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Section 6:
What will your 
messages say?

What is the purpose of this message?

How will you match the message to the 
EHKDYLRXUDO�OHYHUV"

How will you make the message
memorable?

How will you make the message 
actionable?

How will you construct your post?
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Section 6- 
Creating a Message Strategy - What will your messages say?
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What is the purpose of this 
message?

Summary
Each message you post should have a reason behind it. Knowing the objective, it will support and to whom 
it’s directed will guide the message content and style of delivery.

Why is it important?
Social media is not just a one-and-done task, especially when it comes to behaviour change. Your success 
builds slowly, one message at a time. Each message serves a purpose and builds an impression.

Your social media objectives, along with the relevant priority audiences, guide your overall messaging 
strategy. The bulk of your SM4BC messages should address the key behavioural levers of change you 
LGHQWLȴHG�DV�EHLQJ�PRVW� LPSRUWDQW� WR�\RXU�DXGLHQFHVȇ�GHFLVLRQ�PDNLQJ�DQG�ZLOO�EH�GULYHQ�E\� WKH�RYHUDOO�
message concepts you develop next. Your messages should be created to do one or more of these:

Importance                                                         Time                                   Cost  

Reduce barriers and make it easy to take action
Tie the things your audience cares about to the behaviour
8VH�VRFLDO�LQȵXHQFH��VXFK�DV�QRUPV�DQG�VRFLDO�VXSSRUW��WR�HQFRXUDJH�WKHP
Provide a call to action

)RU�HDFK�RI�WKH�OHYHUV�RI�FKDQJH��L�H���D�VSHFLȴF�EDUULHU��PRWLYDWRU��HWF���IRU�\RXU�DXGLHQFH��FUHDWH�D�PHVVDJH�
map to guide you in the themes to cover as you build your social media messages. This consists of at least 
WKUHH�NH\�PHVVDJHV�DGGUHVVLQJ�WKH�OHYHU��DQG�WKUHH�WR�ȴYH�VXSSRUWLQJ�SRLQWV�ZLWK�LQIRUPDWLRQ�WKDW�FODULȴHV�
and expands on the messages.
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Key Considerations:

What is the desired outcome of your 
message? What do you want people to 
do, think or feel as a result of it? Not every 
message will have a call to action. Some of 
your messages may be intended to educate 
RU�FKDQJH�DWWLWXGHV��RU� WR�FUHDWH�D�VSHFLȴF�
emotion that increases the likelihood of 
change over time. 

Who is the message intended for? Knowing 
the audience helps you tailor the message 
based on their needs – in terms of language, 
behavioural levers, local factors, social 
network used, etc.

Not every message must be laser-focused 
on one of the levers of change. Your social 
media activities create a relationship over 
time with your audience. This means that, 
in addition to posting behaviour-related 
messages, you also need to engage with 
your audience interactively, and that may 
include more spontaneous posts (in a 
purposeful way) based on what’s happening 
on a given day. And though things like posts 
about your organization’s activities may not 
necessarily tie into one of your behavioural 
objectives, they can bolster your credibility 
as an information source.

Pretesting messages with your priority 
audience is an important part of the 
behaviour change communications process. 
You can do this via research methods like 
focus groups or individual interviews, or 
even online surveys. Check to make sure the 
messages are understandable, appropriate, 
and relevant to your audience.

Create a message map to guide your 
content development.

Before you develop a social media post, 
identify the desired outcome, based on 
the relevant levers of change or other 
social media engagement objectives. 

Be mindful of each priority audience and 
LWV� VSHFLȴF� QHHGV� DV� \RX� FRPSRVH� \RXU�
messages for them.

When possible, pretest your core 
messages with members of the priority 
audience.

