Revised as of 24 September 2014

Talking Matters!
A guide for communicating the
Extractive Industries Transparency Initiative

April 2013

Credits
Talking Matters
A guide for communicating the Extractive Industries Transparency Initiative EITI
© Deutsche Gesellschaft für Internationale Zusammenarbeit (GIZ) 2013
The views expressed in this publication are those of the authors and the contributors.
The Information contained in this resource is intended to assist those involved in
communicating the Extractive Industries Transparency Initiative. It provides information as a
guide to communications that may not be appropriate in all situations.
This guide builds on previous materials produced by the EITI International Secretariat
This work has been undertaken by the Deutsche Gesellschaft für Internationale
Zusammenarbeit (GIZ) in a project led by Tim Schlösser of GIZ’s Academy for International
Cooperation. It is financed by the German Ministry for Economic Cooperation and
Development.
It was written by a team from Media Consulta (www.media-consulta.com). The lead author was
Annette Kearney with assistance from Adrianne Montgobert, Rachel Harding and Siobhán
Colgan as well as from consultant Birgitte Jallov.
At the EITI International Secretariat, Anders Kråkenes contributed sections, together with
Helene Johansen and Eddie Rich.
Valuable case study material was provided by national EITI secretariats around the world.

A note on website links
Website links featured in this document are live at the time of publication. No guarantees can
be provided that third party websites will retain continuous live links to articles and site pages
contained in the text herein.

Table of Contents
Credits 1
Abbreviations & Glossary of terms ........................................................................................... 1
2.1. Balancing Top-Down and Bottom-Up Approaches ............................................................ 15
2.2. Developing a Communications Strategy for Impact .......................................................... 17
2.3. Common Challenges and Solutions.................................................................................... 19
2.4. The Communication Process .............................................................................................. 23
2.4.1.
What Do We Want To Achieve? Aims and Objectives............................................ 24
2.4.2.
Who Are We Talking To? Defining Audiences ........................................................ 25
2.4.3.
What Are We Saying? Instilling Messages that Matter .......................................... 30
2.4.4.
The Foundations of a Communications Strategy.................................................... 38
2.4.4.1.
2.4.4.2.
2.4.4.3.
2.4.4.4.
2.4.4.5.
3.

Umbrella Campaign .......................................................................................... 38
Integrated Communications - Using the ‘Mix’ .................................................. 39
Agenda Setting - Ensuring Communication is Relevant and Topical ................. 41
Partnership Approach - Improving Co-Operation with Stakeholders ............... 46
Media Strategy - Generating Publicity and Debate .......................................... 49

Communications Mix ...................................................................................................... 52
3.1. Information and Promotional Materials ............................................................................ 52
3.1.1. Information Materials ............................................................................................ 52
3.1.2. Newsletters ............................................................................................................ 58
3.1.3. Summary EITI Reports ............................................................................................ 66
3.1.4. Distribution ............................................................................................................. 70
3.2. Media Relations ................................................................................................................. 72
3.2.1. Press and Press Releases ........................................................................................ 77
3.2.2. Broadcast and Audio Visual Media ......................................................................... 84
3.2.2.1 TV 84
3.2.2.2 Video ...................................................................................................................... 87
3.2.2.3 Radio....................................................................................................................... 88
3.2.2.4 Community Radio .................................................................................................. 90
3.2.3. Entertainment Education ....................................................................................... 92
3.2.4. Media training ........................................................................................................ 94
3.3. Online & Interactive Media ................................................................................................ 96
3.3.1. Websites ................................................................................................................. 96
3.3.2. Social Media ......................................................................................................... 104
3.3.3. Mobile Media ....................................................................................................... 107
3.4. Advertising ....................................................................................................................... 110
3.4.1 Outdoor Advertising ....................................................................................................... 112
3.4.2. Advertorials ................................................................................................................... 116
3.4.3. Infographics ................................................................................................................... 118
3.5. Events & Dialogue Communications ................................................................................ 120

4.

Monitoring and Evaluation .............................................................................................127
4.1 Working to Achieve Results ............................................................................................. 127
4.2 Monitoring ....................................................................................................................... 127
4.3 Impact Evaluation ............................................................................................................ 129

5.

Budgeting and Resource Management ...........................................................................132
Annex A. Includes an outline of the terms of reference for a communication agency ........... 133
5.1 How to Prepare a Budget ................................................................................................ 134

6.

Making Communications Happen: Working it into a Work Plan ......................................137
Annexes 143
Annex A. Outline Terms of Reference for a Communication Agency...................................... 144
Annex B. Using the EITI Logo ................................................................................................... 146

Abbreviations & Glossary of terms
Abbreviations
ASM
CASM
CSOs
EI
EITI
GDP
GIZ
MDTF
MSG
MoU
MSG
NGO
OECD
PWYP
RWI
SEGOM
TA

Artisanal and Small-scale Mining
Communities and Small-scale Mining
Civil Society Organisations
Extractive Industries
Extractive Industries Transparency Initiative
Gross Domestic Product
Deutsche Gesellschaft für Internationale Zusammenarbeit
Multi-Donor Trust Fund (EITI)
Multi-stakeholder Group
Memorandum of Understanding
Multi-Stakeholder Group
Nongovernmental Organisation
Organisation for Economic Co-operation and Development
Publish What You Pay
Revenue Watch Institute
World Bank Oil, Gas and Mining Unit
Technical Assistance
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EITI Glossary

Candidate Country

A country that has publicly committed to implement EITI and that
has met the first five EITI (sign-up) Requirements.

Compliant Country

A country that has fully met all the EITI Requirements and has
undergone a successful external validation (see also Validation).

Civil Society Organisation
(CSO)

A broad term used to describe nongovernmental and noncorporate organisations, such as the media, trade unions, religious
groups, nongovernmental organisations (NGOs), academia, and
think tanks. Civil society is broad and diverse and often represents
a wide variety of constituencies.

Disaggregation

The data in the EITI Reports is disclosed in different levels of detail.
In an EITI Report, individual companies are disclosed and can be
identified separately.

EI Value Chain

A framework describing the steps of how value from natural
resources are managed and realised. Since natural resources in
most countries belong to the government and thus its citizens, the
EI value chain describes the steps from the citizens’ perspective,
i.e., the steps from the unexploited resources all the way to
government spending benefiting citizens.

