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BUSINESS ENVIRONMENT REFORM VS. PRIVATE SECTOR

v v v v

Source: Herzberg, World Bank Group




PUBLIC SERVICE ANNOUNCEMENT

[MPORTANT EMERGENCY INFORMATION

FOR THISE COLUMBIANA COUNITY COMMUNITIES:

® EAST LIVERIOOL FIRST WARDY & PAST UIVISEOOL STCOND WARD » EAST LIVERIOOL UKD 'WARD
» FAST LIVERIOOL FOURTH WASD » LIVESSOOE, TUMNS AP FAST » LIVISTOOL TOWNSHIPWEST
+ MIDOLETON TOWNSI B EAST OF 170 AND SOUTIEOF TORNSHI SOAD M0 o 5T, CLAIR TOWNS I CLAST OF CANNON SULES ROADY

—————— e ————
THIS INFORMATION 1S IMPORIANT. DO NOT OISCARD. XEEP IN A MANODY PLACE, DISPLAY 1T PROMINENILY.

DO YOou
KNOW WHAT
TO DO WHEN | e

THE ALERT
SIREN*
SOUNDS?

TURN ON
YOUR RADIO
ORTV!




PRIVATE SECTOR COMMUNICATION




PRIVATE SECTOR COMMUNICATION




PRIVATE SECTOR COMMUNICATION




GOVERNMENT THAT UNDERSTANDS COMMUNICATION

A dthndadh theNuosniod Cnanmest fanee@ Ri.hose



TRANSFER OF INFORMATION

e A public institution explains

e A private company sells

e How does your Platform transfer information?



ONE-WAY COMMUNICATION




TWO-WAY COMMUNICATION
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WILL PEOPLE FOLLOW/SUPPORT?

BUSINESS
ENVIRONMENT
REFORM
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http://www.marchforwomen.org/gallery/march/march

ADVOCACY CAMPAIGNS, STEP BY STEP

“The 5 Ds”

5. Debrief 1. Diagnose

Identify objectives, articulate
reform intent, assess risks and
analyze stakeholders

Assess implementation and
evaluate impact. Incorporate
fessons into next advocacy

activity.
Your
campaign _
pailg 2. Design
4. Dep|oy Identify advocacy targets and
' ' targeted messages, and define
Put the plan into action overall engagement strategy.
and monitor v
3. Develop

Identify advocacy roll-out plan: choose timing
and tactics (for specific activities, create
activity-specific implementation plan)

13



ADVOCACY CAMPAIGNS, STEP BY STEP

“The 5 Ds”

5. Debrief 1. Diagnose

Identify objectives, articulate

Assess implementation and
evaluate impact. Incorporate
fessons into next advocacy

reform intent, assess risks and
analyze stakeholders

activity.
Stakeholder
targetlng 2 DQSIgn
4. Dep|oy Identify advocacy targets and
' ' targeted messages, and define
Put the plan into action overall engagement strategy.
and monitor v
3. Develop

Identify advocacy roll-out plan: choose timing
and tactics (for specific activities, create
activity-specific implementation plan)
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WHY MAPPING?

To better target advocacy campaigns
— Target influentials
— Base supporters

To weight on policy stakeholders and influentials
— Parliament/Parliamentary Leaders
— Administration/PM office
— Grassroots/Stakeholders/Voters

To understand degree of commitment

To prepare micro-targeting

15



Likelihood to care and do something

Not

STAKEHOLDER MAPPING FOR ADVOCACY CAMPAIGNS

Issue predisposition

For Undecided Against

Very

Maybe




Likelihood to care and do something

EXERCISE: 1) SELECT 1 REFORM IN 1 COUNTRY PER TABLE 2)
DISCUSS/EXPLAIN THE SITUATION AND 3) LOCATE REAL INDIVIDUAL
STAKEHOLDERS AND GROUPS OF STAKEHOLDERS ON THE MATRIX.

