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Section 3:
Who do you need to 
reach?

:KRVH�EHKDYLRXUV�QHHG�WR�FKDQJH"

What can you learn about your priority 
audience(s)?

:KR�DUH�WKH�SHRSOH�ZKR�PRVW�LQȵXHQFH�
your priority audience?

What are they doing and saying online?
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Section 3- 
Prioritize audience(s) - Who do you need to reach?
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Whose behaviours need to 
change?

Summary
%H�YHU\�VSHFLȴF�DERXW�ZKR�QHHGV�WR�WDNH�DFWLRQ�LQ�RUGHU�WR�UHDFK�\RXU�REMHFWLYHV��Ȋ(YHU\RQHȋ�RU�ȊWKH�JHQHUDO�
public” is not precise enough to be helpful as you design your strategy.

Why is it important?
7KH�FOHDUHU�\RX�DUH�DERXW�ZKLFK�VSHFLȴF�W\SHV�RI�SHRSOH�WR�LQFOXGH�LQ�\RXU�SULRULW\�DXGLHQFHV��WKH�PRUH�
H΍HFWLYHO\�\RX�FDQ�WDLORU�\RXU�RXWUHDFK�WR�WKHP��$�RQH�VL]H�ȴWV�DOO�VWUDWHJ\�GRHV�QRW�ȴW�DQ\RQH�YHU\�ZHOO� 
%HJLQ�ZLWK�\RXU�REMHFWLYHV�DQG�WU\�WR�GHȴQH�ZKLFK�VSHFLȴF�SHRSOH�LQ�WKDW�FDWHJRU\�VKRXOG�WDNH�DFWLRQ�

For more information:
SBCC for Emergency Preparedness Implementation Kit – Selecting Priority Audiences

Identifying and Prioritizing Audiences

Importance                                                         Time                                   Cost  

Key Considerations:

Review the objectives you previously 
FUHDWHG��&DQ�\RX�JHW�PRUH�VSHFLȴF�RQ�ZKR�
needs to take action on each objective? 

Use existing research to help you hone in on 
which groups’ behaviour changes can make 
WKH�ELJJHVW�GL΍HUHQFH�RQ�WKH�SUREOHP�

Use what you know about the problem and 
KRZ�LW�FDQ�EH�DGGUHVVHG�WR�ȴJXUH�RXW�ZKDW�
types of people are able to take relevant 
actions.  At what level in the socio-ecological 
model does it make the most sense to 
intervene?

Just as important as saying who you will 
include in your priority groups is identifying 
who you will NOT include. Not everyone is 
in a position to take action on a particular 
aspect of the problem. You can also specify 
the geographic area to focus on, if your 
program serves a particular community.

1

2

1

2

Action steps:

https://sbccimplementationkits.org/sbcc-in-emergencies/select-priority-audiences/
https://www.health.org.uk/sites/default/files/Identifying-prioritising-audiences-dl.pdf


40

Example:
Same Topic, Different Audiences, Different Approaches

https://www.instagram.com/p/B_0b8-9lja9/

https://www.instagram.com/p/B92fSr8J1Zq/
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KWWSV���ZZZ�LQVWDJUDP�FRP�S�%�F:�$YO9&'�

What can you learn about 
your priority audience(s)?

Importance                                                         Time                                   Cost  

Summary
Talk to the people in your priority audience(s) to understand what they already know about the problem, 
what will be motivating for them, and what barriers stand in their way to adopting key behaviours.

Why is it important?
Whether you call it “research” or just “getting to know your audience better,” this step is critical for the 
success of your program’s social media outreach. Ideally, you would conduct formal research, such as 
surveys, focus groups or interviews with people in your priority audiences, to explore how they think about 
the issue, what they’re already doing (or not doing) and why.

(YHQ�LI�\RX�FDQQRW�LQYHVW�LQ�IRUPDO�UHVHDUFK��WKHUH�DUH�PDQ\�ZD\V�RI�ȴQGLQJ�LQIRUPDWLRQ�DERXW�\RXU�SULRULW\�
audiences—through secondary research that other programs have done with similar audiences, or by 
talking with audience members informally. In later steps you will also learn more about them by seeing 
what they’re saying online .