EITI Board

The international body that oversees EITI globally. The Board
consists of representatives from EITI implementing governments,
donors, extractive industry companies, investors, and civil society
organisations.

EITI Criteria

The six internationally agreed criteria that describe the outcome of
a successful EITI process. They can be found at
http://eiti.org/eiti/principles.

EITI Principles

The founding tenets of EITI.
http://www.eiti.org/eiti/principles.

EITI Requirements

The requirements that need to be fulfilled for an EITI
implementing country to achieve and maintain EITI Compliant
status.
These
are
available
at
http://www.eiti.org/eiti/requirements.
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They

can

be

found

at

EITI Report

The annual report that discloses the revenues from natural
resources, produced by each EITI country.

EITI Rules

[The EITI Rules (2011) was the rulebook that specified the previous
version of the EITI standard. It is now replaced by the EITI Standard
2013.

EITI Standard

The EITI Standard 2013 specifies the requirements for
implementing the EITI. It was adopted at the EITI Global
Conference in Sydney, May 2013.

EITI International
Secretariat

Secretariat based in Oslo, Norway, to support the work of the EITI
Board and act as a first point of contact for all stakeholders
involved in or interested in the EITI globally.

Materiality

The process of determining the reporting threshold under EITI,
including examining the significance of payments (individual and
collective) and revenue-streams to the desired outcome of
increased transparency (see Part II, Chapter 4, Setting the Scope of
an EITI Process, Materiality in EITI).

Multi-Donor Trust Fund

The EITI Multi-Donor Trust Fund (MDTF) to which a number of
donor countries have contributed and which is administered by
the World Bank. The trust fund provides technical assistance and
funding to countries that are implementing or intend to adopt the
EITI.

Independent
Administrator

An organisation (usually an audit or consulting firm) that is
appointed to reconcile payments and revenue data provided by
companies and government. While the terms of reference of such
an organisation may differ under the EITI standards, it is required
to compile and analyse EITI data (both financial and, where
appropriate, on production volumes) as submitted, and (where
they occur) investigate and explain any discrepancies.

Multi-Stakeholder Group
(MSG)

The multi-stakeholder decision-making body in a national EITI
process that leads and oversees the implementation of EITI in a
country, comprising representatives of government, extractive
industry companies, and civil society organisations.
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Validation

The agreed process by which progress on implementing EITI by
countries is measured against the EITI Requirements, as described
in the EITI Standard. Details on the Validation Process may also be
found at http://www.eiti.org/validation.
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Inspiration
The title ‘Talking Matters!’ encapsulates the essence of what the Extractive Industries
Transparency Initiative (EITI) is about and what this guideline is aiming to convey.
Firstly, ‘matter’ refers to a ‘physical body’ and so alludes to the physical outputs from the
extraction industry such as oil, gold, minerals, metals- all different kinds of 'matter'. Secondly,
‘Talking Matters!’ conveys the message that talking and communicating is important and
should be prioritized. Thirdly, in Aristotelian philosophy ‘matter’ refers to something that, as the
subject of change and development, receives form and becomes substance. This latter
connotation is particularly apt given that good and effective communications practices
undertaken by the EITI can really make a difference and become a substantial catalyst for
positive change.
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1. Introduction
The Extractive Industries Transparency Initiative (EITI) is a global standard for improved
transparency of government revenue from natural resources that is being implemented in
around 40 countries around the world. A country’s natural resources belong to all its citizens.
Yet in too many countries there is still very little awareness and openness about revenues
from these natural resources.
The EITI standard rests on three pillars. Firstly, all revenues from a country’s natural resources
such as oil, gas, minerals and metals, should be regularly published and independently
verified. Secondly, the publication of this data should be managed and overseen by a multistakeholder group composed of members of government, civil society and extractive industry
companies. Thirdly, this data should be effectively shared with the country’s citizens, and thus
stimulate an informed debate about how natural resources are being governed.
Effective communications is essential to ensure transparency and for transparency to lead to
accountability.

1.1. Why Transparency Matters
Trinidad & Tobago
“The core message underlying all communication efforts is … to safeguard the people’s
patrimony as represented by … [the] oil, gas and other subsurface resources”.1
Why is transparency so important in the extractive industry?
The oil, gas and mining industries have a number of distinguishing features making it especially
relevant for matters of transparency and these include:
•

In the vast majority of countries, these natural resources are owned by the government
and thus by all its citizens. All should therefore have the right to know and have a say in
how this common wealth is managed and spent.

•

These resources are finite and, as with any time-limited resource, it is important that they
are used to contribute to the sustainable development of the countries where these

1

Patricia Oliveira, TTEITI Communication and Stakeholder Engagement Strategy, February 2012, p.2
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resources come from and augment other forms of ‘capital’ such as infrastructure and
human or social capital.
•

The extractive sector may produce extensive and highly concentrated revenues, which in
some countries, have been misappropriated by elites rather than being spent for the
public good.

•

It has been recognised that in some countries, especially those with weak governance
mechanisms or institutions, the volatility of commodity prices and their dominance can
present significant problems of macro-economic management, the so-called ‘resource
curse’. This can lead to poor economic performance, corruption and conflict.

Improving transparency and accountability is one key step to alleviating and to assist mitigating
these problems. Corruption is only able to take place in a climate of secrecy and of partial or
non-existent access to information. Also, in the absence of information, people often assume
the worst – an assumption which can lead to distrust and conflict.
Countries implement the EITI to mitigate this information deficit. By publishing information on
how much is being paid and received by which organisations, and by involving civil society
groups in overseeing that process, the EITI can be part of building a culture of trust between
citizens, the government and the private sector.
One decade after the idea of an EITI was launched, stories are beginning to emerge which show
real results towards improving transparency.
In Nigeria for instance, EITI has generated massive public debate about extractive revenues2
and US $443 million worth of government revenue have been recovered3.
In Iraq, there is a dispute over the constitutional legality of the contracts in the Kurdistan
Regional Government (KRG). The EITI is one of the few forums in the country where resource
revenues from KRG are being discussed officially and alongside the revenue for the federal
government. Iraq’s 2010 EITI report included a chapter on revenues from KRG, which is
recognised as a move towards reconciling the conflict.
In Ghana, EITI informed the public debate about how much the government received from its
natural resources, which led to the government increasing the royalty rate. Ghana's Minister of
2