Issue predisposition

For Undecided Against

Very

Maybe

NoOt
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ADVOCACY CAMPAIGNS, STEP BY STEP

5. Debrief

Assess implementation and
evaluate impact. Incorporate
fessons into next advocacy
activity.

4. Deploy

Put the plan into action
and monitor

“The 5 Ds”

Message
matrix

“~

3. Develop

1. Diagnose

Identify objectives, articulate
reform intent, assess risks and
analyze stakeholders

2. Design

Identify advocacy targets and

targeted messages, and define
overall engagement strategy.

Identify advocacy roll-out plan: choose timing

and tactics (for specific activities, create
activity-specific implementation plan)
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DEVELOPING A MESSAGE

e Stakeholder mapping / Targeting

e Research/discect the issue and “the competition” point of
view

e Knowing/watching/polling/surveying opinions and intentions

19



MESSAGE DEVELOPMENT

Values

Personal Consequence

Issue Benefits

Issue Attributes
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REASONS TO CONTINUE E-GOVERNMENT

Public Officials & Business Owners ® Opinion Leaders M General Population

Creates a digital Bangladesh
Increases government efficiency
Reduces corruption

Increases ease of doing business
Creates jobs

Reduces need for middlemen
Strengthen, expand IT sector

Development of e-commerce

0 10 20 30 40

21
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MESSAGE BOX

...About Whom?

Us

Them

Who Says What...
Us Them
(What we say (What they say
about ourselves) about us)
(What we say (What they say

about them)

about themselves)

22




EXERCISE: 1) SELECT THE SAME REFORM, SAME COUNTRY AS PREVIOUS EXERCISE
2) WRITE RELEVANT STATEMENTS IN EACH SQUARE OF THE MESSAGE BOX.

Who Says What...
Us Them

Us

...About Whom?

Them

23



DEVELOPING A SINGLE MESSAGE

10 C’S OF ADVOCACY MESSAGING

Concise

Compelling (Convincing)
Credible

Character Defining
Contrasting

Contextual

Communicated (Conveyed)
Consistent

Constant

24



A GOOD ADVOCACY MESSAGEIIS...

A discrete amount of information,
founded in empirical research
and in the times,
and drawing a distinction from others,
communicated effectively
to a narrow group of stakeholders
who have not yet made up their
minds.
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EXERCISE: 1) SELECT THE SAME REFORM, SAME COUNTRY AS PREVIOUS EXERCISE
2) WRITE THE MESSAGE THAT WILL HELP YOU PROMOTE A REFORM SUCCESSFULLY.

A discrete amount of information, founded in empirical research and in the times, and drawing a distinction
from others, communicated effectively to a narrow group of stakeholders who have not yet made up their
minds.

Your message:
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MESSAGE ALSO DEPENDS OF GOAL

Important behaviors occur in stages

Precontemplation Contemplation Preparation/Action Maintenance

~\ -\ >\
® ©, ©, (D—
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BCOS FACTORS

Contemplation involves four factors

e Benefits efits C
* Costs ‘
* Others Customer

icacy

o Self-efficacy )

BCOS Factors
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MESSAGE DEMONSTRATES EQUITY THAT OUTSETS COSTS

You give me You get
A4 .
£1.00 & A Pepsi o
@]
e a thirst quencher <&*° \
. 90
e good taste 56\&«6"“6
e fun v

e youthful feeling <<

o friends 2"
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CREATING EQUITY TO OUTSET COSTS

You give me You get
= £0.25 A Condom
& o protection against pregnanc
«* Embarrassment P 1on against pregnancy
o e protection against STDs
= Loss of pleasure ¢ o offer/get peace of mind
,\,e&\\@d e sense of control
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CREATING EQUITY TO OUTSET COSTS

You give me You get

«* Money An immunization

N o

= Time oo bett-:r healtlf1 t
. @ avoldance or greater

-+ Momentary discomfort @ discomfort (sickness)

e\’\'&\&d e ability to travel
S
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CREATING EQUITY TO OUTSET COSTS

