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Final Workshop report
Title of Workshop: 
“Making Public Awareness Campaigns Work!  A Multi-Media Experience”
Moderator  Ms. Beatriz Casals, Casals & Associates, Inc. 
Rapporteur Dr. Olga Nazario, Senior Associate, Casals & Associates, Inc. 
Panellists 

1. Lawrence Ott, Director of Communications, Casals & Associates, Inc.
2. Thusitha Pilapitiya, Senior Technical Advisor, Casals & Associates, Inc.
3. Sally Taylor, Senior Technical Advisor, Casals & Associates, Inc. 
4. Erich de la Fuente, President, EDF Communications

Summary (300 words)
	This workshop on Making Public Awareness Campaigns Work highlighted the key elements that make a media campaign successful.  It walked the audience through the complete process from the first steps of evaluation and analysis to the final stages in implementing a campaign.  Starting with a communication strategy that defines it, public awareness campaigns provide opportunities for creating new perceptions on corruption and exposing all its negativity for the individual and society.   

During their presentations, panellists discussed the importance of segmenting the target audiences and of designing tools and messages specifically for each initiative.   The message of any anti-corruption strategy displayed by the campaign needs to be reinforced and repeated in all communications. This calls for a broad, long lasting campaign to reach into and across individuals and societies.   A campaign must be targeted in terms of content, audience and goals to maximize the limited resources available to conduct these public outreach activities. 
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.  

The workshop allowed ample time for questions from the audience but also invited participants to share their own experiences in carrying out campaigns.   The lively interaction enriched the workshop as the panel and the audience had the opportunity to learn about numerous campaigns that are currently being conducted in different parts of the world from their colleagues. 




Summary of presentations (300 words per panellist)
	Anti-Corruption Communications: 
 A Strategic Approach (Erich de la Fuente)

    A well designed and implemented anti-corruption communications strategy is essential to the success of any anti-corruption campaign. Anti-corruption communications should inform stakeholders about anti-corruption issues, existing mechanism and initiatives in a clear, sustained and informative manner.  It includes media relations, third party endorsements, leveraging strategy partnerships and internal communications.  It also follows strategy guidelines that align all individual communication initiatives.  The strategy should include clear anti-corruption communication objectives; segmented target audiences; key messages and corresponding proof points; individual initiatives and an evaluation of the strategy’s effectiveness.   It must have an external and an internal communication component.   It also requires developing proactive and honest media related activities that help maximize the reach of the message to all audiences.   
There are several communications tools that range from the press conference to the newsletters in getting the message across but the main focus should be on the key message.  Three to five well-defined key anti-corruption messages will serve as the pillar of the communication strategy.  In delivering the message, remember to be personable and honest; use facts, statistics and other power tools; be concise and use quotable language.  Always remember to reassess your progress in reaction to the strategy’s goals and revisit the communication plan to make any adjustments, if needed. 

What goes into an Effective Public Awareness Campaign? (Sally Taylor)
     There are five key factors for a successful public awareness campaign.  The first factor is the Campaign Strategy.  This is the process of identifying one or a few key issues; collecting information on target audience; using survey mechanisms; and learning what the target audience knows and does not know about the issues, how they feel about it and how does it affect their daily lives; who do they trust, what media do they turn to each day and more. 
    The second factor includes the Definition and Design of the Campaign.  Here one must identify potential sponsors, the most effective media for the specific task; type of information to be generated; examples to show; as well as how to link corruption to the delivery of key services such as health, education and security.   This is the most creative part of the strategy as the logo or branding for the campaign is defined in order to remind the audience of the anti-corruption message.  The message should be tested with focus groups before the campaign begins. 

   The third factor is the Sponsorship.  The credibility of the sponsoring organizations is critical for success.  The sponsor must be a believable proponent of the anti-corruption effort and develop ownership of the campaign.  Ownership implies believing in the views expressed by the campaign and being a spokesperson for those views. 
  Factor four is the Message, bringing the impact of corruption home to the key audience.  For example, how does corruption impact negatively on the quality of services provided at the local health clinic?  Or remind citizens that public officials have standards that they must follow and that people act ethically when opportunities for corruption are minimized. 
  Factor five, Distribution, faces the funding challenge.  There often are opportunities for distribution as public service announcements;  it many instances it is possible to persuade media sources to donate time, space and even creative talent as part of their individual contribution to the anti-corruption effort.  Finding a champion among media sources that is willing to be the first to publicize the campaign can lead to cooperation from other media particularly competitors. 