EITI,

‘Nigeria

EITI

sheds

light

on

spiralling

petroleum

subsidies’,

EITI,

20

February

2013,

http://eiti.org/news/nigeria-eiti-sheds-light-national-oil-company-spiraling-subsidy-deductions
3

Katherine Lay, ‘Making transparency work for development in Nigeria’, One, 4 February 2013,

<http://www.one.org/africa/blog/making-transparency-work-for-development-in-nigeria/>
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Finance said that “EITI recommendations have informed a wide-range of policy reforms in the
mining sector, including the review of mineral royalty payments from a range of three to six per
cent to a fixed rate of five per cent and an on-going upward review of ground rent as well as an
increase in the corporate tax rate from 25 per cent to 35 per cent”4.
All of these are examples of how scrutinising and communicating information found in EITI
reports can ultimately contribute to ensuring good governance of natural resources which
benefits all citizens.
In a nutshell, the EITI is a globally developed standard that promotes revenue transparency in
the extractive industry at the local level. The EITI Rules5, which bring together all the
requirements for implementing the EITI, establish the methodology countries need to follow to
become fully compliant with the EITI.
Diagram 1: EITI international governance

‘EITI Transparency + Communication = Accountability and Results!’

4

EITI, ‘Ghana’s revenues from natural resources increase 400%’, EITI, 8 March 2013, <http://eiti.org/news/ghana-

eiti-reports-revenue-oil-and-gas-first-time>
5

Extractive Industries Transparency Initiative, EITI Seeing Results from Natural Resources, 16 February 2011,

<http://eiti.org/document/rules >
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1.2. Why Talking Matters for Transparency
This section explains the importance of communication for the EITI and why it is an integral
part of implementing the EITI.

“The ability to express an idea is well nigh as important as the idea itself.”
Baruch, Bernard M.
Effective communications is a pivotal link in the process of achieving results for the EITI as
demonstrated in Diagram 2 below. It shows that an effective communication of EITI, together
with the accurate publication of the EITI reports and a high level of transparency in the finances
and contracts of EITI, is necessary to increase information, accountability and better
management of revenues. This subsequently enhances social and economic development, and
thus improves living standards for citizens

10

Diagram 2: Results Framework for EITI

If communication is managed efficiently and effectively through a number of communication
channels with the appropriate strategic approach, it will enable civil society groups and the
wider public to directly express their concerns and questions to the government and the
extractive companies. Communication can support a process that involves popular participation
and consultation on how to use a country’s extractive industry resources and consequently
improve the management of these resources furthering both a more sustainable development
and reduced poverty.
Effective EITI communication therefore builds up trust among stakeholders and the general
public and it enables citizens and their representatives to influence the decision making
process. This dialogue around the maximisation of benefits for all stakeholders can then
support the better management of the resources extracted. In addition, there is another
11

important consequence to effective EITI communication: it improves the reputation of a
country6.
A number of the EITI Requirements make either explicit mention of communications activities
or would be very difficult to achieve without such activities.
For example, the formation of a multi-stakeholder group (MSG) requires a government to
publicly seek nominations for membership of the group that will manage the EITI process. Once
this group has been established, there will need to be an internal communications process in
place to ensure that the members of the group are adequately consulted on all key issues.
Furthermore, the decisions of the multi-stakeholder group will need to be publicised –
particularly to government agencies and extractive industry companies which will have to
provide information as part of the EITI process.
Finally, moving from planning the EITI to actually having systems and routines in place at the
national level, EITI data needs to be publicised for general information and for communities,
authorities and other relevant stakeholders.
These process-focused EITI Requirements document the need for communication in the steps
towards becoming EITI Compliant. Therefore, the preparation of a clear and effective
communication strategy is the next step.
It is worth noting that people tend to rely on mass media to learn about new ideas (top-down),
but they use interpersonal networks to move from knowledge to action (bottom-up).
In order to take into account the development of bottom-up communications, it is essential to
include dialogue communications for a communication strategy to be successful. The objectives
of face-to-face or direct dialogue communications are to share information, respond to
questions and doubts, and generate an understanding of why it is important for people’s own
lives and that of their communities to engage with EITI issues. A key for making people care is to
focus on how these issues have an immediate impact on their lives and life quality.

6

Revenue Watch Institute, Capacity Building Modules for the Extractive Industries Transparency (EITI) Module Five:

Communicating about EITI, November 2011, p. 17
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While Cameroon is preparing to join the EITI, the All Africa website reports on why the
implementation of the EITI measures are essential to ensure Cameroon’s effective use of
natural resources7:
• Only 9% of a sample of 1 240 residents from within the population in six
mining districts have a preliminary understanding of the EITI.
• 40% are unaware of the nature and quantity of minerals mined in their
communities.
• 77.4% do not know of the existence of royalties or payment of any fees in their
locality.
With this information the EITI in Cameroon has strong documentation for the urgency to
improve communication efforts. The study with these findings was presented on February 1,
2013 in Yaoundé by the Cameroon coalition “Publish what you pay for”.

1.3. Content Overview and Use of the Guidelines
This ‘Talking Matters!’ guide provides practical support to those responsible for communicating
the EITI in their everyday work by listing the advantages and disadvantages of various
communications approaches and methods, and by providing concrete tips and showcasing
good fit practices used by other EITI countries. In order to help structure and plan EITI
communications, relevant frameworks and templates are provided.
While the guide makes many references to EITI policy, and in particular the EITI Requirements,
the actions outlined are recommendations, not policy. As the global EITI community is made up
of extremely diverse countries it is impossible to define the perfect or absolutely necessary
components of an EITI communications programme. This guide can be used to help ask the right
questions about what kind of approach best fits with their particular needs and scenario;
ultimately, each country will need to decide its own approach. That being said, countries
without an effective communications programme will struggle to become and sustain “EITI
Compliant” and to maximise the benefits of their country’s EITI.
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The guide consists of six main chapters which:
• further explain the rationale behind EITI, the importance of communications and give
some background information on the EITI (Chapter 1);
• explain the fundamentals of a communications strategy with suggestions on how to
develop one with the EITI in mind (Chapter 2);
• demonstrate various communications measures and activities that can be used to
communicate the EITI including some ‘good fit’ practices taken from EITI member
countries (Chapter 3);
• detail the importance of evaluating and monitoring communications measures and
provide useful guidelines on activities to consider (Chapter 4);
• point out a number of pivotal aspects of how to deal with budgeting and resourcing EITI
communications (Chapter 5).
• highlights the importance of a good communication work plan with examples from
Nigeria and Trinidad and Tobago (Chapter 6).