You give me You get
Political capital An economic reform
Time oer¢" © better business environment

. oCY .
,\6&\\06 e new partisans

e
Some of your political . s good media clippings
S
base 6\&,6&\\060\! * a reelection
S0
A headache «” ¢ to deal away with
gV internationals

«o ¢ ability to get invited at
" conferences (“best practice”)
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ADVOCACY CAMPAIGNS, STEP BY STEP

“The 5 Ds”

5. Debrief 1. Diagnose

Identify objectives, articulate
reform intent, assess risks and
analyze stakeholders

Assess implementation and
evaluate impact. Incorporate
fessons into next advocacy
activity.

Communication
tools _
M 2. Design
4. Dep| oy essengers Identify advocacy targets and
targeted messages, and define

Put the plan into action overall engagement strategy.
and monitor

3. Develop

Identify advocacy roll-out plan: choose timing

and tactics (for specific activities, create
activity-specific implementation plan)
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COMMUNICATION TOOLS

e TV

e Radio

e Mail

e Phone

e (Canvass

e Web

e Qutdoor

e Specialty
e New Media

e QOther Paper

34



COMMUNICATION ASSESSMENT

A Communication Assessment Determines the Communication
Needs for a Project/Initiative....

-> Interviews with opinion leaders

e |dentifies roadblocks, evaluates opponents’ strategies

e Analyzes risks and opportunities in the political, social, cultural
environment; suggests mitigation techniques

e Assesses communication capacity of government, media, stakeholders,
and local communication professionals

e Provides first stage stakeholder analysis

- Quantitative and qualitative public opinion research (surveys,
focus groups)

e Provides in-depth stakeholder analysis

e Develop and test hypotheses w/critical audiences
e Test messages and vehicles

35



2003 Croats Muslims_/ Bosn | Serbs Total
iaks
CO M M U N ICAT I O N % % % %
ASSESSMENT Daily newspapers 19.7 (27.7) 18.6 22.4
Weekly newspapers 5.9 .8 3.3 4.0
Magazines 3.0 1.2 3.5 2.5
TV 72.6 73.5
Radio 20.4 ’ 16.5 19.4 18.5
Other .6 1.9 7 1.3
Refuses 3.0 2.6 1.5 2.3
Don’t know 1.3 2.1 3.0 2.3
2003 Croats Muslims/Bosniaks Serbs Total
Frequency % Frequency %% Frequency % Frequency %
DNEVNI AVAZ 19 6.3 266 46.1) 23 m 311 20.7
VECERNJE NOVOSTI 5 1.6 5 \0‘5 84 13. 94 6.3
BLIC 1 0.3 80 13.2 81 5.4
GLAS SRPSKE 1 £:2 58 w 59 3.9
OSLOBODENJE 7 41 7.1 1.3 58 3.9
JUTARNJII LIST 46 15.1) 2 0.3 SR 52 3.5
NEZAVISNE NOVINE 4 41 6.8 46 3.1
DNEVNI LIST 21 6.9 5 0.9 9 1.5 35 2.3
JUTARNJE NOVINE 10 3.3 20 3.5 1 0.2 31 2.1
BH DANI 20 3.5 1 0.2 21 1.4
SLOBODNA BOSNA 2 0.7 19 3.3 21 1.4
SLOBODNA DALMACIJA 17 5.6 1 0.2 18 1.2
VECERNJI LIST 12 3.9 6 1.0 18 1.2
Others 22 7.2 28 4.9 53 8.7 105 7.0
Don "t know 1 1 0.1
Refuses 137 45 169 29.3 239 39.4 549 36.6
Total 304 1 577 100.0 607 100.0 1500 100.
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UNDERSTAND AUDIENCE MEDIA HABITS

Media sources for news/politics | General population and Opinion Leaders

100

80

60

40

20
4 5
) L I ]
Television Family or Print Internet Radio | Television Familyor Print Internet Radio
Friends Media Friends Media
General Population Opinion Leaders

37



HOW OFTEN DO YOU WATCH TV NEWS?

