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Grounding:
What is “Communications”?



COMMUNICATIONS = YOUR STORY + YOUR TOOLS

📖 Narrative: The story we 
want to tell or the 

understanding we want to 
create

+

📝 Messaging: The words we 
use to tell that story or create 

that understanding 

📢 Tools: The tactics and 
platforms you use to get your 

story out there
➔ Traditional media (print, 

broadcast, radio)
➔ Social media
➔ Own media (blogs, newsletter)



YOUR STORY = NARRATIVE + MESSAGING

📖 Narrative: The story we 
want to tell or the 

understanding we want to 
create

+

📝 Messaging: The words we 
use to tell that story or create 

that understanding 

📢 Tools: The tactics and 
platforms you use to get your 

story out there
➔ Traditional media (print, 

broadcast, radio)
➔ Social media
➔ Own media (blogs, newsletter)



us

Narrative

The story we want to tell or 

the understanding we want 

to create

The words we use to tell 

that story or create that 

understanding 

Messaging

YOUR STORY



NARRATIVE CHANGE

What the narrative 
is now

What we want the 
narrative to be



NARRATIVE CHANGE

What the narrative 
is now

What we want the 
narrative to be

The messaging we 
use to get there



HOW DO WE GET FROM HERE…

SCHOOL SAFETY = 
ARMED GUARDS

SCHOOL SAFETY       
= ALL THE THINGS

TO HERE?



MESSAGING!

Introduce & show the 
effectiveness 

community-led school 
safety solutions

Discuss the root 
causes of violence, 
trauma, & economic 

insecurity

Normalize work to 
expand public safety 

tools in schools

Show how stable housing, 
public education, & 

infrastructure for families 
create real safety

 

Delegitimize the narrative that 
police make schools safe

SCHOOL SAFETY  = 
ARMED GUARDS

SCHOOL SAFETY       
= ALL THE THINGS

Acknowledge the trauma gun 
violence causes for students, 

parents, & teachers 



The messaging you chose depends on 
your local context. 

But together, all the angles / frames on 
the previous slide work to do the same 
thing → shift the narrative 



us

Narrative

The story we want to tell or 

the understanding we want 

to create

The words we use to tell 

that story or create that 

understanding 

Messaging

LET’S FOCUS ON MESSAGING



THE MOST EFFECTIVE MESSAGING

1. Leads with VALUES

2. Introduces the PROBLEM

3. Offers a VISION



THAT’S BECAUSE THE POLLING & RESEARCH SHOWS…

People are most receptive to messaging when you 
affirm their concerns and direct them to solutions.



IF WE GO BACK TO 
OUR MESSAGING…

Introduce & show the 
effectiveness 

community-led school 
safety solutions

Discuss the root 
causes of violence, 
trauma, & economic 

insecurity

Normalize work to 
expand public safety 

tools in schools

Show how stable housing, 
public education, & 

infrastructure for families 
create real safety

 

Delegitimize the narrative that 
police make schools safe

SCHOOL SAFETY  = 
ARMED GUARDS

SCHOOL SAFETY       
= ALL THE THINGS

Acknowledge the trauma gun 
violence causes for students, 

parents, & teachers 



…AND CHOOSE TO:

Introduce & show the 
effectiveness 

community-led school 
safety solutions

Discuss the root 
causes of violence, 
trauma, & economic 

insecurity

Normalize work to 
expand public safety 

tools in schools

Show how stable housing, 
public education, & 

infrastructure for families 
create real safety

 

Delegitimize the narrative that 
police make schools safe

SCHOOL SAFETY  = 
ARMED GUARDS

SCHOOL SAFETY       
= ALL THE THINGS

Acknowledge the trauma gun 
violence causes for students, 

parents, & teachers 



OUR MESSAGE MIGHT LOOK SOMETHING LIKE THIS:

We all agree that our schools should be sanctuaries 
where children can focus on learning without worrying 
about their safety. But recent calls for armed guards in 
schools are not the path to achieving this goal. Study 
after study has proved that more guns in our schools 
does not make us safer – it just exacerbates the 
school-to-prison pipeline.  Rather than fighting violence 
with violence, we must listen to what our students and 
school communities want and need to feel safe: providing 
mental health support, implementing restorative justice 
practices, and ensuring that each student has the tools 
they need to thrive in school.    

1. Values
2. Problems
3. Vision



MEMBER EXAMPLE – JEN WESTMORELAND!

LTE



How Do We Get Our Messages Out 
Into the World?



THIS IS WHERE TOOLS COME IN

📖 Narrative: The story we 
want to tell or the 

understanding we want to 
create

+

📝 Messaging: The words we 
use to tell that story or create 

that understanding 

📢 Tools: The tactics and 
platforms you use to get your 

story out there
➔ Traditional media (print, 

broadcast, radio)
➔ Social media
➔ Own media (blogs, newsletter)



TOOLS

Earned Media

Press – including 

print, radio, & 

broadcast.  

Social media – like 

Facebook, Twitter, & 

Instagram.