Comments or queries relating to the guide can be emailed to the EITI Secretariat at
secretariat@eiti.org.
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2. How a Communications Strategy will help you Communicate
Before a communications programme to support EITI implementation is put in place, it is
important to think about which strategic approach would work best. This chapter serves as a
guideline to help improve or devise a communications strategy that is fit for purpose.

What is a communications strategy?
A communications strategy is not a piece of paper; it is an agreed approach about how national
secretariats and the multi-stakeholder group communicate with stakeholders and broader society to
reach the objectives of the country’s EITI. It should therefore be integrated within the overall EITI
work plan, and reviewed annually.

2.1. Balancing Top-Down and Bottom-Up Approaches
It is essential to stress the importance of having two tracks of communication7, namely one-way
information sharing or dissemination to broad-based groups of citizens and other specific target
audiences, and two-way, interactive communication with key stakeholders and opinion leaders.
A good communications strategy therefore has a healthy and effective balance of top-down as
well as bottom-up communication.
While one-way information dissemination was the traditional way of sharing information, it is
important to maximise the outreach of EITI communication via a participatory communication
approach. This communication approach goes beyond the simple delivery and diffusion of
information to people. Rather, it implies engaging the people in a dialogue about natural
resources, informing them about the EITI process, listening to their specific concerns,
encouraging them to participate in the discussion of the reports, ensuring that the EITI process
is designed to answer these concerns, and widely publicising the results and action plans8. It is
not enough to communicate ‘to’ the people; the EITI must communicate ‘with’ the people.

7

Patricia Oliveira, TTEITI Communication and Stakeholder Engagement Strategy, February 2012, p.1

8

Anwar Ravat, Sridar P. Kannan, ‘Implementing EITI for Impact: A Handbook for Policy Makers and Stakeholders’,

World Bank (2011 edition), p.71
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Those responsible for communications should therefore ensure that the EITI is used to ask
questions rather than presenting ready-made solutions. Not only does this improve the
understanding of communities of their rights and opportunities in relation to extractive
industries, but it will also bring about an increased understanding of a lot of rights-based issues
with a general empowerment potential, as demonstrated in the model: Adjusting the
Communication Standard.
Diagram 3: How to think about a bottom-up communications approach?
Adjusting the Communications Standard
Broaden focus from …
individuals
society

to families, community members, civil

Change emphasis from …
individual action

to community and common action

Adjust perception of affected communities as …
passive recipients

to active participants

Change emphasis from …
individual needs

to collective rights

Adjust communication methods from…
delivering messages

to dialogue and relationship development

Adjust communication technologies from…
mass media

to interpersonal and traditional media

This is why a good and effective communications strategy needs to include the two main tracks
of communication outlined above: one-way outreach to the citizens through sharing and
dissemination of knowledge materials (i.e. printed, audiovisual, new media materials and road
shows), as well as two-way communication with key stakeholders and opinion leaders,
including civil society capacity building, strategic use of community radio, youth engagement,
social media and educational campaigns including those using puppetry and theatre, engaging
the audience and listeners in issues related to the extractive industries and its revenues.
Chapter 4 provides further details of the materials, tools and channels that can be used in this
respect.
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2.2. Developing a Communications Strategy for Impact
The communications strategy is the basis for any successful communications campaign. Without
a clearly defined strategic plan and a long-term vision and focus, most communication
endeavours use funds inefficiently, reach out to the wrong audience, or even entirely fail to
engage the population and to communicate a certain message.
Thus, it is insufficient to solely rely on the development of an action plan that aims at
maximising the outreach of the campaign via a number of channels. Instead, it requires a
considerable amount of strategic thinking to be conducted in order to take into account all the
audiences and stakeholders involved and the specific circumstances or environment in which
the communication measures (activities) are being implemented.
Compared to an action plan, a strategy clearly lays out the visions and goals of the
communications campaign beforehand and develops a set of necessary steps in order to
reach them. This involves careful preparation and detailed analysis, evaluation and monitoring.
A communications strategy therefore not only makes actions in a plan more comprehensible,
but also more successful.
A strategy also defines the guidelines for approaching the right audience in the right way and
through the right channels. Clearly one size does not fit all, however the strategic approach
provided in the following sections can be tailored to the specific situation, and resources and
needs of each country, while remaining flexible so that communications can quickly adapt to
sudden changes and new opportunities.
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Diagram 4: Steps to forming a communications strategy

When setting out a communications strategy, the diagram can be used to provide an overview
of the process and some straightforward steps to take. A clear aim helps to focus and determine
important from less important actions. Thereafter, an analysis of the environment the
communication activities need to operate within can be undertaken, precise objectives can be
set and target audiences can be identified.
The ‘pre-test’ in step 10 should be done with representatives from the different target
audiences. Often one will be under time pressure and it can be tempting to put this part of the
process aside. However, it is strongly advised not to do so. Misunderstandings or rejections of
information can occur easily, especially when sharing potentially sensitive information. The
feedback can be used to improve the communication materials and activities. In the long run,
valuable time is actually gained and the likelihood of achieving the objectives is enhanced.
Step 12 (monitor and evaluate), can be the end of a certain process or project, but it can also be
the beginning of re-shaping the approach. Sometimes, certain strategies don’t work out as
planned and need to be altered or scrapped. The information gathered in this step will then
assist in re-defining the overall aim, as well as sharpening the focus for a new programme of
communication and information practices.
18