100 <
80

60

Moo - EN_- . .

Several Once a Once a Once a Never Several Once a Once a Once a Never
times a week month year times a week month year
week week

General Population Opinion Leaders

38



Most-watched TV Shows

B Opinion Leaders w General Population
100

80

39
39



Most-read newspapers

B Opinion Leaders w General Population

40

40



COMMUNICATION TECHNIQUES

Events

Print Media

T
LS@’

Reaching Out

o7 262 {=

facebook

Social media

Advertising: Creating a
‘brand name’




COMMUNICATION TECHNIQUES

Bosnia Bulldozer initiative, “50
reforms in 150 days”

'L - ~ £ . - agw -
50 £x0NOMSY 4 REFORMI : Better Business Initiative
.0 DANA Partnering to improve the economic environment

Harmonization of LLC minimum capital requirement

Beton e 3 e it b o e b WHY DID THE
S i gt et o PEPY B i b b el HELP YOU EXPAND
e e oAby et et | YOUR BUSINESS'
."w“ -
pane s = | et g
AP
—
e

Nigeria PPD

Doing
Business

WHAT KILLS
_CORRUPTION?

BUSINESS ISSUES
sgLLLEnN

1 Georgia legal and judicial
M&E reform

Isulong!

PROCUREMENT
REFORM BILL

Accountability gets specific in
Cambodia SME credit reform - TV shows  Bosnia (corporate governance

Philippines procurement reform on location (SMEs)4—£ Experts reform)


http://rru.worldbank.org/Themes/PromotingReform/Communications/GeorgiaPublicTransport/Posters.aspx
http://www.info-hoteles.com/w3/images/mapas/argentina.gif
http://www.doingbusiness.org/oecs

MAKING REFORM EASY

Harmonization of LLC minimum capital requirement

HOW WAS IT REFORM
USED ? SUMMARY

WHAT WERE

O
™
w
4
w
s}
w
=
-

Before the Sdldczer refoms these wes = masad between e
sobukery capiel mquisemeni 1 Ire PR RS ant Be Bucke Dadel

. the mest populer fom of
tunreznn hh&hm :‘HW

The Paimnc trothers ave iving grocl et Budoe: mumber 01 has wosed.
ﬁfcl-e:::::mm“Ashm;
darard b pedudt u-—uum-ﬂ-p-am

o i b e g
space By lweng e frencal breshod, 1hes ensbied smal useesses

thel now can be muesied in producion and £ creefion.

THE BANGNG
SIETER MR WORS SL.0m0

TEIE AT TR BULLDOE N T
REFCIM N WE VANIED 1O MVEST MOl

WHY DID THE REFORM
HELP YOU EXPAND
YOUR BUSINESS?

“We did nck have encugh svences o galher
| e 10,000 KM reqused urder tre cld bew 1o
sepoier 93 & 400 50 we codld nol realy
exzerd =1 8 home bazed tusiness. Hiwaz o
vicius cicle, With Be sew loe, tegenng
Almir Pavric 2000KM znly, we coulc regisier. Ve dd, and
Directer Ben could expand our Busicess thcugh
Ecradoo loams and imestment= *

]

Beforei 33 d.oo, par month
After: 41 doo.o. per moath

Reault:

26%

P Oficied Gamenie 200000 Ly noease o 0.0 sgietn
e 2 Page ITS Tizaame since he Sz rten

Business Climate Improvement Indicator:

& Created moee jobs

B Brougnt more 1ax revenus to authorties
& Freed up capital for mvesiment

O Boostzd exports

O Reduced administraive burden

& Reduced gray economy

Government Implementation Periormance:




GDJE JE STA? OH,
REGISTRACIJA Hit#4,, SOBA
PREDUZECA? I:ircggﬂ

|

NEAA JE JOS_
NADAX SE DA JOT
PROFESORT NISU

PRESTROGI.,




TAX REFORM IN SOUTH AFRICA

B8 JULY IS THE PEADLINE, YA HEARZ
HELP CUR NATION GROW, PAY YOUR TAX THIS YEAR.