1

2

3

4

1

2

3

4

Action steps:

For more information:
SBCC for Emergency Preparedness Implementation Kit – Develop Message Maps

How to Create a Messaging Map for Social Media Engagement

How to Use Ideas, Messages, and Themes to Build Your Content Strategy

+RZ�6RFLDO�0HGLD�LV�5HGHȴQLQJ�WKH�0HDQLQJ�RI�Ȇ0HVVDJHȇ

+RZ�WR�'HȴQH�<RXU�.H\�0HVVDJHV

https://sbccimplementationkits.org/sbcc-in-emergencies/develop-message-maps/
https://www.dummies.com/social-media/blogging/how-to-create-a-messaging-map-for-social-media-engagement/
https://www.socialmediatoday.com/content/how-use-ideas-messages-and-themes-build-your-content-strategy
http://www.millennialmarketing.com/2010/05/social-media-is-redefining-the-meaning-of-message/
https://www.luanwise.co.uk/social-media-planning-part-one-key-messages/
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Example:
Message Map

For example, if one of the barriers to creating an emergency stockpile of food is the cost, the message 
map might look like this:

How will you match the 
message to the behavioural 
levers?

Summary
'HSHQGLQJ� RQ� WKH� OHYHU� RI� FKDQJH� \RX�ZLOO� EH� DGGUHVVLQJ� LQ� \RXU�PHVVDJH�� XVH� WKH� VSHFLȴF� EHKDYLRXU�
change approaches for each that will be most powerful via social media.

Why is it important?
6LPSO\�SURYLGLQJ�LQIRUPDWLRQ�LV�RIWHQ�QRW�HHFWLYH�LQ�FUHDWLQJ�ODVWLQJ�EHKDYLRXU�FKDQJH��VR�GRQȇW�UHO\�RQO\�RQ�
fact-focused messages. Very often people know what they should do, but can’t make it happen in their own 
lives. To address the levers of change you’ve found are most relevant to your audience, your core messages 
will need to draw on a variety of intervention approaches. Here are some examples of methods you could 

Importance                                                         Time                                   Cost  
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Lever of Change: Intervention Approach
Barriers

Motivators

Knowledge Education

Beliefs And Attitudes 
About Problem And 

Behaviour

Education
Demonstrations 
Personalization
Emotion 
Social modeling

Training
Tips/How-to
Social modeling
Social support
Examples 
Planning/Goal-setting
Challenges

Perceived Negative 
Consequences

Education
Social Modeling
Social Support

Perceived Positive 
Consequences

Commitment
Education
Incentives
Social modeling
Habit development
Emotion

Training
Tips/How-to
Social modeling
Social support
Examples 
Planning/Goal-setting
Challenges

Opportunity And 
Accessibility

apply through social media, each described in more detail in the Key Considerations section below:
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Social Factors

Windows of Opportunity

Pleasure

Social modeling
Challenges
Reinforcement
Recognition
Emotion

Identity, Aspirations, 
Values

Emotion
Social modeling
Social support
Personalization

Perceived Social Norms
Education
Social modeling
Social support

Beliefs About What Others 
Will Think

Social modeling
Social support
Tips

Social modeling
Social support

Social Connection
Challenges
Recognition
Social support

Times
Locations

Events
States of Mind

Reminders
Tips
Social support
Planning
Habit development
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Key Considerations:

For each behavioural lever of change you 
LGHQWLȴHG� IRU� \RXU� SULRULW\� DXGLHQFHV��
UHIHU� WR� WKH� FKDUW� WR� ȴQG� WKH� VSHFLȴF�
approaches that will be most helpful in 
making that change.

Use the message approaches as a 
MXPSLQJ�R�SRLQW�IRU�WKLQNLQJ�DERXW�ZKDW�
types of themes and posts you could 
create on that topic.

1

2

Action steps:
Here are brief explanations for the 
intervention approaches described above:

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

Theory & Techniques Tool for Linking Behaviour Change Techniques and Mechanisms of 
Action

The Behaviour Wizard

Example:
Lever: Perceived Social Norms
Approach: Social Modeling

KWWSV���WZLWWHU�FRP�5HG&URVV�VWDWXV��������������������

http://communityengagementhub.org/
https://theoryandtechniquetool.humanbehaviourchange.org/
https://theoryandtechniquetool.humanbehaviourchange.org/
http://www.behaviorwizard.org/wp/
https://twitter.com/RedCross/status/1168245925594247173
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Lever: Windows of Opportunity
Approach: Reminder + Tips

KWWSV���WZLWWHU�FRP�QHPDEDKDPDV�VWDWXV��������������������

How will you make the 
message memorable?