2.3. Common Challenges and Solutions
The implementation of a communications strategy for EITI bears a number of specific
challenges, which are presented below with suggested solutions.
§ It deals with complex transactions in complex industries
In most countries, few people understand how oil, gas, and mining companies operate.
Governments, as well as companies, often have an imperfect understanding of what various
stakeholders and audiences are looking for. Communicating how the extractive industries work
and how revenues reach the public is also an obstacle that must be tackled.
A solution to this challenge can be to target opinion leaders and media organisations and help
these understand why the issues raised are important and newsworthy. These opinion leaders
can then help spread the information to the general public.
Furthermore, the EITI report contains complex technical information, which can be difficult for
people to understand and relate to. A solution could be to explain and ‘provide meaning’ to the
various audiences targeted in a way that is relevant to them.
§ It is a multi-stakeholder EITI
Initially, there is often a lack of consensus, and trust must be built up among a large number of
different stakeholders. It must be ensured that the civil society groups are independent from
the governmental institutions and are able to communicate without any restraints.9 The aims
and objectives of the members of multi-stakeholder groups (MSGs) will always diverge. It is
therefore a central communication challenge to match interests and goals of all stakeholders. In
particular, civil society will be taking on the role of watchdog of the country’s EITI.
In the case of a real conflict, the EITI must ensure that stakeholders communicate with each
other to find the most appropriate solution as fast as possible. This includes every stakeholder
stating their position, their reasons behind this position and confirming a will to find a
compromise.
§ It produces benefits that are intangible

9

Revenue Watch Institute, Capacity Building Modules for the Extractive Industries Transparency (EITI) Module Five:

Communicating about EITI, November 2011, p. 22

19

While the EITI process produces a number of tangible ‘products’ during its implementation –
namely the EITI reports – the primary, and very considerable, benefits of implementing the EITI
are intangible. These include greater trust among stakeholders, a lessening of risks to
communities and companies, a greater ability of citizens to hold companies and their
government to account and an improved investment climate based on the reduction of risks.
A solution to make it more tangible is to identify the concrete stories and anecdotes that can be
drawn from the stories.
§ It requires a certain amount of financial resources
Another significant challenge to address when carrying out communications activities is the
often limited budget allocated to EITI. Seeking funding for communication activities often
requires consulting stakeholders and requesting budgetary support from government, bilateral
donors and international civil society group.
A solution could be to approach potential funding partners with your strategic communication
plan. This will demonstrate the EITI’s professionalism and ability to plan by showing that
objectives and indicator to measure success have been established.
In order to successfully approach these challenges mentioned above, a systematic framework
helps to uncover possibilities and perspectives. All members of the secretariat and the MSG
need to understand not only the general challenges of communicating EITI, but also the political
context, specific opportunities and barriers to implementing the communications strategy in
your country. A SWOT analysis, carried out by the national secretariat and possibly also the
MSG, therefore can be a very useful tool to map the situation.
Diagram 5 illustrates a SWOT framework specific to the communication of EITI.
Diagram 5: SWOT Analysis for EITI Communications

20

With the clarity provided by the SWOT analysis, the introductory section of the communications
strategy can be prepared, outlining the political context and related issues in the sector, and the
challenges posed by this context. This will help define the basic framework for the strategy and
guide the choice of activities.
The SWOT analysis from Sierra Leone presented below is country specific and very detailed. It
differentiates between strengths, which are internal, and opportunities, which are external to
the EITI.
Diagram 6: SWOT Analysis from Sierra Leone EITI
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2.4. The Communication Process
At the start of the strategic communications process it is important to decide upon a few crucial
components. These are guided by the following questions:
1. What are the objectives of the communications programme?
2. Who are the different target audiences and stakeholders, and who are most
important?
3. What messages should be communicated to the various audiences?
Once the communication strategy and all of its elements are identified, several steps need to be
defined for its implementation. Trinidad & Tobago have divided the implementation of the
‘Communication and Engagement Strategy’ in the following way:
“Through sequencing activities along the different phases of the TTEITI, the four main areas of
Awareness Raising, Capacity Building & Education, Insight & Analysis and Reform &
Sustainability will be gradually prioritised. Furthermore, basic steps for fostering engagement
and full commitment of government, the extractive companies and civil society include:
Diagram 7: Communication Process’ steps10

10

Source: EITI, Talking Transparency, A guide for communicating the Extractive Industries Transparency Initiative,

2008, p12
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2.4.1. What Do We Want To Achieve? Aims and Objectives
Because the EITI standard has internationally agreed rules, it could be useful to link the
objectives of a communications programme to the achievement of those criteria and indicators.
However, even more important is to ensure that the objectives correspond with national
priorities, i.e., what the government and multi-stakeholder group want to achieve with the
country’s EITI.
Objectives should be clear, simple, achievable, and tailored to the specific situation. Moreover,
communication objectives often use verbs like: advocate, educate, inform, mobilise, promote,
recruit or teach.
Diagram 8 illustrates a simple framework to guide the development and definition of objectives
by answering the ‘SMART’ questions.
Diagram 8: SMART Objectives

Now try to create SMART objectives by including the following:
• A target audience (for example: academics, students, government officials)
• The nature of change desired from the audience
• The amount of desired change
• A target date for the desired change to occur.
For example, an objective could be: to educate a group of 12 high-profile journalists from 12
media outlets in how to understand an EITI report so that at least three journalists from three
different media outlets produce a news story within a week after the report’s publication.
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2.4.2. Who Are We Talking To? Defining Audiences
Once objectives have been identified, the next step is to identify the different audiences and
stakeholder groups who should be targeted and/or involved. Therefore it is essential to map all
important audiences and stakeholders and develop a good understanding of the views held by
the different groups. This goes in line with understanding how to plan for, and implement,
effective communication to reach the overarching goal. This step focuses on identifying the
groups of people, their peers and the ways in which they interact.
In order to properly shape a communications programme it is important to know:
•

Who are the different stakeholder groups and which ones are most important for the EITI
programme?

•

What level of understanding do those stakeholders have of the EITI?

•

What are their views on issues and organisations related to the EITI process?

•

What are their main concerns regarding the extractives industry?

•

Where do they get information from and which sources of information do they trust?

•

What issues related to the extractive industries/public financial management have been
or are being discussed in the media?

•

Who are the opinion leaders/ peers who are able to influence the thinking of key
stakeholders?