Here are some of the types of information you need to know about your priority audiences to help you 
design messages and materials that will be optimized for behaviour change:

Demographics – sex, age, life stage, socioeconomic status, ethnicity, language, literacy levels

Psychographics – lifestyle, values, personality type

Risk factors – medical history, health status, home/neighborhood disaster readiness

Knowledge – facts they don’t know, misinformation they believe, where they get their information
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Behaviours – what they currently do related to the issue, frequency, in what circumstances, whether 
they are using social media

For more information:
How to Do an Audience Analysis

How to Do Audience Segmentation

Behaviour Change Communication in Emergencies Toolkit – Part 3: Tools

Formative Research for Assisting Behaviour Change

Key Considerations:

Not all characteristics of your priority 
audiences will be relevant for you to focus 
on for behaviour change. Invest more 
H΍RUW� RQ� UHDFKLQJ� SHRSOH� ZLWK� WKH� WUDLWV�
that likely have an impact on their disaster 
preparedness decision making or in how 
you will be able to reach them. For example, 
VSHFLȴF� NQRZOHGJH� DQG� DWWLWXGHV� PD\� EH�
more important than demographic factors in 
whether they take action, but demographics 
like language spoken or age may be very 
relevant to how you reach them online. 

You can use the ideas of “high risk” and 
“high opportunity” to prioritize audience 
groups with particular characteristics. Who 
is most at risk of the problem if they don’t 
change their behaviours? Who is most ready 
to make a change? These two groups don’t 
always intersect, but sometimes by focusing 
H΍RUWV� RQ� WKRVH�ZKR� DUH�PRVW� UHDG\�� \RX�
can create momentum that then reaches 
the higher risk groups.

'HFLGH�ZKDW� W\SH�RI� LQIRUPDWLRQ�WR�FROOHFW�
directly from members of your priority 
audiences, and which research methods 
to use. Talk to as many people as you can 
to learn about how they think about the 
problem, what motivates them, and the 
barriers that stand in the way of behaviour 
change.

Find secondary research on similar 
audiences to supplement what you are able 
to collect yourself.

Prioritize the most important characteristics 
based on “high risk” and “high opportunity” 
groups.

1

2

1

2

3

Action steps:

Attitudes�Ȃ�RSLQLRQV�DQG�EHOLHIV�DERXW� WKH�SUREOHP�DQG�UHODWHG�EHKDYLRXUV��EHQHȴWV�DQG�EDUULHUV�
they see to behaviour change, perceptions of social norms

https://www.thecompassforsbc.org/how-to-guides/how-do-audience-analysis
https://www.thecompassforsbc.org/how-to-guides/how-do-audience-segmentation
https://reliefweb.int/report/world/behaviour-change-communication-emergencies-toolkit%0D
https://www.actionagainsthunger.org/sites/default/files/publications/FormativeResearchGuidance_ABC.pdf
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Example:
ΖQ�D�VWXG\�IRU�WKH�*OREDO�'LVDVWHU�3UHSDUHGQHVV�&HQWHU��UHVHDUFKHUV�IRXQG�WKUHH�GLVWLQFW�DXGLHQFH�W\SHV�
when it comes to disaster preparedness digital engagement, which could extend to social media. Based on 
WKHLU�GL΍HUHQW�FKDUDFWHULVWLFV��HDFK�ZRXOG�QHHG�D�VSHFLȴF�W\SH�RI�VWUDWHJLF�DSSURDFK��7KH\�DUH�

Preppers�Ȃ�ZKR�KDYH�H[WHQVLYH�H[SHULHQFH�LQ�GLVDVWHU�SUHSDUHGQHVV�RU�WKH�HPHUJHQF\�ȴHOG��DORQJ�
ZLWK� DQ� H[WHQVLYH� SUHSDUHGQHVV� HFRV\VWHP��'LVDVWHU�UHODWHG� DOHUWV� WULJJHU� WKHP� WR� WXUQ� WR� RWKHU�
VRXUFHV�WR�FRQȴUP�WKH�LQIRUPDWLRQ��WKHQ�WKH\�WDNH�SUHSDUHGQHVV�DFWLRQ�DQG�WUDQVPLW�WKH�LQIRUPDWLRQ�
to other people in their network.

Learners - who are interested in using technology for learning and exploring new knowledge about 
GLVDVWHU�SUHSDUHGQHVV��:KHQ�WKH\�GHYHORS�D�VHQVH�RI�WUXVW�LQ�DQ�LQIRUPDWLRQ�VRXUFH��WKH\�ȴOO�WKHLU�
RZQ�NQRZOHGJH�JDSV�DQG�JDLQ�FRQȴGHQFH�LQ�WKHLU�RZQ�DELOLW\�WR�DFW�LQ�HPHUJHQF\�VLWXDWLRQV��EHFRPLQJ�
motivated and ready to act.

Trustors – who are not necessarily predisposed toward preparedness, but their relationship with 
and trust of another person in one of the other types leads to their taking action.

1.

2.

3.

Source:KWWSV���ZZZ�SUHSDUHFHQWHU�RUJ�VLWHV�GHIDXOW�ȴOHV�VWUDWHJLHVBIRUBH΍HFWLYHBPVJLQJBLQBUFUFBGLJLWDOB
GHVLJQBȴQDO�SGI

Who are the people who 
most influence your priority 
audience?

