Draft for Discussion/Development – September 2019


Strategic Science Communication/Engagement –Worksheet

This worksheet is meant to be used as part of a broader discussion on public engagement strategy.

Strategic Public Engagement

Talking about effectiveness of public engagement activities requires clarity about what communicators hope to achieve from their efforts. The figure below emphasizes that evidence-based strategy works backwards from goal-setting to tactics and that these strategic tactical choices drive success. 
Goals can be understood as the types of behaviors that communicators hope to see occur because of engagement activities. Tactics, in contrast, are the specific choices you make about things when designing or planning an activity. This could include a wide range of things including the structure of a meeting (e.g., room setup or time devoted to activities such as discussion), a focus on specific messages or styles (e.g., humorous, serious), different channels or modes (e.g., online, face-to-face, etc.), or the use of different spokespeople (e.g., someone local, someone prominent, etc.). In between tactics and goals are a range possible direct outcomes of engagement activities. Planned outcomes can also be understood as communication objectives.  
This worksheet provides a brief overview of the different types of goals and objectives that a science communicator might want to prioritize when think about the design of communication activities. 
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Note: In this graphic, the tactical choices that communicators involved in a public engagement activity make are seen to lead to a range of beliefs and feelings. These, in turn, potentially affect the behaviors of those involved in the communication activity. Strategic communicators work backwards by selecting goals and then prioritizing potential objectives that they hope might increase the likelihood of the desired behavior. Once they have prioritized objectives, they design engagement activities/tactics that have the potential to result in the desire outcomes.
Communication and Engagement Goals: What Behavior do you Want to Change
Behavioral goals are what you really want to happen because of the time and resources you put into communication/engagement. Three broad categories of goals are described below. Add your goal(s) to each category (if you have them). Try to be as specific as possible, both with the behavior(s) you would like to see and the individual(s) or group(s) you would like to see doing the behavior. 
Policy Support or Opposition: Scientists often hope that decision-makers will consider or use scientific evidence to design policies used by governments and other types of organizations. Are there specific policies where you would like to see decision-makers consider scientific research from your area of expertise? This could include policies you would like to see created, redeveloped, or eliminated?
	


Individual Behavior: Scientists in some areas hope that individuals will use scientific evidence to make different personal decisions as a result of their engagement activity. This might be health decisions (e.g. take medications, don’t smoke), environmental decisions (e.g. use public transportation), or decisions in other areas of life (e.g. consider a career, invest for retirement). Are there specific decisions you would like to see specific types of people make related to your research?
	


Legitimacy/Acceptance: Scientists in some areas often hope that their fellow citizens will see their work as a legitimate use of societal resources. The hope is that civil society will accept activities seen as legitimate and focus its attention on other subjects. Are there areas where you would like others to accept your activities but do not want new/changed policies or individual behavior?
	


Engagement Objectives (What Communication Can Affect) …
Engagement activities do not generally affect behaviors directly. Behavior changes result from more immediate—and often cumulative change—in how people perceive science, scientists, and themselves. To be effective, communicators need to make engagement choices that have the potential to affect a range of beliefs, feelings, and frames. As above, try to be specific about what individual(s) need to believe the type of information described in each category below.
Knowledge: You can share scientific information through engagement activities. Knowledge is also a primary objective of educational activities. People expect scientists to share their insight and such sharing is sometimes seen as a duty of publicly-funded researchers. On the other hand, research suggests that sharing information is unlikely to affect attitudes or behavior substantially. What do you think others need to know about your efforts? 
	


Emotions: Communication can affect if people see areas of science as interesting, exciting, scary, disgusting, and many other emotions. For example, many science centers aim to evoke positive emotions. But communicators also use science to scare people into avoiding some behaviors (e.g., illegal drugs), often with unforeseen consequences. How do you want people to feel about your area of work? 
	


Framing: Communication can affect how people frame an issue. In some cases, we might frame in one of several equivalent choices (50% chance of winning vs. 50% of losing). In other cases, we may want people to think of an issue in a specific context (e.g., do you want people to see mental health as a family issue, health issue, moral issue, etc.). What do you see as useful ways for people to frame or think about your area of work?
	


Caring/Warmth Beliefs: Engagement can affect whether people see scientists as caring/warm people. Perceived warmth is a key dimension of trusting relationships. Such judgements help shape whether people are willing to cooperate with you or not. Non-verbal choices (e.g., smiling) affect warmth judgements, but communicators can also purposefully share warmth-related information (e.g., motivations they have to help others). What do you want people need to know about your motivations?
	


Honesty/Integrity Beliefs: Engagement can affect the degree to which people see you as honest. Perceived integrity is also a dimension of trusting relationships. This might involve beliefs about funding or /hidden motives (i.e. conflicts of interest). It might also involve questions about the ethicality of research, including data quality. What do you think people need to know about your integrity?
	


Beliefs about Willingness to Listen/Openness: Engagement can affect if people see you as open to new information and willing to listen to people like them. People are more likely to see outcomes as legitimate when they have a voice in the decision-making process, even if they do not get their preferred result. What do you want people to know about what you are doing to listen to others’ voices?
	


Identity/Shared Beliefs: Engagement can affect if people see you as similar to them in terms of background and (ultimately) values. This is also related to trust. Values can be understood in terms of what you want to see in the world (i.e. do you put a focus on preserving or changing existing structures; are you focused on individuals or the community).  What do you think people need to know about your values or background?
	


Competence Beliefs: Engagement can affect whether or not people see you as having the knowledge or ability to provide useful guidance. This is also a part of trust. People’s competence beliefs are often associated with willingness to consider your perspective. What do you think people need to know about your expertise?
	


Risk and Benefit Beliefs: The term “attitude” encompasses a wide range of potential engagement outcomes. One way to think about it in science communication is through beliefs about risks and benefits that might arise from research. What risks or benefits do you think people need to know about in your area?
	


Normative Beliefs: People sometimes make decisions based on what they think is normal. It is therefore sometimes useful to help people understand what others are thinking or doing. There are at least two key types of norms: What others ARE doing and what people think others SHOULD be doing. What do you think people need to know about what their peers are thinking and doing?
	


Efficacy Beliefs: People sometimes fail to act because they think either they do not have the ability to act or because they think an action might not make any difference. It is therefore sometimes important to help people recognize their own capacities or the potential impact of a behavior. What do you think people need to know about the degree to which they may be able to do a behavior that has an impact??
	


Additional related questions
Goals

· Are you open to changing your policy preferences or perspectives on how your research might contribution to decision-making?

· Are you open to changing your behavior/desired behavior?
· Are you open to helping others achieve their goals?

Objectives
If you’re committed to two-way communication then you should also be prepared to have your own beliefs, feelings, and framing changed as a result of taking part in engagement activities.
· What do you want to learn from others related to your science?

· What emotions are you open to feeling?

· What do you want to learn about how others think issues should/could be framed?

· What do you want to know about others’ motivations?

· What do you want to know about others’ integrity?

· What do you want to know about others’ openness?

· What do you want to know about others’ competence/abilities?

· What do you want to learn about potential risks and benefits?

· What do you want to learn about perceived or actual norms?
· What do you want to learn about other sense of efficacy or the efficacy of a potential response?
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