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Section 3-
Prioritize audience(s) - Who do you need to reach?
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3’ @ Whose behaviours need to
change?

Importance * * *

Summary
Be very specific about who needs to take action in order to reach your objectives. “Everyone” or “the general

public” is not precise enough to be helpful as you design your strategy.

Time * Cost *

Why is it important?

The clearer you are about which specific types of people to include in your priority audiences, the more
effectively you can tailor your outreach to them. A one-size-fits-all strategy does not fit anyone very well.
Begin with your objectives and try to define which specific people in that category should take action.

Key Considerations:

1

Use what you know about the problem and
how it can be addressed to figure out what
types of people are able to take relevant

Action steps:

1

Review the objectives you previously

created. Can you get more specific on who
needs to take action on each objective?

actions. At what level in the socio-ecological

model does it make the most sense to 2
intervene? Use existing research to help you honeinon
2 which groups’ behaviour changes can make

the biggest difference on the problem.

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.

For more information:

® SBCC for Emergency Preparedness Implementation Kit - Selecting Priority Audiences

o |dentifying and Prioritizing Audiences



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

Example:
Same Topic, Different Audiences, Different Approaches

Py
‘U walnutstreetumc « Follow

Be sure to continue to follow the World
Health Organization's five
combat COVID-1
#walnutstreetums

WASH YDURSELVES ' IhooThosTong #o0Ad18

#washhands

AND BE CLEAN!

ISAIAH 1:16 @ hinescia I miss you too!

3likes

https://www.instagram.com/p/B 0b8-9lja9/

/s
*) enco_brigadeiro « Follow

@ cnco_brigadeiro Repost @cncomusic
¥/ @christopherbvelezm via #tiktok O
| = [
#cnco #cncomusic #christophervelez
#lavarasmdos #coronavirus
#lavarlasmanos #cnco_brigadeiro
#repost #cncoupdates

@

” lisbeth santos ¥,

2eply
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5,311 views
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Como lavarse las manos &

https://www.instagram.com/p/B92fSr8]17a/
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. m somosmedimagen « Follow
San Francisco, Zulia, Venezuela

"En tus manos esta la solucién” | el
#cuidados
Stmate a la prevencidn del COVID-19. ldvalas o
frecuentemente, por tu salud, y la de tu familia. P eancs
bmdesn
aw
Qv A

6 likes

APRIL 1

Add a comment...

https://www.instagram.com/p/B-cW9AVIVCD/

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.

Even if you cannot invest in formal research, there are many ways of finding information about your priority
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



e Attitudes - opinions and beliefs about the problem and related behaviours, benefits and barriers

they see to behaviour change, perceptions of social norms

® Behaviours - what they currently do related to the issue, frequency, in what circumstances, whether

they are using social media

—

(1 ) Key Considerations:

1

Not all characteristics of your priority
audiences will be relevant for you to focus
on for behaviour change. Invest more
effort on reaching people with the traits
that likely have an impact on their disaster
preparedness decision making or in how
you will be able to reach them. For example,
specific knowledge and attitudes may be
more important than demographic factorsin
whether they take action, but demographics
like language spoken or age may be very
relevant to how you reach them online.

2

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
efforts on those who are most ready, you
can create momentum that then reaches
the higher risk groups.

For more information:
® How to Do an Audience Analysis

e How to Do Audience Segmentation

Action steps:

L

Decide what type of information to collect
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.
2

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

3

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

® Behaviour Change Communication in Emergencies Toolkit — Part 3: Tools

® Formative Research for Assisting Behaviour Change



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

Example:

In a study for the Global Disaster Preparedness Center, researchers found three distinct audience types
when it comes to disaster preparedness digital engagement, which could extend to social media. Based on
their different characteristics, each would need a specific type of strategic approach. They are:

1. Preppers - who have extensive experience in disaster preparedness or the emergency field, along
with an extensive preparedness ecosystem. Disaster-related alerts trigger them to turn to other
sources to confirm the information, then they take preparedness action and transmit the information
to other people in their network.

2. Learners - who are interested in using technology for learning and exploring new knowledge about
disaster preparedness. When they develop a sense of trust in an information source, they fill their
own knowledge gaps and gain confidence in their own ability to act in emergency situations, becoming
motivated and ready to act.

