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Learning Objectives

 Define strategic communication

 Describe tools of strategic communication for 

mobilizing stakeholder support for reform

 Apply the 5 Communication Management Decisions 

tool in the Sarangaya case (Oct 3)



Session Overview

 Exercise

o Different Perspectives on Reform

 Lecture on Strategic Communication

 Concepts, Tools, and Approaches

 Use the 5 Communication Management Decision tool 

to develop a communication strategy for the Sarangaya

case (Oct 3)



To apply basic strategic communication tools for mobilizing 

key stakeholders for coalition building… 

… through change interventions informed by actionable 

insights.

Learning objective



Different Perspectives

on Reform 



What is Strategic Communication?                          
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Strategic Communication is… 

 Knowing your key stakeholders 

 Understanding what they want and don’t want 

(What’s in it for me? WIIFM?)

 Contributing to behavior change efforts that 

address adaptive challenges

 Influencing stakeholders to work together toward a 

shared goal to create public value



Strategic Communication

A Strategic Approach

Toward Action

Constraints to Collective Action

Why do problems persist?

Stakeholder Analysis

Whose support is critical to 
success of reform?

Engaging Stakeholders



Strategic Communication Tools 

 Differentiate technical problems from adaptive 

challenges.

 Stakeholder Analysis

o Position (for or against)

o Level of influence

 Targeted Change in Behavior

 Message Framing

 Tracking Changes in Knowledge, Attitudes and Behavior 



5 Communication

Management Decisions



Differentiating Technical Problems 

and Adaptive Challenges 



Targeting Key Stakeholders



Power Influence Matrix



Stages of Change



Framing Messages



What do you see?





What do you see?



Video



Framing Messages

Highlighting aspects of your reform that resonate with 

stakeholder interests!



Framing

 Framing emphasizes some aspects of an issue and de-

emphasizes others.

 Framing helps define issues and influences how 

stakeholders perceive them. 

 The alternative framing of issues can influence 

perceptions of responsibility and lead to acceptance of 

new solutions.



Framing

 Framing emphasizes some aspects of an issue and de-

emphasizes others – by activating maps.

 Framing helps define issues and influences how 

stakeholders perceive them. 

 The alternative framing of issues can influence 

perceptions of responsibility and lead to acceptance of 

new solutions.



Framing Messages

 What is the benefit (loss) for the stakeholder?

 “What’s in it for me?” (WIIFM)  



Problem-Solution Frame



Regional problem                        Regional solution

- E.g., growth triangles, ASEAN; “free trade areas”

Problem-Solution Frame

National problem                     Domestic solution

- E.g., erect trade barriers; “domestic jobs frame”                 

Economic crisis as national vs. global vs. regional 

Global problem                        Global solution

- E.g., lower trade barriers globally; WTO; “global free trade”



Emotional Frames

Evocative visuals trump verbals;

depends on objective and audience!



Technical Frame



Collective Action Frames, a

purposeful shift…

from 

“WIIFM?”

to 

“WIIFU?”



Framing messages based on:

 Shared Purpose… 

 Rewards…

Collective Action Frames



 Shared Purpose

 Identity

(municipality, professional group, cultural group, family)

 Ideology

(political party;

what people find meaningful)

Collective Action Frames

http://www.youtube.com/v/wrnE5VY3yRM&feature=youtu.be
https://www.youtube.com/v/DKzlk1L3ADs


 Rewards

 Resources for the group, specific project, larger cause

 Efficacy (“I can make a difference!”)

Collective Action Frames

https://www.youtube.com/v/L3yHa8brzNA


Framing Tool



5 Communication

Management Decisions



Tracking changes in knowledge, 

attitudes, behavior



Evaluation of Communication ad 

Change Interventions



Session Summary

 Management Objective – behavior change of critical 

stakeholders

 Stakeholders – position and level of influence

 Stages of Behavior Change 

 Message Frame – collective action ..WIIFU

 Channels of communication – traditional media, 

social media.  New norms – ‘spreadable media’ + ‘sticky’ 

messages.

 Evaluation – tracking behavior change
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