EMPOWERING
SMALL BS’NESS CALL YOUR LOCAL SARS

What the Budget 2 g 8 DON'T PRETEND YOU PON'T KNOW,
Means for Small “ L /7 VOLILL LAND UP BEHIND BARS.

PON'T KNOW WHAT TO PO?

Busin ) (s
< WE'VE PONE AL
SSHIESS 4 { A K BUSINESSES WORK IN
= . SOUTH ARRICA!
SECTION S: DEDUCTIONS  jamtsnund ——ae
5.9 Other / Travei Aliowance

0175 e 4 ey 1anvion
o m!’r UncErstan lu@’ﬂl i P
Tute Pe pioseins $1)sla
it b e knmen. 1ha jak therd
jsabon

At Your Service
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“BETTER BUSINESS, BETTER BANGLADESH”

_

T

oA

BANGLADESH

BUSINESS

Confidence Bu lldl
for Bangladesh
Businesses:

The Road Ahe d

J
Thelayoftheland |
Wearing Confidence |
The Never Ending mm._‘

46

Gl ]



ADVOCACY CAMPAIGNS, STEP BY STEP

“The 5 Ds”

5. Debrief 1. Diagnose

Identify objectives, articulate
reform intent, assess risks and
analyze stakeholders

Assess implementation and
evaluate impact. Incorporate
fessons into next advocacy

activity.
Message
dellvery 2 Design
4. Dep|oy Identify advocacy targets and
' ' targeted messages, and define
Put the plan into action overall engagement strategy.
and monitor v
3. Develop

Identify advocacy roll-out plan: choose timing
and tactics (for specific activities, create
activity-specific implementation plan)
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MESSENGERS

Promoter/Leadership/Sponsor
Government/Private sector/donors
Leaders — Political, Ethnic, Labor
Regular People

Celebrities

Professionals

Brands

48



LOOKING FOR MESSENGERS

Kuwait Economic Reform: Trust in Specific Organizations & Institutions

0 10 20 30 40 50 60 70

Government 58

Religious leaders 52
Academics 51
Media 47
NGOs & charities | |46
Domestic private sector | 41
International private sector =

National Assembly |37
Diwaniyas —36

49




HOW DO PEOPLE FEEL ABOUT YOUR MESSENGER?

Now, I'd like to rate your feelings toward some people, things, and organizations, with
“100” meaning a VERY FAVORABLE feeling; “0” meaning a VERY UNFAVORABLE
feeling; and “60” meaning not particularly favorable or unfavorable.

H % Warm, favorable (51-100 degrees)

100
80
60
40
20

20
40
60
80

12

M % Cool, unfavorable (0-49 degrees)

100

Gen Pop Opinion Business Officials

BASIS

Gen Pop Opinion Business Officials

BCS

50

Gen Pop Opinion Business Officials

BCC

50



MESSENGER = BRAND

Territorial
Improvement

Plan

Isulong!