3. 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.

Source:https.//www.preparecenter.org/sites/default/files/strategies for effective msging in rcrc digital
design_final.pdf

3 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

be an even more significant group to mobilize in order to reach your priority audiences.

Why is it important?

No person is an island. Everyone is influenced to some extent by the other people in their lives. These
influencers may include people like parents, spouses, teachers, doctors, local or online celebrities, or
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

—

(¥ ) Key Considerations:

1

In order to identify the likely influencers on
the behaviour of your priority audience, ask
them who they think is most knowledgeable
and credible on your issue. Who would they
g0 to with questions? Who do they admire
and want to be like? Who is most associated
with the issue?

If you choose to add an influencer group
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.

3

You can choose to work with individual
social media influencers, either directly or
through an agency, depending on how they
operate. The most popular online celebrities
generally charge a fee for sponsored posts,
though you can likely find many who would
share your information as a public service
at no cost. Influential accounts can also be
identified through social listening or other
analysis to see whose posts your audience
likes or talks about most.

For more information:
® How to Do an Audience Analysis

® How to Do Audience Segmentation

Action steps:

L

Include questions about influencers when
you talk with members of your priority
audiences.

p

Consider whether it makes sense to add an
influencer group as an additional priority

audience.

Keep a list of potential individual social
media influencers to work with when you
are ready to design your social media
engagement plan.

Behaviour Change Communication in Emergencies Toolkit — Part 3: Tools

® Formative Research for Assisting Behaviour Change



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

Example:

IFRC Americas &
IFRC  @IFRC_es

#RedCross teamed up with @baycmusic to address
#COIVD19 stigma, creating this music video that
supports the our work across the Caribbean. Spreading
facts to keep people, their families, and their
communities safe and healthy. #WeArelnThisTogether

#WeArelnThisTogether
& Reggae and dancehall star Bay-C lends his musical talent and
' celebrity status to support the work of the Red Cross as the...

& youtube.com

https://twitter.com/IFRC_es/status/1257717566199533571

William Shatner &
@WilliamShatner

For those of you under evacuation orders. Don’t be
silly and ignore them. Evacuate before it gets too bad.
That’s an order! #Dorian

https://twitter.com/WilliamShatner/status/11 11 74953472
3D What are they doing and
saying online?
Importance * * Time * * * Cost * *

Summary
Understanding your priority audiences’ online activity is critical for designing an effective social media

strategy to engage them.


https://twitter.com/IFRC_es/status/1257717566199533571
https://twitter.com/WilliamShatner/status/1168611658974953472

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:

Do they use social media regularly? (If not, this is likely not the right way to reach them!)
Which social networks are they most active on?
Which accounts do they follow that they consider trustworthy and influential?

What are their social media use patterns? Do they tend to lurk and just read what other people post?
Do they interact with other people? Do they post their own content?

Use “social listening” to learn what people are saying on social media about your issue (see 8B for more
details). Numerous social media analysis tools offer methods of tracking conversations via keywords and
hashtags, so you can find out how people are talking about your issue and organization. Also important is
learning which words they tend to use related to the topic, so you can talk to them in their own language.

@ Key Considerations:
1

A great deal of secondary data exists on
where different groups can be found on
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.

2

Find out which online news and information
sites your priority audiences spend time on
in addition to social media, to get a sense of
their digital lives and how it all fits together.

3

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.

For more information:

Action steps:

L

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.

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

® Social Technographics Profile

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


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

What are social technographics?

Example:

Credit: Forrester Research, Inc.

Creators
Conversationalists
Collectors
Spectators
Inactives




Worksheet 3 -
PRIORITY AUDIENCE PROFILE WORKSHEET

ACCESS WORKSHEET ONLINE HERE

Secondary research (existing data
about similar audiences)
Interviews

Focus groups

Survey

Other

Demographics

Psychographics

Risk factors

Knowledge

Attitudes

Behaviours



https://docs.google.com/forms/d/e/1FAIpQLSdQZ99NjZlDO1mKSl2a0nfQi_IZhgzwj_1cAunOMp4U7R8hLA/viewform?usp=sf_link