Importance                                                         Time                                   Cost  

Summary
Identify the people who your priority audiences trust and pay the most attention to in their lives. They may 
EH�DQ�HYHQ�PRUH�VLJQLȴFDQW�JURXS�WR�PRELOL]H�LQ�RUGHU�WR�UHDFK�\RXU�SULRULW\�DXGLHQFHV�

Why is it important?
No person is an island. (YHU\RQH� LV� LQȵXHQFHG� WR�VRPH�H[WHQW�E\� WKH�RWKHU�SHRSOH� LQ� WKHLU� OLYHV��These 
LQȵXHQFHUV� PD\� LQFOXGH� SHRSOH� OLNH� SDUHQWV�� VSRXVHV�� WHDFKHUV�� GRFWRUV�� ORFDO� RU� RQOLQH� FHOHEULWLHV�� RU�
community leaders.

https://www.preparecenter.org/sites/default/files/strategies_for_effective_msging_in_rcrc_digital_design_final.pdf
https://www.preparecenter.org/sites/default/files/strategies_for_effective_msging_in_rcrc_digital_design_final.pdf
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For more information:
How to Do an Audience Analysis

How to Do Audience Segmentation

Behaviour Change Communication in Emergencies Toolkit – Part 3: Tools

Formative Research for Assisting Behaviour Change

Key Considerations:

ΖQ�RUGHU�WR�LGHQWLI\�WKH�OLNHO\�LQȵXHQFHUV�RQ�
the behaviour of your priority audience, ask 
them who they think is most knowledgeable 
and credible on your issue. Who would they 
go to with questions? Who do they admire 
and want to be like? Who is most associated 
with the issue?

ΖI� \RX� FKRRVH� WR� DGG� DQ� LQȵXHQFHU� JURXS�
to your outreach, you’ll need to follow the 
same process for that audience to develop 
your social media strategy that you are 
using for the primary priority audiences.

You can choose to work with individual 
VRFLDO� PHGLD� LQȵXHQFHUV�� HLWKHU� GLUHFWO\� RU�
through an agency, depending on how they 
operate. The most popular online celebrities 
generally charge a fee for sponsored posts, 
WKRXJK�\RX�FDQ�OLNHO\�ȴQG�PDQ\�ZKR�ZRXOG�
share your information as a public service 
DW�QR�FRVW�� ΖQȵXHQWLDO�DFFRXQWV�FDQ�DOVR�EH�
LGHQWLȴHG� WKURXJK� VRFLDO� OLVWHQLQJ� RU� RWKHU�
analysis to see whose posts your audience 
likes or talks about most.

ΖQFOXGH�TXHVWLRQV� DERXW� LQȵXHQFHUV�ZKHQ�
you talk with members of your priority 
audiences.

Consider whether it makes sense to add an 
LQȵXHQFHU� JURXS� DV� DQ� DGGLWLRQDO� SULRULW\�
audience.

Keep a list of potential individual social 
PHGLD� LQȵXHQFHUV� WR� ZRUN�ZLWK�ZKHQ� \RX�
are ready to design your social media 
engagement plan.

1

2

3

1

2

3

Action steps:

https://www.thecompassforsbc.org/how-to-guides/how-do-audience-analysis
https://www.thecompassforsbc.org/how-to-guides/how-do-audience-segmentation
https://www.unicef.org/cbsc/files/BCC_Emergencies_full.pdf
https://www.actionagainsthunger.org/sites/default/files/publications/FormativeResearchGuidance_ABC.pdf
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Example:

KWWSV���WZLWWHU�FRP�Ζ)5&BHV�VWDWXV��������������������

KWWSV���WZLWWHU�FRP�:LOOLDP6KDWQHU�VWDWXV��������������������

What are they doing and 
saying online?

Importance                                                         Time                                   Cost  

Summary
8QGHUVWDQGLQJ� \RXU� SULRULW\� DXGLHQFHVȇ� RQOLQH� DFWLYLW\� LV� FULWLFDO� IRU� GHVLJQLQJ� DQ� H΍HFWLYH� VRFLDO� PHGLD�
strategy to engage them.

https://twitter.com/IFRC_es/status/1257717566199533571
https://twitter.com/WilliamShatner/status/1168611658974953472
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'R�WKH\�XVH�VRFLDO�PHGLD�UHJXODUO\"��ΖI�QRW��WKLV�LV�OLNHO\�QRW�WKH�ULJKW�ZD\�WR�UHDFK�WKHP��

Which social networks are they most active on?