PROCUREMENT
. REFORM BILL

51

7
Doing
Business

W= HIFC

S

DOING L\l
BUSINESS 013

Smarter Regulations for
Small a d Me d um-Size Enterpri

WHAT KILLS
_CORRUPTION?



http://rru.worldbank.org/Themes/PromotingReform/Communications/GeorgiaPublicTransport/Posters.aspx

MESSAGE DELIVERY

Elite v. Grassroots

Paid v. “Free”
Disciplined

Repetitive

Multi-Media
Two-Track/Three-Track
Negative

Rapid Response
Logistics

52



DELIVERY: PUBLIC AND SYMBOLIC COMMITMENT

Binna Opinion s 2]
" - ﬂ." s

Ry —

Y R

Social Security robs
future to pay for past

Abortian isa't a game,
s0 stop playing

A

oy

One Word

e

Opeds,press
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BULLDOZER
INITIATIVE

Phase | - 50 economic reforms in 150 daya
Nervmmeer G002 - May 2003

A bottom up reform approach

Framawnrk reforms are important but they are not enaugh, az # they need to be premoted by the highest level of govemment and
pushad from the top dowe. they oen are not a5 well understood as they shoud by the basic entrepreneur For an entreprener 1o
Todl” thiat the systam |5 changing. s/he neads 10 be diectly in contact with the probleen and Wingss the change wth &iks own
eyes. Hance the need for a battem up reform apprach that entrepranaurs wil participate in, undarstand and svamually push on
themzehves:

Buldogsr Comenittas Phase | Srategy Pager
Buldozer timeline Phase |

The Results: 50 economic reforms in 150 days

The press brochure

This brochuwe presants the 50 Phase | reforms in @ concise and casual mannes. A comics strips axplaing how the buldozer
committes functions. 34,000 copies of the brochures were distributed, i all languages of BH.

Brachure in Serh

The detailed reforms

B0 Harmenization of LLC Minimum Cagital Regarement
D2 Double C i Tax

inating
Bl Clanifing 2
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Secretariat of Investment Councll

BUSINESS

under the President of Republic of VB F VIETNAM

Tajikistan
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BUILD (Business Initiative Leading
Development)

B 8 ot latve of Theks Orentoer of Commerce and by, Mestrsmstun Chamber of Commerce and
IndusTy wnd SHE Faundation, Offas! Websa: v Sukhe 05

FORUM

Atens VEF

Nurwes & Events

Docunentition Ceney

7

&% Download The Annual Vietnam Business Forum Report 2012

o Business Forum

To Our News

\ietnam Business Foeum

Warking G

Groups
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BANGLADESH BETTER
BUSINESS FORUM
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BEST PRACTICES IN PPD WEBSITES

Why VBF?
The economic development of Vietnam reliez on a strong and sustainable private sector. However,
busineszes in Vietnam still operate in an enviranment where the enforcement of laws and administrative

red tape are ongoing CONCerns.

* KISS
To establish @ more conducive business environment, the government needs relevant and constructive
input from private companies.

The Vietnam Business Forum was created to satisfy this need as a joint initiative between the Vietnamese
government, the private sector, and the donor community.

* Dynamic and changing content on
front page

+ hillal

* AI IOW Iocal Sta kehOIderS to Weigh BBBF is the first time such forum in Bangladesh.
in

Comments
Mame:

E-mail:

Comments:

&
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DELIVERY PLANNING

2

Better Business Initiative
Partnering to improve the economic environment

Timeline

1st intergroup meeting 2nd intergroup meeting 3rd intergroup meeting 4th intergroup meeting 5th intergroup meeting 5 Roadmans
ABUJA Vetting 5 Vetting 5 Vetting 5 Vetting 5 Vetting 5 Deliveredp'
PLENARY Business Business Business Business Business Preparato!
MEETING Bottlenecks Bottlenecks Bottlenecks Bottlenecks Bottlenecks meeFt)ing WI?(_l
Lagos
Lla'ggs g Lagos Lagos Lagos COETTE
11:00 AM
Meeting Megtmg Meetings
. with .
With with Forum
h Governors o
Parliaments “g Institutions
g etter use »
Better » Better Lagos
o of resources ) -
process implementation
Press
Conference
Lagos
“Better Business”
" . Op-ed Op-ed Op-ed Op-ed
.5 Roadmaps” | %‘:\;I%d Trade & Instit- Infra- Agric-
25 Bottlenecks Macro utions structure ulture
° O O O O O O O O O O O ®
Feb 17 Mar 17 Apr 15 May 01 May 15 Jun 01 Jun 15 Jul 01 Jul 15 Aug 01 Aug 15 Sep 01 Sep. 15

5 BUSINESS ROADMAPS AND 25 BUSINESS BOTTLENECKS

57




EXERCISE: 1) SELECT THE SAME REFORM, SAME COUNTRY AS PREVIOUS EXERCISE
2) PLAN THE DELIVERY OF YOUR MESSAGES OVER A 100 DAY PERIOD.