Summary
Social media posts come and go. Your messages need to be designed to get people interested so they’ll 
remember the content and be inspired.

Why is it important?
Social media trades in the currency of attention. Your posts will be appearing in your followers’ streams 
as just one of many others, so making your message stand out is critical. What are the characteristics of a 
memorable message? It must be:

Importance                                                         Time                                   Cost  

Relevant – addressing the things that your audience cares about

Timely – taking social context and timing into account

Original – not just the same idea that people have already seen many times
The way you frame your message can make it easier to understand and more compelling. Using the 

https://twitter.com/nemabahamas/status/1167785110663507973
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Simple – Boil the concept down to its essence to make it as understandable as possible. For example, 
people don’t generally need to know the complicated mechanics of a tsunami, but they do need to know 
in the event of an earthquake to head for higher ground.

Unexpected – Surprise people! This could be by sharing a fact that goes contrary to what they would 
expect or by showing a situation from an angle they never thought about. What if instead of a parent 
VDYLQJ�D�FKLOG�IURP�GURZQLQJ�LQ�D�ȵRRG��D�FKLOG�VDYHG�WKHLU�SDUHQW�EDVHG�RQ�VRPHWKLQJ�WKH\�OHDUQHG�LQ�
school?

Concrete�Ȃ�8VH�WKH�ȴYH�VHQVHV�WR�PDNH�DQ�DEVWUDFW�FRQFHSW�UHDO�WR�SHRSOH��6KRZLQJ�SHRSOH��D�SDFNHW�
of sugar and salt, with a bottle of water, is much easier to understand than the term “oral rehydration 
solution.”

Credible – Give your audience reasons to believe that what you say is true. A doctor may make a good 
spokesperson. Someone whose child died from the measles because they didn’t get vaccinated is an 
even better messenger to promote immunizations.

Emotional�Ȃ�'UDZ�RQ�\RXU�DXGLHQFHȇV�HPRWLRQV�WR�KHOS�WKHP�UHPHPEHU�\RXU�NH\�SRLQW��7LH�WKH�LVVXH�
to what they care about, such as building on people’s identity and values. A community that values self-
VXɝFLHQF\�DV�SDUW�RI�WKHLU�LGHQWLW\�ZLOO�OLNHO\�UHVSRQG�WR�D�PHVVDJH�W\LQJ�WKDW�FKDUDFWHULVWLF�WR�GLVDVWHU�
preparedness.

Stories�Ȃ�8VH�VWRULHV��UHDO�RU�ȴFWLRQDO��WR�EULQJ�LQ�DOO�RI�WKH�SUHYLRXV�DSSURDFKHV�WR�PDNH�WKH�FRUH�LGHDV�
more memorable and to see the behaviour in action. A short video of someone telling their own story of 
how the preparations they made in advance led to their survival in a disaster is much more compelling 
than an academic paper coming to the same conclusion.

Key Considerations:

When you create social media content, think 
about what emotion you want the message 
to evoke: hope, belonging, trust, urgency, 
VHOI�FRQȴGHQFH�� HWF�� 7KHVH� ZLOO� OLNHO\� EH�
dictated by the behavioural lever of change 
you’re working with.

Don’t post on social media with the intention 
of making your content “go viral.” That’s an 
outcome that you have little control over 
beyond creating content that’s compelling 
and share-worthy. 

Using your message maps, think about 
how you can make the ideas relevant, 
timely and original.

Also consider which Made to Stick elements 
you can use to create memorable, 
understandable social media posts.

1

2

1

2

Action steps:

The Six Principles to Make Your Ideas Stick

Which Messages Go Viral and Which Ones Don’t

Are You Repeatable & Retweetable?