:KLFK�DFFRXQWV�GR�WKH\�IROORZ�WKDW�WKH\�FRQVLGHU�WUXVWZRUWK\�DQG�LQȵXHQWLDO"

:KDW�DUH�WKHLU�VRFLDO�PHGLD�XVH�SDWWHUQV"�'R�WKH\�WHQG�WR�OXUN�DQG�MXVW�UHDG�ZKDW�RWKHU�SHRSOH�SRVW"�
'R�WKH\�LQWHUDFW�ZLWK�RWKHU�SHRSOH"�'R�WKH\�SRVW�WKHLU�RZQ�FRQWHQW"

Use “social listening” to learn what people are saying on social media about your issue (see 8B for more 
details)��1XPHURXV�VRFLDO�PHGLD�DQDO\VLV�WRROV�R΍HU�PHWKRGV�RI�WUDFNLQJ�FRQYHUVDWLRQV�YLD�NH\ZRUGV�DQG�
KDVKWDJV��VR�\RX�FDQ�ȴQG�RXW�KRZ�SHRSOH�DUH�WDONLQJ�DERXW�\RXU�LVVXH�DQG�RUJDQL]DWLRQ��$OVR�LPSRUWDQW�LV�
learning which words they tend to use related to the topic, so you can talk to them in their own language.

For more information:
For more information on behaviour change documents go to the: CEA HUB

6RFLDO�7HFKQRJUDSKLFV�3URȴOH

What is Social Listening, Why it Matters, and 10 Tools to Make it Easier

Key Considerations:

A great deal of secondary data exists on 
ZKHUH� GL΍HUHQW� JURXSV� FDQ� EH� IRXQG� RQ�
social media, and how they are using the 
sites. This can help get you started when 
looking at demographics like age, sex, 
ethnicity, country, etc.

Find out which online news and information 
sites your priority audiences spend time on 
in addition to social media, to get a sense of 
WKHLU�GLJLWDO�OLYHV�DQG�KRZ�LW�DOO�ȴWV�WRJHWKHU�

Social listening is an important research 
method to use throughout the social media 
development and community engagement 
process. Tracking what people are talking 
about online in relation to your topic 
is critical to be able to address gaps in 
knowledge and negative attitudes, as well 
as to take advantage of social media trends 
that can make your posts more relevant.

In your research with the priority audiences, 
be sure to ask them which social networks 
they use regularly and what they do on 
them, as well as where else they spend time 
online.

Set up a social listening system to start to 
understand what people in your audiences 
are talking about on social media.

1

2

3

1

2

Action steps:

Why is it important?
Throughout the strategy design and content development process, you need to have a good idea of how 
your priority audiences use social media and other online sites. This means learning where they spend their 
time online, what they are doing there, and what they post about your issue.

Analyze your audiences’ social media habits, or “technographics,” such as:

http://communityengagementhub.org/
https://www.toolshero.com/marketing/social-technographics-profile/
https://blog.hootsuite.com/social-listening-business/
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Example:
What are social technographics?

Creators

Conversationalists

Critics

Collectors

Joiners

Spectators

Inactives

Publish a blog
Publish your own website
Upload video you created
Upload audio/music you created
Write articles or stories about them

Update staus on a social networking site
Post updated on Twitter

Post ratings/reviews of products or services
Comment on somone else’s blog
Contribute to online forums
Contribute to/edit articles on Wiki

Use RSS feeds
Vote for Web sites online
Add “tags” to Web pages or photos

Maintain profiles on a social networking site
Visit social networking sites

None of the above

Reads blogs
Listens to podcasts
Watch video from other users
Read online forums
Read customer ratings/reviews
Read tweets

Credit: Forrester Research, Inc.
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Worksheet 3 - 
PRIORITY AUDIENCE PROFILE WORKSHEET

What are the key groups 
whose behaviours need to 

change to make a difference 
on the problem, based on 

your objectives?

What kind of research 
will you do to learn 
about your priority 

audiences?

Which audience group(s) are 
at highest risk of the problem 

if they don’t change their 
behaviours?

Secondary research (existing data 
about similar audiences)
Interviews
Focus groups
Survey
Other _____________________________
____________________________________

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________

1.

3.

2.

4.

a)

b)

c)

d)

e)

f)

Based on the results of your 
research, what are the most 

relevant characteristics of 
your priority audiences for this 
issue? (Fill out one worksheet 

for each audience.)

Demographics
____________________________________
Psychographics
____________________________________
Risk factors
____________________________________
Knowledge
____________________________________
Attitudes
____________________________________
Behaviours
____________________________________

ACCESS WORKSHEET ONLINE HERE

https://docs.google.com/forms/d/e/1FAIpQLSdQZ99NjZlDO1mKSl2a0nfQi_IZhgzwj_1cAunOMp4U7R8hLA/viewform?usp=sf_link
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Which audience 
group(s) are most 
ready to make a 

change?

__________________________________________

__________________________________________

__________________________________________

__________________________________________

________________________________________

5.