Digital

Your narrative is only as effective as your tools used to disseminate it.

Owned media – 

like blogs & 

newsletters. 

Owned Media



Earned Media

Press – including 

print, radio, & 

broadcast.  

Social media – like 

Facebook, Twitter, & 

Instagram.

Digital

Owned media – 

like blogs & 

newsletters. 

Owned Media



EARNED MEDIA TOOLS

PRESS RELEASE PRESS STATEMENT

PITCH

QUOTE
PRESS CALL

MEDIA ADVISORY LTE

OP-ED



MEDIA TACTICS: 
OVERVIEW AND 

TEMPLATES

https://localprog.org/guide-mediatactics
https://localprog.org/guide-mediatactics
https://localprog.org/guide-mediatactics


WHAT CAN I USE EARNED MEDIA TOOLS FOR?

● Influencing public opinion or counter a harmful narrative 

● Reaching the audience of your target news outlet to share your narrative/perspective 

● Positioning yourself as a spokesperson on a particular topic or issue

● Highlighting a trend and comment on it

● Alerting the media to a story worth covering ahead of time 

● Commenting on breaking news or react to something that’s happened 

● Injecting your voice and perspective into the conversation on a particular topic or issue

● Controlling the release of new information through an exclusive 

● Providing additional context you feel is being missed or ignored in the current news cycle 



Earned Media

Press – including 

print, radio, & 

broadcast.  

Social media – like 

Facebook, Twitter, & 

Instagram.

Digital

Owned media – 

like blogs & 

newsletters. 

Owned Media

Social media is also a traditional media outreach tool



DIGITAL TOOLS

CELEBRATE WINS

EXPLAIN POLICY

SHARE GOOD NEWS

HUMANIZE YOURSELF SHOUT OUT PARTNERSCOMMUNITY ENGAGEMENT



WHAT CAN I USE DIGITAL TOOLS FOR?
● Connecting with constituents, partners, other local electeds, reporters, etc.

● Demystifying yourself as a local elected to seem more approachable/relatable

● Highlighting and celebrating wins!

● Educating the public (both about how local government works and about what particular 

policies/laws do) 

● Taking a stand on a particular issue 

● Showing support and garnering support or opposition for a policy, law, trend, etc.

● Soliciting feedback, such as asking constituents to weigh in on something 

● Sharing helpful articles/stories 

● Responding to an event or issue 

● Spotlighting community events and your participation in them

● Amplifying your own content – blogs, statements, press releases, events, etc. Reporters often 

follow elected accounts!



Earned Media

Press – including 

print, radio, & 

broadcast.  

Social media – like 

Facebook, Twitter, & 

Instagram.

Digital

Owned media – 

like blogs & 

newsletters. 

Owned Media

Owned media is also a traditional media outreach tool



OWNED MEDIA TOOLS

NEWSLETTER

WEBSITE
BLOG



WHAT CAN I USE OWNED MEDIA FOR?
● Owning the narrative – whereas earned media is subject to reporter 

interpretation and edits, you set the messaging on your own media

● Providing longer-form context and political education around policy areas

● Explaining votes or standalone actions that you take as an elected official

● Passively pitching earned media by providing story-ready content in blogs, press releases, etc

● Highlighting and celebrating wins!

● Spotlighting community events and your participation in them

● Targeting your content to specific email segments vs broad audiences from social media and 

press

● Sharing helpful articles/stories 

● Taking a stand on a particular issue 

● Responding to an event or issue 



THINGS TO CONSIDER WHEN DECIDING WHICH TOOL(S) TO USE

✅ What are your goals?

📣 Who are you trying to reach?

⏰ What is your timeline?

✏ How much control do you want over the narrative?

⚖ What is your capacity?

🤝 What are you hearing from your community partners?

🚨 Could sharing this narrative have any negative consequences?



YOUR TOOLS DON’T EXIST IN SILOS!

Earned Media

Press – including 

print, radio, & 

broadcast.  

Social media – like 

Facebook, Twitter, & 

Instagram.

Digital

Owned media – 

like blogs & 

newsletters. 

Owned Media

Use your tools to compliment one another!



FOR EXAMPLE

1. Post a blog as an effort for broader political education about a 

complex housing policy; then

2. Tweet it out to your network, and then

3. Send both the blog post and the tweet to a reporter you know 

might be interested in covering this!

󰠁 → 📱 → 📧 



CHECK OUT OUR POLICY 
ROLLOUT GUIDANCE

FOR ANOTHER EXAMPLE…

https://docs.google.com/document/d/12hULxCQD9q9vEsfAec78IsIB7pvdsXmdf0UB9I1zzZU/edit?tab=t.0
https://docs.google.com/document/d/12hULxCQD9q9vEsfAec78IsIB7pvdsXmdf0UB9I1zzZU/edit?tab=t.0


Putting it All Together



📝 DEVELOPING A STRATEGIC COMMS PLAN

1. Identify the current narrative

2. Identify your desired narrative

3. Develop your main point

4. Identify your desired audience 

5. Select 1-3 specific communications tools that you’ll use to reach your 

desired audience and spread your message

6. Identify your values, problem, and vision that supports your main point 

AND will resonate with your audience. 