How to Use Behavioural Triggers to Spur Social Media Actions

For more information:

framework from the Heath Brothers’ excellent book Made to Stick, consider how you might present the 
core ideas to make them:

https://medium.com/constraint-drives-creativity/the-6-principles-to-make-your-ideas-stick-91a17229c949
https://hbr.org/2014/04/which-messages-go-viral-and-which-ones-dont
https://gettingattention.org/blog/marketing-message/
https://www.socialmediaexaminer.com/behavioral-triggers/
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Storytelling for Behaviour Change

Social Media 101: How To Use Storytelling

Example:
Simple

KWWSV���WZLWWHU�FRP�.6�����VWDWXV��������������������

https://thesocialdeck.com.au/storytelling-behaviour-change/
https://www.section5media.com/social-media-101-how-to-use-storytelling/
https://twitter.com/KS1729/status/1236848918849294336
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Unexpected

KWWSV���WZLWWHU�FRP�86&36&�VWDWXV��������������������

Concrete

KWWSV���WZLWWHU�FRP�DOLBQRRUDQLBWHK�VWDWXV��������������������

https://twitter.com/USCPSC/status/1255226075254263813
https://twitter.com/ali_noorani_teh/status/1231800964945862661%20
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Stories

KWWSV���ZZZ�\RXWXEH�FRP�ZDWFK"Y �\S<80-*H8�

Credible

KWWSV���ZZZ�IDFHERRN�FRP�2ȴFLQD1DFLRQDO'H(PHUJHQFLD�SRVWV�����������������

https://www.youtube.com/watch?v=6ypYUMJGeU4
https://www.facebook.com/OficinaNacionalDeEmergencia/posts/2973526049344802
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Emotional

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

https://twitter.com/CICR_es/status/1242605185513512964
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How will you make the 
message actionable?

Summary
Be strategic with the language and concepts you use to make your message easier for people to understand 
and act upon.

Why is it important?
7KH�ODQJXDJH�\RX�XVH�LQ�\RXU�VRFLDO�PHGLD�PHVVDJHV�FDQ�PDNH�D�ELJ�GLHUHQFH�LQ�KRZ�ZHOO�\RXU�DXGLHQFH�
understands what you intend, and in whether it will motivate them to take action. Know your audience’s 
literacy and education levels, and levels and write to match that.

Here are some tips for writing on social media to spark action:

Importance                                                         Time                                   Cost  

Write in a conversational style so you sound like a person, not a press release.

%H�DV�VSHFLȴF�DV�SRVVLEOH�ZKHQ�\RX�WHOO�SHRSOH�ZKDW�WR�GR�
No: “Stay out of a thunderstorm.”

Yes: “If you are outside during a thunderstorm, seek shelter immediately in a fully enclosed vehicle or 
building.”

Speak directly to your reader – use the word “you” rather than talking about what people in general 
should do (if culturally appropriate).

Use the active voice, not passive. 

Keep messages short and simple.

Use positive action words. 

Use plain language without jargon, acronyms or “text speak” abbreviations.

)RFXV�RQ�RQH�NH\�PHVVDJH�RU� WKHPH�SHU�SRVW��$YRLG�PRUH� WKDQ� WKUHH�GLHUHQW�FRPSRQHQWV� WR� WKH�
message.

Ask questions! By invoking curiosity about the answer, people will be more likely to read the rest of your 
post, watch your video or click the link.

1R��Ȋ7KH�FRPPXQLW\�ZDV�ȵRRGHG�E\�WKH�UDJLQJ�ULYHU�ȋ

<HV��Ȋ7KH�UDJLQJ�ULYHU�ȵRRGHG�WKH�FRPPXQLW\�ȋ

1R��Ȋ<RX�VKRXOG�QRW�ZDLW�WR�FDOO�WKH�)LUH�'HSDUWPHQW�ȋ

<HV��Ȋ&DOO�WKH�)LUH�'HSDUWPHQW�LPPHGLDWHO\�ȋ

For disaster preparedness and disaster risk reduction messages in particular:

5HSHDW�WKH�VDPH�FRUH�PHVVDJHV��SUHVHQWHG�LQ�GLHUHQW�ZD\V��FRQVLVWHQWO\�RYHU�WLPH�

Whenever possible, use evidence-based information to inform message development. 

Be careful to avoid fueling fear and anxiety.

