them in partnership? 
	When we look at the outside of the organization then we would like to see what is really happening that may impact this plan, this specific risk communications plan that you're preparing. And this may be even more important than the internal scan. Look at what work has already been done in this area. Is there opposition, existing players, or is there already a debate on the way on this issue?
	After we've done the readiness check, I wanted to talk as well about framing. It's a concept in communications. And just to show you how important framing is, and to explain the concept, I would like to test this together with you. So what is your current mental frame setting? If I show you an image that probably you know very well, like this one, you'll probably tell me that this is the world map, as everybody knows it, on the globe. And probably this image has been with you since you went at school, like small kid in geography lessons, where this map maybe was on the wall and the teacher was showing you different countries. 
	This projection, because it's one view of the world, is called the Mercator projection, and it was created for a specific reason, a very long time ago in 15th century, by someone who could be considered as a Belgian today, Mercator, who was a scientist at the time. But if I tell you that this image is not really the reflection of reality, would you believe that? Because we've all seen this map, we have been thought that this is the view of the world, at least on a map, and that is how continents and the world is set.
	What if I would tell you that this is the real map of the world, and this map really takes into consideration the geography and the size of each single continent. And this is what we call the Gall-Peters projection. Totally different and also created for a different objective. 
	So if we compare the two maps, we see that it all starts with an objective. Let me go back to the Mercator map. This map was specifically created for navigators, people who cross the oceans. And again, this is from the 15th and later on 16th century. This was specifically created for these navigators, so the relationship of the continents was in fact influenced by the horizontal lines that you see on the map, because navigators need to follow those lines to get somewhere. 
	Now this map really takes into account the size of continents and countries. And then you see something totally different. Look at the size of Africa, for instance. If we concentrate on Africa, let's now look at the real geographic size of that specific continent. China would go in there, the United States would go in there, most of Europe, even the subcontinent of India, the UK, Eastern Europe. That is really the size geographically, the true size of the continent of Africa.
	And I hope this explains the framing that we talking about here, because we have been so-called framed from very young to look at a certain map of the globe, and that has influenced the way that we look at our surroundings. 
	So what we're looking at now is positioning in the context of risk communications, and I'll talk about frame, re-framing, fortifying and amplifying. 
	So in the context of communications we can frame a debate. And framing, that means, so when you're in the phase of we have the opportunity to frame a debate, that means that there is no current discussion about a topic. You can't poll on the issue because no one would know what you were talking about. It's so new there are no preconceived ideas. There are no misperceptions because there is only limited information or knowledge on the issue. If you are in that current situation, if it's something totally new, as a communicator you have the opportunity to really frame the debate, as we say. You can decide about how people will think about it, what they should do about it. You can inform them in that exact frame setting.
	The second choice would be to fortify and amplify a debate. That is something that you do when there is a debate already, but the discussion is going well. So there's a positive attitude towards the topic. So you and your partners are winning the debate, people are agreeing with you, people are acting like you want, and there is no reason to spend time and money introducing a new frame, because things are going in the right direction. So what you do then is simply stick with an existing frame and use the majority of your efforts and messages to reinforce it. 
	And then there is reframing the debate. That means that a topic is losing ground, the debate is negative, there is no way to win within the existing frame, and it's really time to switch gears. A common mistake here is to continue to fortify and amplify a losing debate. 
	We know that vaccination, for instance, on the globe in certain countries is really in that phase. We are losing that debate. People are refusing to get vaccinated or vaccinate their children. And what we need to do there is not fortify and amplify, but what we need to create is a new frame. So some organizations believe that one or more report or one or more fact sheet will turn the tide, and people will start to embrace their position. And that is really unlikely.
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