
Advocacy and Messaging

• Advocacy success depends on messaging forAdvocacy success depends on messaging for 
ALLALL

• Take your target from

“Willing to listen” to “Ready to Act”



The Widmeyer Approach

THE BENEFIT CHAIN

• Effective messages are both 

– Appealing

– Authentic

• The most appealing messages speak to universal• The most appealing messages speak to universal 
human values.

• The most authentic messages have a direct• The most authentic messages have a direct 
connection to day‐to‐day programs and services.



Messaging: 27 ● 9 ● 3

• The average length of a media sound bite is 
27 words, 9 seconds or 3 key points.

– Some exceptions.  For example, media will give you 
twice as many words if you have a good visualtwice as many words if you have a good visual.



Messaging: 27 ● 9 ● 3

• Studies show it is easier for the brain to• Studies show it is easier for the brain to 
remember information grouped in triads.

• Repetition, linking concepts together also 
make concepts easier to remember



Messaging: 27 ● 9 ● 3

l k d f h iDevelop a 3‐part key message, 7‐12 words for each question

Audience:

Define who the audience is for each question

Sample Questions from Their Perspective: 

1. What should I know about your preschool program?

2. Why should I support preschool?2. Why should I support preschool?



Questions to Ponder

• Who are your most important target audiences for 
your message?

• What characteristics or features 
distinguish your program?

• How do these more unique features benefit key 
audiences?audiences?

• Why is your program most relevant today?





The End

Thank you! 
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