(PSKDVL]H�WKH�HHFWLYHQHVV�RI�WKH�UHFRPPHQGHG�DFWLRQV�

5HLQIRUFH�WKH�DXGLHQFHȇV�VHOI�HɝFDF\�LQ�FDUU\LQJ�RXW�WKH�DFWLYLWLHV�

$GGUHVV�ERWK�DOO�KD]DUGV�SUHSDUHGQHVV�DQG�FRQWHQW�IRU�WKH�VSHFLȴF�GLVDVWHUV�WKDW�DUH�PRVW�FRPPRQ�LQ�
your location.
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Key Considerations:

What is the call to action in your message? 
Ultimately you want your audience to 
engage in the desired behaviour. But before 
they get there, interim steps might be to 
click a link to your website, to subscribe 
to your SMS reminder messages, to watch 
a video, to join a movement, to share the 
post…

Think about why someone would want 
to share your post with their friends. Is it 
relevant, interesting, useful, fun? Making it 
shareable means that it will spread to more 
people, increasing your audience.

Tailor your posts to match the style of each 
social network, in terms of how people 
communicate and what they post about. 
One platform, such as TikTok might use 
short videos, where you can demonstrate 
an action, while another like Twitter is more 
text-based, focused on reading and having 
conversations. 

Create messages using language that 
helps your audience understand exactly 
what they are supposed to do.

Include calls to action that will get them 
closer to actually performing the desired 
behaviour.

Create messages that are tailored to 
appropriate actions on the social networks 
you will post them on.

1

2

3

1

2

3

Action steps:

For more information:
CDC’s Guide to Writing for Social Media

This Is How To Write For Social Media To Create The Best Posts

Plain Language Guidelines

How to Design SBCC Messages

Crisis and Emergency Risk Communication: Messages and Audiences

https://www.cdc.gov/socialmedia/Tools/guidelines/pdf/GuidetoWritingforSocialMedia.pdf
https://coschedule.com/blog/how-to-write-for-social-media/
https://www.plainlanguage.gov/guidelines/
https://www.thecompassforsbc.org/how-to-guides/how-design-sbcc-messages
https://emergency.cdc.gov/cerc/ppt/CERC_Messages_and_Audiences.pdf
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Example:

KWWSV���ZZZ�LQVWDJUDP�FRP�S�%�IF�\'Ζ5I-�

KWWSV���WZLWWHU�FRP�+RUU\&RXQW\����VWDWXV��������������������"V ��

https://www.instagram.com/p/B2fc9yDIRfJ/
https://twitter.com/HorryCounty911/status/1169554475268366336?s=20
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How will you construct your 
post?

Summary
7KH�ZD\�\RX�SUHVHQW�\RXU�NH\�PHVVDJH�DQG�WKH�HOHPHQWV�\RX�FKRRVH�WR�LQFOXGH�LQ�HDFK�SRVW�FDQ�LQȵXHQFH�
behaviour change in various ways.

Why is it important?
Prior to creating a post, decide on which social network(s) you will share it, so that it can be customized 
VSHFLȴFDOO\�WR�ȴW�WKH�FRQYHQWLRQV�RI�WKH�LQWHQGHG�SODWIRUPV�

Your organizational voice plays a big role in the “personality” and style of your social media outreach.  While 
VRPH�RUJDQL]DWLRQV�SUHIHU�WR�NHHS�D�QHXWUDO��EXVLQHVVOLNH�WRQH��RWKHUV�RHU�D�PRUH�IXQ��IULHQGO\��RU�HYHQ�
snarky, approach. Create a style guide that will help manage the design of your posts, to keep the look and 
tone consistent even if multiple people are involved in creating them.

1H[W�� LQ�ZKDW� IRUPDW�ZLOO� \RX� ȊZUDSȋ� \RXU�PHVVDJH"�0DQ\�GLHUHQW� W\SHV�RI� VRFLDO�PHGLD� FRQWHQW� RHU�
opportunities to be creative and share the message in a variety of ways. For example, you can provide a 
straightforward fact-focused message, or you could share the story of a real person that makes the same 
point. 