There is a wide range of stakeholders involved in the EITI process. The following box provides an
example list of the kinds of stakeholders which have been involved in EITI programmes in
various countries. It must be ensured that the communications activities reach out to those
stakeholders who are critical for the success of EITI – not just the Standard’s natural supporters
such as civil society groups and similar.
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Diagram 9: Typical EITI Stakeholders11

Once the possible stakeholders of an EITI programme have been identified it is useful to
prioritise those groups as it is impossible to reach everybody all the time when resources are
scarce.
Diagram 10 illustrates how the different stakeholder groups can be classified according to their
influential power with those closest to decision making in the centre i.e. the Multi-Stakeholder
Groups (MSG’s) set up by government to manage the EITI.
Note: This may not always be the case so it is shown here for illustrative purposes only.

11

Source: EITI, Talking Transparency, A guide for communicating the Extractive Industries
Transparency Initiative, 2008, p18
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Diagram 10: Audience and stakeholder groups according to their powers of influence

Another way of prioritising audiences is to plot them on a diagram such as the one below. This
chart has two variables – whether a stakeholder wants to be involved or is interested in or
concerned about EITI; and whether a stakeholder has to be involved in the EITI in order for
overarching goals to be successful. Based on these two variables one can adopt four different
approaches for different audience groups.
Diagram 11: Prioritising stakeholders12

12

Adapted from: EITI, Talking Transparency, A guide for communicating the Extractive Industries Transparency

Initiative, 2008, p18
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Stakeholders who are interested in being involved in EITI and have to be involved in order for
the implementation to be successful should be closely engaged with. This means that the
communications programme should keep them fully informed of what is happening, and should
seek their views on how the EITI should be implemented. Stakeholders in this group are your
key stakeholders and the communications programme should allocate adequate resources to
working with them. Due to their close integration in the activities they can become an
important support group in the implementation of the communications strategy as ‘opinion
leaders’ (see more in section 2.4.4.4 below), motivating those with less immediate interest and
engagement in the process and their objectives.
Stakeholders, who are not interested in the EITI and do not want to be involved in it, but
without whom EITI cannot be successfully implemented, must be prioritised. This is the most
important stakeholder group: without them EITI implementation will fail.
The next stakeholder group includes organisations who want to be involved in the EITI but who
will not make the EITI succeed or fail depending on whether they are involved. It is important
that these stakeholders are still involved in the EITI programme, but communications activities
can be focused more on informing them about how the EITI is progressing.
The final stakeholder groups are those who are neither interested in the EITI, nor need to be
involved in order for it to be successfully implemented. A communications programme can
allocate very few or no resources to these groups, but the programme (and the attitudes of
different stakeholders) should be kept under observation and their attitudes to the EITI should
be occasionally reviewed to ensure that they have not subsequently become either more
interested in, or more necessary to, the EITI process. For an organisation that is grounded in
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transparency, the assumption should be that information should be readily accessible to any
group who may wish to inform themselves.
When moving from this overall process of mapping the different types of target audiences and
stakeholders and their specific profile, it will be possible to match their profile, understanding,
interest or resistance to the objectives of the communications strategy with the design of
suitable communication processes, activities and products.
Once the important target audiences have been identified, it can be very useful to cluster them
to have a limited number of target audiences to address. This could be according to their
institutional background like:
• Government and other authorities
•

The extractives industry

•

Civil society and community media

•

The general public

•

Donors and other EITI International partners.

The individuals within each group have a relatively common understanding of the EITI issues
and level of engagement. From a practical point of view it can be very effective to identify
important ‘champions’ or ‘EITI advocates’ within each of these groups to work within the
identification of effective communication approaches, to pre-test materials and to simply play
the role of an informed ‘megaphone’ or multiplier of the messages.
When considering targeting the general public it should be acknowledged that it is not possible
to reach everybody. Therefore, it is advisable to target sub-segments of the general public
which will have maximum impact and resonance. For example, targeting on a demographic
basis (meaning youth, women, people of different age brackets, school children), targeting on a
geographic basis (i.e. communities closest to mining activities, densely populated (urban) areas
if the objective is to swing voting opinion to affect government), or targeting on a socioeconomic basis (i.e. professionals who can act as multipliers e.g. teachers, community leaders,
religious leaders, targeting the underprivileged and economically challenged).

Example of public segmentation
Organisations sometimes segment their audience or market using the following criteria or
categorisation:
• Socio-economic segmentation: Age, sex, family, income, occupation, social class
• Geographic segmentation: National, regional, urban/rural, density, climate
• Psychographic segmentation: lifestyle, attitudes, personality
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• Behaviour and Interest: interest in the service, usage rate.
Simple acronym for analysing audiences13
o
o
o
o
o
o
o
o

Analysis- Who is the audience?
Understanding- What is the audience's knowledge of the subject?
Demographics- What is their age, gender, education background etc.?
Interest- Why are they receiving (reading, listening etc.) your communication?
Environment- Where will this communication be sent or viewed?
Needs- What are the audience's needs associated with your subject?
Customisation- What specific needs/interests should you address relating to the
specific audience?
Expectations- What does the audience expect to learn from your
communications? The audience should walk away having their initial questions
answered and explained.

2.4.3. What Are We Saying? Instilling Messages that Matter

To start with, it is useful to devise a brief, overarching straight-to-the-point message, or key
slogan, that summarises your work which is adaptable whilst at the same time easily
recognisable across all audience groups.
For example, Tanzania EITI came up with the tagline
‘From the ground up! Helping our resource wealth work for all Tanzanians!14
Once the tagline has been established, it needs to be conveyed via the two communications
tracks explained below: top-down and bottom-up. For the top-down approach to be effective,
one needs to develop key messages to be disseminated to key audiences; for the bottom-up
approach, interactive processes to engage in a dialogue with concerned target audiences need
to be developed.
Track one: One-way information dissemination
Key messages should:
• Be concise, easily remembered, and culturally appropriate

13

Article provided by wikiHow, http://www.wikihow.com/Conduct-Audeince-Analysis ,a wiki building the world's
largest, highest quality how-to manual.. Content on wikiHow can be shared under a Creative Commons License.
14