7. Adapt your messaging for the tool(s) you chose 

8. Leverage your tool(s) more broadly 

this is a GUIDE!



(1) IDENTIFY THE 📺  CURRENT NARRATIVE  📺
Questions to ask yourself:

● What am I hearing in my 

community? 

● What is the prevailing story in the 

media?

● What are folks who disagree with 

me saying?

Example: Welcoming New Arrivals

Current narrative: 

“We don’t have enough resources to 

handle this massive influx of people. 

Our city is overrun with migrants – 

this is a CRISIS.” 



(2) IDENTIFY YOUR 📣  DESIRED NARRATIVE  📣
Questions to ask yourself:

● What do I wish people in my 

community were saying? 

● What do I wish I was reading / 

watching / listening to in the media? 

● What am I saying / trying to say?

● What are folks who agree with me 

saying? 

Example: Welcoming New Arrivals

Desired narrative: 

“Whether our family has been here 

for generations or has just arrived, 

our communities are strongest when 

ALL of us have everything we need to 

thrive.” 



(3) DEVELOP YOUR 🌟  MAIN POINT 🌟
Questions to ask yourself:

● What is the main point I want 

people to take away from my 

communications on this issue?

● If people remember just ONE 

thing about this issue, what do I 

want that to be? 

Example: Welcoming New Arrivals

Main point: 

“Every single one of us deserves the 

chance to build a full, vibrant life. 

Whether our family has been here for 

generations or has just arrived, we all 

want to create a better future for our 

loved ones.”



(4) IDENTIFY YOUR 🎧  DESIRED AUDIENCE  🎧
Questions to ask yourself:

● Who am I trying to reach?

● Whose voice matters on this 

debate? 

● Whose voice is missing?

● Who disagrees with me?

● Who is on the fence / could be 

convinced?

Example: Welcoming New Arrivals

Desired Audience: 

Marginalized communities – communities of 

color, working class communities, and different 

immigrant communities – who have lived in our 

neighborhoods for a long time and may feel left 

behind. 

They might be asking, “why aren’t we taking 

care of the people who have been living here for 

years first?” 



(5) SELECT 1-3 COMMS 🧰  TOOL(S)  🧰
Questions to ask yourself:

● How can I reach my desired 

audience? 

● Are they on social media? If so, 

which ones?

● What newspapers are they reading? 

● What news are they watching? 

Listening to?

● Where do they live? 

Example: Welcoming New Arrivals

Pitch yourself to local broadcast 

stations to “set the record straight” 

about how city resources can and 

should be used to support new 

arrivals and long-time residents alike 



(6) IDENTIFY YOUR 📍  VALUES, PROBLEM + VISION  📍
Questions to ask yourself:

● Values: 
○ What do I and my desired audience 

agree on?

○ What will bring people together?

● Problem: 
○ What’s the real issue here?

● Vision
○ How can we fix this issue together?

○ What will an ideal future look like?

Example: Welcoming New Arrivals

Values: Our communities are stronger when we all have the resources 

we need to thrive. And you’re right, for too long, many long-term 

residents have also been left behind. 

Problem: Unfortunately, anti-immigrant folks on the right are pitting 

communities against one another to stoke fear, distract from these 

needs, and advance their own harmful political agendas that certainly 

don’t help any underserved communities. 

Vision: In actuality, the solutions that I’m advocating for – permanently 

affordable housing, strong social services, protections for workers, 

education and job training, better coordination between our local 

government and nonprofits – will help all of us, newcomers and 

long-time residents alike. 



(7)  📝  ADAPT YOUR MESSAGING  📝 TO THE TOOL(S) 

Questions to ask yourself:

● What’s the tone of my tactic / 

tool?

● What’s the typical length of my 

tactic / tool? 

Example: Welcoming New Arrivals

To adapt your messaging for local 

broadcast, simply prepare for the interview: 

❏ Research your audience

❏ Identify your main point

❏ Identify your values, problem, and 

vision

❏ PRACTICE brevity and repeating / 

reinforcing your main point using 

context from your values, problem, and 

vision



(8) 📲  LEVERAGE YOUR TOOL 📲 MORE BROADLY 

Questions to ask yourself:

● How can I get more eyes on this?

● What social media can I post it on?

● What reporters can I pitch this to?

● Can I share this with my email listserv?

● Should I post this on my website / blog?

● Should I ask political allies to amplify? 

Example: Welcoming New Arrivals

Plan to leverage your local broadcast hit:

1. Post it on Facebook

2. Post it on Twitter

3. Post it on Instagram 

4. Include it in your email newsletter

5. Post it on your website / blog

6. Pitch it to local print and radio reporters

7. Send it to your political allies to amplify on 

their channels 



HAVE A QUESTION? WANT 

COMMUNICATIONS SUPPORT?

EMAIL THE HELP DESK

helpdesk@localprogress.org 