<RX�FDQ�DGG�RQ�PDQ\�RSWLRQV�WR�\RXU�PHVVDJH�WR�PDNH�LW�PRUH�HHFWLYH�

Importance                                                         Time                                   Cost  

Visuals or video can reinforce a text-based message (and vice versa). 

A link will back up your call to action with the opportunity to learn more or get the tools needed to take 
action. 

#Hashtags DUH�D�ZD\�RI�KHOSLQJ�SHRSOH�ȴQG�\RXU�SRVWV�ZKHQ�WKH\ȇUH�ORRNLQJ�IRU�D�SDUWLFXODU�WRSLF�RU�
event, or to build a community of like-minded people. But go easy on the use of hashtags, unless it’s 
common to use a lot on that social network, such as on Instagram.

Tags of other people or organizations can help draw attention to your posts by the people who might 
be interested or able to amplify their reach.

7KUHDGV�RU�ȆVWRULHVȇ are a way of connecting individual posts to share a bigger message.



97

Key Considerations:

Determining your organizational “voice” 
on social media is a decision to make 
in conjunction with your marketing 
department or organizational leadership 
and should match the overall branding style 
that suits how you want your audience to 
think about you.

Depending on which social networks you 
GHFLGH�WR�XVH��\RX�ZLOO� OLNHO\�KDYH�GLHULQJ�
options and emphasis on the amount of 
text, incorporation of graphics, and use of 
video. You might focus on one element or 
a combination to help tell your story and 
reinforce your message. 

Shares or retweets of other people’s or 
organizations’ social media content in your 
feed can diversify and round out the content 
\RX�RHU��ZKLOH�EXLOGLQJ�HQJDJHPHQW�ZLWK�
your community and partners.

Create a social media style guide that lays 
out details of your organizational voice, 
as well as any guidelines regarding the 
general look and feel of your posts for 
consistency.

Based on the conventions of the social 
media platform you are designing for, 
EUDLQVWRUP�D�YDULHW\�RI�GLHUHQW�FRQWHQW�
formats that can help you get across each 
of your messages.

Develop a plan for the use of relevant 
hashtags, links and tags in your social 
media outreach.

1

2

3

1

2

3

Action steps:

For more information:
50 Social Media Content Ideas

���6RFLDO�0HGLD�ΖGHDV�IRU�1RQSURȴWV

How to Create a Social Media Style Guide: 10 Things to Include

How to Use Hashtags: A Quick and Simple Guide for Every Network

How to Use Social Media Stories to Boost Engagement

https://npengage.com/nonprofit-fundraising/50-social-media-content-ideas/
https://www.wholewhale.com/tips/social-media-ideas-nonprofits/
https://sproutsocial.com/insights/social-media-style-guide/
https://blog.hootsuite.com/how-to-use-hashtags/
https://www.business2community.com/digital-marketing/how-to-use-social-media-stories-to-boost-engagement-02283686
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Example:
Ideas for types of SM4BC content:

Promotional – reinforce credibility of your organization

Educational – provide facts and context related to the behaviour

Engagement – use conversation starters to build community

News/trending topics – show relevance of the behaviour or problem to current events or topics being 
talked about on social media

Storytelling�Ȃ�VKDUH�VWRULHV�RI�UHDO�SHRSOH�RU�GUDZ�SHRSOH�LQ�ZLWK�D�ȴFWLRQDO�HQWHUWDLQPHQW�HGXFDWLRQ�
story

Contests/challenges – give followers an incentive to share your post or engage in the behaviour

Inspirational/quotes�Ȃ�RHU�DQ�LQVSLUDWLRQDO�TXRWH�UHODWHG�WR�WKH�EHQHȴWV�RI�DGRSWLQJ�WKH�EHKDYLRXU�

Humor/memes – make your followers laugh and see things in a new way

Lists – provide ideas or resources to enable the behaviour

Polls/questions – gauge relevant knowledge and attitudes

Curate community generated content – engage your audience in customizing solutions for themselves 
and share them with others

How-tos/Demos – provide skills for carrying out the behaviour

Livestreaming videos/live chats – interact with people in real time to answer questions, share events 
and build community

Interviews Ȃ�VKDUH�YLHZSRLQWV�DQG�VWRULHV� IURP�UHOHYDQW�VRFLDO� LQȵXHQFHUV�RU�SHHUV�WR�SURYLGH�VRFLDO�
proof and build norms
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Worksheet 6 - 
MESSAGE STRATEGY WORKSHEET

1. Based on your objectives and key behavioural levers of change for 
each of your priority audiences, identify the main outcomes you will be 

creating messages to support (i.e., what do you want people to do, think 
or feel as a result of the messages?).