TEITI Secretariat, TEITI Communication Strategy 2 for July 2012 – June 2017, October 2012, p.4
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• Be tailored to each audience based on an understanding of these audiences’
interests Extractive industry companies, for example, will be interested in different
subject matters than civil society groups or government agencies
• Be illustrated with real examples that are relevant to the stakeholder group
concerned
• Be adapted to the form of communication being used: outdoor billboards will
differ from website content which differ from a speech made by a senior official or
an EITI Champion
• Be regularly updated – people easily tire of the same old information.
The main characteristics of a strong message can be described in the acronym SUCCESS:
• Simple
• Unexpected
• Concrete
• Credible
• Emotional
• Stories

A major challenge when developing messages is considering many different aspects. Messaging
is a two-way process in which we create the most effective messages by listening to our
audience and then adapting the message to be relevant to this audience. The message
framework shown in diagram 12 below serves as a starting point to develop your messages and
this framework can be completed for, and ‘with’ members of, each audience that is defined i.e.
develop and adapt your message to be relevant and to resonate with each target audience and
ensure that representatives of this audience feed into and are listened to in the development
process.
While the positioning, a general tagline or slogan as well as the so-called ‘elevator pitch’ may
remain the same throughout the implementation process or, at least in the medium to long
term, the other sections capture current thinking on messaging - which is to always adapt to
adjustments in goals and new input from audiences. A number of messages can then be
developed to be relevant and beneficial to the specific audiences, highlighting attributes or
features of the EITI that has particular resonance with them.
The following framework is to serve as an example only. There are many different frameworks
and approaches to developing messages ranging from simple to complex. The following
example below uses the framework of developing messages that appeal on a functional, social,
emotional and aspirational level to a public audience for example. EITI communicators
31

however are free to develop other themes for messages such as messages that are themed on
monetary /revenues data, social impact, poverty reduction, sustainable development, impact to
local community etc.

*Note: based on your findings in filling in the diagram below. A separate worksheet with varying
messages can be completed for each audience identified.
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Diagram 12: Message Development Framework – General
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Diagram 13: Message Development Framework – General Public
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Presenting your message
After developing a message which is designed to appeal to a specific target audience profile,
one should consider how these messages should be presented. Messages need to be
presented in different ways depending upon what should be achieved and the initial readiness
of the audience to listen and work with the messages – as identified in the diagram below.
Diagram 14: Message Presentation

35

This model clarifies how engagement levels with stakeholders will need to vary depending on
whether they are already demonstrating a subjective engagement in a matter (EITI in general
or a specific matter) or, whether they are objectively affected by the matter or issue.
As can be seen above, if the audience is both affected by the issue and interested in receiving
information on the matter, communication can be very matter-of-fact with very limited if any
entertainment qualities in the presentation or ‘wrapping’.
If the audience is not really personally affected by the matter, but interested in it, it is necessary
to do a little more to catch their attention. However, if resources are constrained it might be
advisable to not prioritise this target audience. They will probably catch up on information by
themselves.
The third category of audience is affected by the issue, but is indifferent. Here the presentation
or ‘wrapping’ of the information, strengthening the entertainment qualities and finding ways of
getting the disinterested audience to engage with the communication process and messages, is
required.
The fourth and final group will be really hard to reach, and as they are not affected by what you
are communicating, one may simply leave them out – at least initially.
If the audience has a high level of interest in the message, one can be very factual, and the
further away from initial interest, the greater the need to ‘wrap’ messages in appealing ways by
other maybe more emotional and aspirational means, as mapped out in Diagram 13 ‘Message
Development Framework: General Public’ above.

Fitting messages with the EITI Process
Taking into account the publication of the EITI report and the ways it changes the stakeholders’
views, Diagram 15 illustrates a framework for developing these messages according to the
momentum. Since different audiences need different kinds of information and messages at
different times during the EITI process, the messages will need to be tailored to these specific
needs.
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Diagram 15: Tailoring the key messages to the EITI process
Sign up

Prepare

Disclose

Disseminate

Insight &
Analysis

Review
Validate

&

Retain
Compliance

Action for
Reform

Education
Awareness

There are four main tasks that the messages need to take on throughout the implementation of
the process:
• The messages need to make EITI relevant, improve the stakeholder’s awareness
and understanding of the process as well as explain its potential for improving
development and alleviating poverty. This comprises creating awareness amongst
government officials, media, interest groups and the wider population.
• The messages must educate and help the stakeholders to develop a better
understanding of the complex information which is produced during the EITI
process.
• Messages must simplify the information produced in the EITI reports and explain its
importance. It has to disclose the key outcomes, insights and the analysis of the
communication process and unveil future steps.
• The general public needs to be not only informed but also empowered for them to
form their own opinions, participate in the political process and take action for
reform themselves.
Two-way communication with audiences through dialogue, debate and engagement
In addition to one-way information dissemination, two-way communication with key
stakeholders and opinion leaders is of central importance. The same goes for the communities
around the mining areas represented by civil society organisations and community media.
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2.4.4. The Foundations of a Communications Strategy
After having defined the objectives, identified the involved stakeholders and audiences and
developed the key messages, it is now appropriate to fashion this information into a strategic
communication framework. This framework defines how the communication programme will
be implemented in a strategic way.
The figure below visualises some core components of a communication strategy that can be
adopted and provides an overview of possible communications measures that fit within this
framework.

Diagram 16: Umbrella Campaign

Umbrella Campaign
With strong key messages

2.4.4.1.

Umbrella Campaign

To ensure that the stakeholders recognise a campaign in its various forms of executions
(e.g. print material, website, events etc.) and perceive it as one coherent EITI, it is advisable
to have an overall recognisable and a recurring umbrella campaign. This campaign design
should consist of a set of core messages.
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2.4.4.2.

Integrated Communications - Using the ‘Mix’

‘Integrated communications’ is the approach of combining communication tools in a strategic
way in order to maximise their effectiveness and thus reinforce the core messages. An
integrated communication strategy is advisable in particular when targeting groups with
different interests as is the case for the extractive industries.