W

START Day 1 Day 10 Day 20 Day 30 Day 40 Day 50 Day 60 Day 70 Day 80 Day 90 Day 100 END

58



ADVOCACY CAMPAIGNS, STEP BY STEP

5. Debrief

Assess implementation and

evaluate impact. Incorporate
fessons into next advocacy
activity.

4. Deploy

Put the plan into action
and monitor

“The 5 Ds”

1. Diagnose

Identify objectives, articulate
reform intent, assess risks and
analyze stakeholders

Measurement
2. Design

Identify advocacy targets and
targeted messages, and define
overall engagement strategy.

“~

3. Develop

Identify advocacy roll-out plan: choose timing
and tactics (for specific activities, create
activity-specific implementation plan)
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MEASUREMENT

* Measurement DURING the advocacy campaign = survey, polling
e Measuring AFTER the campaign = result/enactment/decision/election

e Survey target audiences (as often as can afford/practical) if enough amounts of
messaging done so as to test their results.

e Test the same groups of targets and compare them to each other.

e Measure changes in attitudes and willingness to act, but also exposure to the
campaign (i.e. “Have you seen ad or read a story about this, that or the other?”).

e Focus group testing is fun to test messages and especially materials near or at the
start of the campaign or to test new ads or materials.
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AWARENESS OF AND SUPPORT FOR BUSINESS REFORMS IN
BANGLADESH

100
80 — -
60 __._..-/ .

Communications On-going
Campaign Communications
40
0

Sep-08 Dec-08 Dec-09

——Q0LAwareness ——GP Awareness OLSupport =GP Support

61



Phases

Key
Questions

Actlivities

Quiputs

ADVOCACY CAMPAIGNS, STEP BY STEP

Diagnose

Who are the winners
and losers of the
reform? YWhat are
potential levers?

With whom do we want to

build relationships? What

i5 the outcome we want to
achieve?

What channels are most
appropriate to reach
target audiences? What
is the best timing?

Are we prepared to
implement activities? Are
wig managing conflict and

risk appropriately?

Did our adwvocacy efforts
achieve itsitheir goals? How
can we achieve greater
Suppart in the future?

p Identify key
stakeholder
audiences

P Survey stakeholders

» Analyze
stakeholders issues
and perceptions

» Conduct stakeholder
mapping exercise

P ASSESS
communications
environment and
channels

P Set advocacy objectives

» Prioritize stakeholder
groups and determine
approaches

» [dentify stakeholder
messages

» Defing success
indicators

» Choose priority
audiences and
messages

» [dentify tools and
tactics

» Develop timing and
sequencing of activities

» Define evaluation
criteria for activities

P Implement Advacacy
Action Plan

+ Communications
activities

+ Stakeholder
engagement activities

» Wonitor and adjust
strategy’plan as needed

» Evaluate (overall
advocacy campaign and
specific activities)

p Stakeholder
Analysis

» Communications
Audit

» Project Brief

» Advocacy Strategy
» Massage Matrix

¥ Advocacy Action Plan
and Timeling
» Advocacy budget

» Communications
Activities

» Stalkeholder
Engagemeant Activities

» Monitoring reports

» Activity assessment

» Advocacy strategy
assessment

¥ Lessons learned
documents
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THANK YOUI!

Benjamin Herzberg
bherzberg@worldbank.org