Creating the Institutional Support for Successful Anti-Corruption Campaigns (Thusitha Pilapitiya)

 One of the goals of an anti-corruption campaign should be to maximize its effectiveness and sustainability through support from institutions, regulatory frameworks, policy makers and political leaders.   This can be achieved in six steps. 
  The first is to create institutional mechanisms and provide safeguards for citizens to act upon messages from anti-corruption campaigns.  The head of state must articulate the political will to fight corruption and the rest of the government must continuously demonstrate its commitment to fight corruption.  Secondly, the regulatory framework must be in place for reporting corruption and protecting citizens who report it.   Citizens should be in a political environment where they feel fearless to complain against any official through their confidence in the laws, regulations and institutions of the country. 

  The third step calls for officials in institutions dealing with corruption to be aware of their roles and of the statutory duty placed upon them by the country’s constitution, laws and regulations.  Officials need to know (or be trained) to serve as intermediaries in helping citizens make corruption complaints.  Officials should also be asked to get involved in developing and implementing public awareness campaigns and should act within their organizations in completely transparent and accountable ways.    Also, citizens must be trained to respond when faced with corruption and be able to identify institutions to contact when lodging a complaint.   

The fifth step requires media to conduct investigation and analysis on corruption issues and report them responsibly.   Finally, institutions should protect citizens who complain by providing an atmosphere of security and confidence and keep citizens informed on the progress of complaints lodged.   The effectiveness of an anti-corruption campaign is sustained by the continued satisfaction of citizens who act upon messages. 
Creating a new perception on Corruption (Lawrence Ott)
    Public awareness campaigns help citizens create a new perception of corruption, one that exposes it in all of its negativity for the individual and society.  This approach calls for a broad, long lasting, campaign to reach into and across individual societies.  The campaign must be targeted in terms of content, audience and goals.  
Any public awareness strategy needs to be a long term effort.  Individual campaigns can be shorter, but the longer the effort, the greater the possibility of success.  Generally, such campaigns work best when they reinforce or strengthen existing attitudes, rather than try to change them.  Commercial advertising campaigns, from which public awareness campaigns are adopted, often call for the expenditures of tens or hundreds of millions of Euros to increase market share by one or two percentage points. They are generally repeated over extended periods of time, measured in months and years, not weeks or days. 

Most efforts at anti-corruption public outreach campaigns funded by governments, international donors and/or NGOs are often woefully under funded.    Understanding the severe limitations that most public outreach campaigns face, let’s see if we can find some common denominators among those ideas we have shared here that will work for you. 

 We would like to turn this discussion over to those of you who are participating with us today here in Athens.  We would like you to leave our panel with some concrete ideas about how public awareness campaigns can be applied in your particular country, under the cultural, political and societal environments in which you and your organizations live and function.   We would like to hear from you:  what is realistic, what is possible, and when is the best time to introduce a campaign.  What will work for you?

Before we begin the discussion, I would like to show a short video that gives a feel of anti-corruption campaigns across cultures and time (DVD on public awareness campaigns shown).

	


Main Outputs (200 words, narrative form)
	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 need 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 on a DVD, allowing participants to listen to the theory on public awareness campaigns and also to view them in action. 




Recommendations, Follow-up Actions (200 words narrative form)
	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 its negative impact on peoples’ lives but campaigns also need to be positive in order to move people to action;

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

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

· When conducting a public awareness campaign, be sure that the supply side (i.e. the government 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 respond quickly and effectively to these  complaints, while keeping citizens informed of the progress of their response;

· Campaigns need to be supported by regulatory frameworks that protect those denouncing corruption; and officials from national  institutions to village chiefs who receive complaints must be trained to respond to these complaints;

· In seeking protection, use international anit-corruption conventions (e.g. the United Nations against Corruption)  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 by government, community organizations, and individual citizens.




Highlights (200 words please include interesting quotes)

	This highly interactive workshop encouraged the audience to share their views and experiences in designing and conducting anti-corruption campaigns.  Participants agreed on the need for campaigns that educate on the negative impact of corruption.  They also opined that society should be informed about tools and initiatives available to fight corruption as well as what is already being done. 
Sharing their experiences from the audience were: 
· The 5th Pillar of India, carrying out a campaign of “Zero Rupees” bills to eliminate corruption at all levels.   The organization asked and received suggestions on how to expand the Rupees campaign. 

· 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’s Zero Tolerance Campaign that seeks to motivate citizens about fighting corruption. 

· Citizens and members of Bangladesh’s Anti-Corruption Commission, who asked for indicators to measure the success of a public awareness campaign. 

· Several officials and civil society representatives of Nigeria shared their 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 shared the experiences of the Women Against Corruption Forum and introduced the audience to the creation of a new network for women against corruption. 
· A UN representative asked for ideas and support on celebrating Anti-Corruption Day on December 9th. 




Signed

____________Olga Nazario __________1 December 2008 ________________
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