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	Fortification Communications Toolkit

	Templates for toolkit activities 
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Identify Specific Audiences

See page 7 in Chapter 1 of the Fortification Communications Toolkit for a discussion on identifying general target audiences. Some general target audiences are listed in the gray boxes below. Identify groups who will be instrumental in fortification’s success in your country. Write those general audience labels in the gray boxes. Delete groups that are not appropriate for your country, and add those which are appropriate.

See pages 8 and 9 in Chapter 1 of the Fortification Communications Toolkit for a discussion on narrowing these general audiences into more specific group. In the numbered cells below, write a subset of a specific target audience for each of the general audience. For example, for the general target audience of millers, a more specific target audience might be large industrial millers.

	
	General Target Audiences:

	
	Policy Makers
	Millers
	Consumers
	Nutritionists
	Bakers
	Other:

	Specific  target audience:
	1.
	1.
	1.
	1.
	1.
	1.

	
	2. 
	2. 
	2. 
	2. 
	2. 
	2. 

	
	3. 
	3. 
	3. 
	3. 
	3. 
	3. 


Determining Behaviors to Change & Setting Objectives

See pages 9 and 10 in Chapter 1 of the Fortification Communications Toolkit for a discussion on setting objectives for each of your specific target audiences. Write the specific target audience in the top row. Then write the desired behavior or mid-term objective in the gray row. Then write the short-term objective and finally the long-term objective. See page 10 of the Toolkit to understand how this relates to the Stages of Change Model.
	
	Specific Target
Audience 1: 


	Specific Target
Audience 2: 


	Specific Target
Audience 3:

	Specific Target

Audience 4: 



	FACTORS THAT INFLUENCE

(Short-term objectives)
	
	
	
	

	BEHAVIOR

(Mid-term objectives)
	
	
	
	

	SUSTAINED BEHAVIOR

(Long-term objectives)
	
	
	
	


Audience Research
As noted on page 11 in Chapter 2 of the Fortification Communications Toolkit, an easy way to organize information on each of your target audiences is through a Strengths, Weakness, Opportunities, and Threats (SWOT) chart. This can help identify where you might need more information and areas of the campaign that may be challenging. Write this from your perspective, but throughout the rest of the toolkit, try to see everything from your audience’s point of view. See page 12 of the Toolkit for an example.
	STRENGTHS

(can help promote grain fortification)

	WEAKNESSES

(could work against grain fortification)

	OPPORTUNITIES

(Potential to be a strength)


	THREATS

(could derail the entire grain fortification program)



Identifying Barriers & Benefits

After conducting audience research, list barriers and benefits from the perspective of the audience for each of your target audiences with the template below.  Refer to the list of elements that influence behavior on page 20 in chapter 2 of the Fortification Communications Toolkit. See two examples on page 21 of the toolkit.
Specific target audience:  ________________________________

Desired behavior (mid-term objective): ___________________________________________________________________________________

Competition (what the audience sees as the alternative to performing the target behavior): _________________________________________ 

	BARRIERS

for adopting new behavior
	BENEFITS

for adopting new behavior
	BENEFITS

for keeping the old behavior

	
	
	


Determining the Four Ps of Marketing

See page 22 in Chapter 2 of the Fortification Communications Toolkit for an explanation of the Four Ps of marketing. Copied this form as needed and write the Four Ps for each of your target audiences. In this exercise use ‘Promotion’ as a place to brainstorm ideas for activities.  Instructions on developing activities further and examples from past fortification campaigns are in chapter 3.

	Four Ps for:

(Specific Target Audience)

	Product
	

	 Price
	

	Place
	

	Promotion
	


Chapter 3: Activity Development

See page 31 in Chapter 3 of the Fortification Communications Toolkit for a discussion of how to use a Creative Brief in your communications strategy. An explanation of each element and an example are on page 32 of the Toolkit. Make your creative briefs using the template below for each target audience.
	Creative Brief

	Background: 

	Target Audiences: 

	Target Behaviors: 


	Key Benefit:


	Support Statements: 



	Style and Tone: 


	Media: 


	Creative considerations: 



Creating an Action Plan

Page 37 in the Fortification Communications Toolkit lists things to consider in establishing priorities for your communications plan. The template below will help organized those items. Estimate a budget for each activity, consider the appropriate timing, and determine who will oversee that activity. Reference your audience research to help identify which audiences are priorities so you can capitalize on the benefits of fortification. Then rank each item by priority in the gray column.

Fortification Communications Action Plan for __________________________________

	Priority Level
	Specific Audience
	Communication Method/Activity
	Timing
	Approx. Cost
	Ownership

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	


Monitoring, Evaluation, & Implementation

Pages 46-49 in Chapter 4 of the Fortification Communications Toolkit offers guidance for monitoring and evaluating communications campaigns. A sample list of evaluation questions is on page 47. Refer to the list of priority activities you created on the previous page. In the left column below, write the behavior change (objective) you hope to achieve with that activity. Write evaluation questions for each desired objectives below.

	Audience: 

	Targeted Behavior (Objective)
	Evaluation questions

	1. 
	

	2. 
	

	3.  
	


Creating a Logic Model

A logic model can help organize the communications campaign. See pages 51 and 52 in Chapter 4 of the Fortification Communications Toolkit for two examples. In the model below, the “Partners” column is for others involved in this campaign. The information for the fields below can be gathered from work you have done in this toolkit.
	Key Audience

Focus:

	
	
	
	
	
	
	
	
	
	
	

	Partners
	
	Activities
	
	Monitoring and Evaluation Indicators
	
	Factors that Influence
(Short term objectives)
	
	Behavior
(Midterm objectives)
	
	Sustained Behavior
(Long term objectives)

	
	
	 
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	

	
	
	Ways to Measure Monitoring Indicators
	
	Ways to Measure Evaluation Indicators (Objectives)
	
	

	
	
	 

 

 

 
	
	 

 
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	


This workbook was created as an addendum to the Fortification Communications Toolkit. Please print these worksheets as needed.  You may need multiple copies of particular pages depending on how many audiences will be targeted in your campaign.





This resource was created by the Food Fortification Initiative (FFI). Through an international network of multi-sector partners, FFI offers advocacy and technical support to countries interested in fortifying cereal grains








www.ffinetwork.org
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