Behaviour
Levers of Change/Objectives Desired Outcomes to Support

Barriers

Motivators

Windows of Opportunity

Other Social Media Objectives

Audience

ACCESS WORKSHEET ONLINE HERE

https://docs.google.com/forms/d/e/1FAIpQLSevg-mgaZ71q0xA1rIV_ECrcD8dCGWb_EPlNQYXpuhU88QLWg/viewform?usp=sf_link
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2.For each behavioural lever of change you’ve identified for each of your 
priority audiences, create a message map.

Key Message 1 Key Message 2 Key Message 3

Lever of Change:

Audience:

Supporting Facts Supporting Facts Supporting Facts
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Lever of Change Theme/Post Ideas

Key Message:

Audience:

3. For each of your key messages, what are some potential behaviour 
change intervention approaches you can use that will address the 
relevant levers of change for that audience? (Refer to chart in 6B)

Intervention Approach
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4. How will you make your messages memorable?

Message Element

Simple

Ideas for Presenting the Message

Core Message

Behaviour

Audience:

Unexpected

Concrete

Credible

Emotional

Stories

5. a)

b)

c)

Before you create each social 
media post, consider the 

following questions:

Who is the intended audience? 
_______________________________________

What is the purpose of the post? 

What is the behaviour to be changed?
_______________________________________
_______________________________________
_______________________________________

Reduce a barrier
Promote a motivator
(QJDJH�VRFLDO�LQȵXHQFH
Provide a cue to action
Build organizational credibility
Develop relationships with online 
community
Other: _____________________________
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5.

Before 
you create 
each social 
media post, 
consider the 

following 
questions:

d)

e)

f)

:KLFK� VSHFLȴF� EHKDYLRXUDO� OHYHU� RI�
change for your audience will you be 
addressing in this message?

Barriers
Knowledge
Belief/attitude
6HOI�HɝFDF\
Skills
Ability
Opportunity/accessibility
Perceived negative consequences

Motivators
Perceived positive consequences
Pleasure
Identity/aspirations/values

Social Factors
Perceived social norms
Beliefs about what others will think
6RFLDO�LQȵXHQFHUV
Cultural beliefs and practices
Social connection

Windows of Opportunity
Time
Location
Event
State of mind

Additional details about the selected 
lever of change:
_____________________________________
_____________________________________
_____________________________________

What is the basic message to be 
conveyed in this post?
_____________________________________
_____________________________________

Which behaviour change intervention 
approach will you use to address that 
VSHFLȴF�OHYHU�RI�FKDQJH"

Challenge
Commitment
Demonstration
Education
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Emotion
Goal-setting
Habit development
Personalization
Planning
Recognition
Reinforcement
Referrals
Reminders
Social modeling
Social support
Tips
Training
Other:
_____________________________________
_____________________________________

5.

Before 
you create 
each social 
media post, 
consider the 

following 
questions:

How will you incorporate the message 
and/or intervention approach into a 
social media post (what type of content 
will it be)?
_____________________________________
_____________________________________

What is the call to action (if any)?
_____________________________________
_____________________________________

Which social network(s) will this 
message be posted to?

g)

h)

i)

Facebook
Instagram
Twitter
Pinterest
YouTube
Blog
Snapchat
Tiktok
LinkedIn
Whatsapp
Other:
_____________________________________
_____________________________________



105

Link
Hashtag(s)
Tags
Thread/Stories

5.
Before you create each social 

media post, consider the 
following questions:

What social media elements will you 
include in the post?

j)

Text
Graphic
Video


