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WORKSHOP REPORT FORM

Number and title of workshop 
No.            Making Public Awareness Campaigns Work!  A Multi-Media Experience
Date and time of workshop
October 31, 2008, 11:00 – 13:00 __________________________________________________________________________
Moderator (Name and Institution) Ms. Beatriz Casals, Casals & Associates, Inc. __________________________________________________________________________
Rapporteur (Name and Institution) Dr. Olga Nazario, Casals & Associates, Inc. __________________________________________________________________________
Panelists (Name, institution, title)

	1. Erich de la Fuente, EDF Communications -- President

2. Lawrence Ott, Casals & Associates, Inc. – Director of Communications

3. Thusitha Pilapitiya, Casals & Associates, Inc. – Senior Associate

4. Sally Taylor, Casals & Associates, Inc. – Senior Associate




Main Issues Covered

	· The need for an anti-corruption communication strategy prior to designing a public awareness campaign. 
· The key elements for a successful public awareness campaign

· The obstacles faced in conducting a public awareness campaign

· The need to incorporate the institutions in buying into the campaign message and its demands
· Public awareness campaigns must take a longer term approach in order to change individuals and society’s views on corruption. 


	


Main Outcomes
	The well-integrated workshop on public awareness campaigns emphasized several important issues related to media campaigns.  The panelists argued that prior to designing a media campaign, it is necessary to have a well designed and implemented communication strategy that includes communication objectives, segmented target audiences, tools defined specifically for each initiative, targeted messages and more.   The message of any anticorruption strategy needs to be reinforced and repeated in all communications.
Next, the making of an effective public awareness campaign requires a campaign strategy that identifies the key issues, collects information on the target audience and uses descriptive and analytical survey mechanism.   In designing and defining the campaign, you need to look for credible sponsors, identify your target audience and the most effective media for carrying on the message that will be disseminated.    Logos and branding of campaigns help in reminding the audience of the anticorruption message.  The campaign message should focus on issues that people can understand and that they are affected by, such as the lack of medicines in the local clinic.  Survey mechanisms can serve to identify the keys issues of concern to citizens in order to have great impact.  Finally, finally, finding where to place the campaign at competitive costs while maximizing visibility is always a challenge. 
The workshop members also emphasized that public awareness campaigns require support from institutions, regulatory frameworks, policy makers and political leaders.  The goal of a successful campaign is to have the officials in institutions dealing with corruption participating in campaigns willing and able to receive and act upon public complaints.  
In concluding, the workshop showed public awareness campaigns can create a new perception of corruption, one that exposes it and all its negativity for the individual and society.  This approach calls for a broad, long lasting campaign to reach into and across individuals and societies.  It must be a targeted campaign in terms of content, audience and goals.  A shot gun approach is doomed to failure, especially considering the limited resources available to conduct these public outreach endeavors. 




Main Outputs

	The workshops consisted of three papers and a plenary.  The three papers focused on:  
· Anti-Corruption Communications:  A Strategic Approach (E. de la Fuente)
· What goes into an Effective Public Awareness Campaign? (S. Taylor)
· Creating the Institutional Support for a Successful Anti-Corruption Campaign (T. Pilapitiya).
The plenary addressed the new for a long term approach in using public awareness to change individuals and citizens views of corruption and how it affects their lives. 
Several examples of successful campaigns were shown in DVDs, allowing participants to not only listen to the theory on public awareness campaigns but, see view them in action. 




Recommendations, Follow-up Actions

	The workshop members strongly emphasized that: 
· Every campaign should educate and inform citizens and enrich what the target audience already knows;

· The campaign message should link corruption to the negative impact on peoples’ lives but also be positive in order to move people to action;

· Credibility of sponsors of campaign is essential and thus, sponsors should be selected very carefully, including civil society organizations and business partners;

· Placing message in local media can be very cost effective and have direct impact on community;

· When conducting a public awareness campaign, be sure that the supply (institutions) are ready to receive and respond to the demands of a motivated citizenry; 

· Institutions must instruct citizens where to go to be informed, to place a complaint and on course of action of their complaints;

· Campaigns need to be supported by regulatory frameworks that protect those denouncing corruption and officials from the institutions to the village chiefs who receive complaints must be train to do so;
· In seeking protection, use international conventions on anticorruption that have been signed and ratified by the governments and seek the support of third parties;
· Media should be made aware of their social responsibility.



Workshop Highlights (including interesting quotes)

	This highly interactive workshop encouraged participants to share their views and experiences in designing and conducting anticorruption campaigns.  There was consensus on the need for campaigns to educate from children to high government official on corruption and its negative impact as well on the positive side of what and should be done. 

Among the participants that shared their experiences were: 

· The 5th Pillar of India, carrying out a campaign of “Zero Rupees” bills to eliminate corruption at all levels.   Representative of the organization asked for ideas on how to multiply the distribution of the Rupees and received several suggestions from the panelists as well as from other member participants. 
· The Comptroller General of Colombia, who explained the “Control Heroes” education campaign being conducted at elementary and middle schools in Colombia. 

· Namibia Institute for Democracy, conducting a campaign on Zero Tolerance that seeks to get people excited about fighting corruption. 

· Participants from Anti-Corruption Commission of Bangladesh, as well as from civil society, who asked about indicators to measure if a public awareness campaign is working. 

· Several officials and civil society representatives of Nigeria who talked about grassroots initiatives to make citizens aware of how corruption is denying them access to water, electricity and health services. 

· Fundación Mujeres en Igualdad, of Argentina, who related experiences with the Forum on Women Against Corruption and the creation of a new network for women against corruption. 
In closing, most organizations present responded positively to the request of the United Nations representative to be creative and supportive of celebrating Anti-Corruption Day on December 9th. 



Signed
Olga Nazario
__________________________________________________________________________
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