
First let me point out that this is a communications campaign for mandatory fortification. It 
is not a campaign to promote increased sales of foods made with fortified flour in a 
voluntary program.
Secondly, this is not one person’s job. I hope that your country has a National Fortification 
Alliance, and a group within that alliance is responsible for communications.
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We tend to think of communications in one of two ways. One way is awareness for 
consumers. A logo is an important part of this as it helps consumers identify fortified 
products. The goal is for consumers to understand that vitamins and minerals are being 
added to their wheat or maize flour. We want consumers to know that this will be good for 
them, and we want consumers to accept these fortified products.
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Another way to think about communications is to think of advocacy for stakeholders. This 
usually involves training or sharing information. 
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Now let’s look at these together.

Which of these two aspects of communications generally requires the most money and 
most creativity?
Typically it’s awareness. I’m going to represent that with a green box to illustrate the 
investment required. 
Yet I rarely hear of consumers demanding unfortified flour. On the other hand, I can think 
of several times when other groups either kept the legislation from passing or did not 
comply with legislation once it was passed. So I’m going to put a red box around them.

I see a problem here. We’re spending the communications budget and using our best 
creative efforts in the green box when the roadblock to effective fortification is usually 
somewhere in the red box.

What I will share with you in the next few minutes is a tool that will help you bring these 
two aspects of communications together. It will help you use your time and 
communications resources in ways that address the real challenges to communications.
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This tool is on the CD you have received during this meeting. You can also download the 
tool from the FFI website. Click on the link in red at the top of this page.
The tool also comes with a workbook for you to use in completing some exercises. 
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The toolkit applies this key principle to the entire communications campaign: it is not enough to 
inform or educate our audiences. We have to also motivate them to change behaviors.

A great example of this comes from the United States. In the 1990s, Dr. Godfrey Oakley who is 
pictured here, worked at the US Centers for Disease Control and Prevention in the birth defect 
prevention group. In 1991, results of a randomized control trial were published that proved without 
a doubt that folic acid could prevent most neural tube defects. Flour had been fortified with iron 
and other B vitamins in the US since the 1940s, so Godfrey thought it would be simple for folic acid 
to be added to the flour fortification standard.

What he found instead was a very political process. A government agency called the Food and Drug 
Administration or FDA had the final decision. They were well informed about the role of folic acid, 
and Godfrey met with FDA staff multiple times to educate them about this. But it simply wasn’t high 
on the FDA priority list.

Eventually Godfrey met a doctor named Dick Johnson who worked for the March of Dimes, a non-
governmental organization focused on preventing birth defects. Dick asked the FDA what progress 
they were making in adding folic acid to the standard for enriched grains. The FDA told Dick they 
were working on it. Dick went back in a few months, and still nothing had been done. Then Dick 
gave them a deadline. He and said if the policy wasn’t changed by that time, he would bring 
children with spina bifida to the FDA office, and they would stay there until the policy was changed.

This time the FDA acted and passed the requirement for folic acid to be included in enriched cereal 
grain products. 
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Here are the results of adding folic acid to the grain fortification standard in the United 
States. The CDC included this as one of 10 great public health achievements in the decade 
from 1996 to 2006. 

My point in telling you this story is ask a question. What if Godfrey Oakley and Dick 
Johnson had only educated the policy makers at the Food and Drug Administration? What if 
they had just given everyone at the FDA a copy of the 1991 randomized control trial 
showing that folic acid prevented NTDs? We can’t know the answer to that question, but 
we do know that the action by the March of Dimes influenced the FDA behavior in ways 
that the previous education had not.

I am not recommending that you threaten to protest in a government office. But we do 
need to be creative about how to influence the behavior of policy makers.
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We often conduct audience research to determine how to create awareness among 
consumers, but this is often neglected with advocacy. The key step in influencing behavior 
is understanding what motivates your audience. Two ways to learn this are through focus 
groups and individual interviews. The tool kit has guides for both of these.

Also remember that you cannot return to your country believing that everyone there will 
be as motivated as you are to prevent NTDs. You heard Graham’s great presentation this 
morning, and you are ready to take action. But the key decision makers in your country may 
think that providing safe drinking water or dealing with refugee health or stopping Ebola is 
a higher priority than preventing neural tube birth defects.

Do your audience research and find out what motivates them before you start your 
communications campaign.
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After you have conducted your audience research, study your notes and determine these 
four things:
1. Who influences the primary audiences? For example, if you determine that the 

parliamentarian in your country is a key audience, but you cannot get an appointment 
with him or her, then who influences the parliamentarian? His wife? The captain of his 
son’s soccer team? Who do you know who can influence the person you are trying to 
reach.

2. Second, what keeps them from taking action toward fortification? Are other things 
higher priorities? Do they think it’s too expensive?

3. Third, what are the benefits to them personally if fortification is implemented? Will 
they look good politically for taking action that benefits the population?

4. Fourth,  what are the benefits of not fortifying? Do they think it will be easier to just do 
nothing? 

After you have done this research, then you will be able to develop messages and activities 
to influence the behavior of your audiences. 
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The toolkit has a chapter on activity development that includes a list of pros and cons of 
specific activities, sample activities from multiple countries, and help with establishing 
priorities and a budget.
I don’t expect you to read this on the screen, but let me point out that page 34 in the 
toolkit on the CD offers this list of pros and cons of various communications channels. 
Using your audience research and this list will help you determine the best way to move 
forward.
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