Diagram 17: Integrated Communications Mix

Diagram 17 above outlines some of the communication tools that can be used in a specific
communications strategy. The selection and ‘mix’ of these tools depends on the objectives,
the key target groups and the resources available for the campaign. For example, if one of
the key target groups is a dispersed young population living in the countryside having very
little access to electricity, radio might be the most appropriate means to reach them.
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In deciding on the most appropriate ‘mix’ of tools to use, it is useful to consider how the
various elements supplement each other and perform different tasks during the process
(e.g. raising awareness, providing information, offering response channels etc).
To effectively communicate the EITI, practitioners will need to use a variety of channels and
have strong communication skills in multiple areas or work with freelance specialists. This
includes traditional channels in the national context such as radio, face-to-face
communication, print and eventually TV. It also involves exploring new technological
opportunities including a strong online or website presence.

In order to establish the right communications mix, the Nigerian EITI conducted
research to find out how Nigerians access information. They found that across
Africa, urban residents are four times more likely than rural residents to read a daily
newspaper. They also observed that about 44% of Nigerians listen to the radio on a
daily basis. Using this information, the NEITI was able to strategically build a
communications mix, which would utilise the information channels preferred by the
target audiences in Nigeria.
Penetrating many of these channels is not only important for effectively reaching the
audience, but also because in many developing countries there are significant variances
in access for many different reasons including illiteracy, lack of electricity and Internet
connectivity and low income. That means that only few people have actually access to new
technologies while a large proportion of the citizens can only be reached through radio and
traditional communication channels.
In recent years a number of new technological possibilities have been developed that
make use of offline communication tools. Examples are Frontline SMS15 and Ushahidi16
that use text messages as a way of improving democratic participation and economic
development by providing ordinary citizens with an opportunity to report corruption,
election related fraud, or even violence, anonymously, to a centre where registration of this
15

FrontlineSMS is a laptop or PC-based software application used for sending and receiving group SMS messages. It
does not require an internet connection and works with any GSM network. FrontlineSMS requires a computer and
a mobile phone or GSM modem. The software is free. Costs incurred are mobile carrier SMS cost. Installing
FrontlineSMS is very quick: on Windows machines the process is fully automated and should complete in
approximately two minutes. FrontlineSMS allows NGOs to run awareness raising campaigns, competitions or carry
out text-based surveys, or to simply keep in touch with fieldworkers and supporters.
http://www.frontlinesms.com/
16
The Ushahidi platform was built as a tool to easily crowd source information using multiple channels, including
SMS, email, Twitter and the web. Ushahidi is one of the few social enterprises that has, in just a few short years of
existence, dramatically changed the face of how individuals and communities can influence democracy and
economic development around the world. http://www.ushahidi.com/
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information facilitates effective monitoring and action. It is a central task of any decision
maker to explore these new opportunities in order to more efficiently use the existing
channels and somehow bridge the gap between citizens by meeting them through the
communication tools to which they have access, and in which they have confidence and
trust. In this way the effectiveness of communication efforts increases significantly.
2.4.4.3.

Agenda Setting - Ensuring Communication is Relevant and Topical

Agenda setting is about planning thematic focus for the year based on the interest of the
target group thus covering all aspects of a given topic. It enables communication practitioners
to establish and strengthen relationships with stakeholders and the media. Agenda setting, as
an element in a communication strategy, is important in a context where information is
sensitive as can very often be the case in relations between the EITI, governments and citizens.
Having a clear analysis of the context and the actual situation on the ground helps foreseeing
potential conflicts. For example, one of Mozambique’s local communities protested against the
increase of mining activities and the break-up of companies’ promises by blocking trains
bringing coal to the harbour. Such a confrontation could have been avoided by having active
stakeholder engagement, by listening to the populations in the mining areas and by ensuring
that the mining company and Government stood by their promise to the re-settled
communities. The agenda could, in this case, have been to pro-actively communicate about the
positive effects for the community when getting the quality of new houses promised, the school
and health station inaugurated and functioning etc.
Furthermore, the active implementation of the communication strategy with its mix of
materials and activities, making stories on the EITI appear frequently, will make those repeated
news appear as more important than other stories. Managing such agenda processes requires
effective communication materials and regular and effective information, but it requires even
more emphasis on relationship building work with all the important actors in the process.
One important element here is to create a group of journalists, in principle one from each of the
important news outlets including print, radio, TV and online media, covering areas related to
natural resources, its management, and EITI. By inviting this group in for workshops, where they
learn about the issues in general and specifically for the county and communities involved, it
will be possible to contain complicated issues arising based on misunderstandings and
misinformation. Furthermore if a critical situation would arise, the media could much more
easily be reached through the already established EITI network of journalists.
Please find below an abstract of EITI Tanzania’s communications strategy where it is explained
how TEITI will engage with the media through workshops and seminars on a regular basis during
the whole campaign.
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EITI Tanzania journalists workshops

Apart from relations with journalists, the process of agenda setting should at best be
contributed and conducted in a participatory manner across key stakeholders, so that it can be
relevant and topical. The setting of an agenda can be very problematic when it is imposed in a
top-down process from leaders and decision makers. This would not only leave aside the
participation of important stakeholders in the communication process, but also risk missing out
on concerns and topics central to the situation of the population.
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Again, flexibility is a central aspect to the agenda setting process. Continuous scanning for new
media opportunities at the national level and changes in the political environment is a pivotal
task for any decision maker.
If operating in a context where well trained journalists, capable of doing background research
for more complicated stories, are scarce, public debates or community conversations can be
ways of engaging authorities, citizens and even the industry in a moderated public exchange
around critical issues. This makes good and relevant journalistic coverage of areas people will
often pay more attention to, as it was generated in an exchange with ‘people like us’.
The publication of the EITI report also takes on a central role in the agenda setting process,
since the public mood on extractives and transparency issues pre- and post- the first report
might significantly differ from each other. An eventual excitement generated through the
publication of the EITI report has to be considered by decision makers, and an effective setting
of the thematic agenda at this point of time can help to maintain the mood and momentum,
extending the impact of the report far beyond the moment of its first disclosure. This can be
done in many ways including by following up on the factual information provided by the report
through community profiles, documenting the impact of the EITI work on the lives of the
people.
One common tool used for agenda setting is an editorial calendar whereby one plans when
which topics will be communicated to ensure that all thematic aspects are covered over a
specific period. Editorial calendars are also designed to help stakeholders to plan their
communication measures: not all pieces of information should be used at once but spread over
the year to keep stakeholders interested in the EITI.
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Diagram 18: Editorial Calendar example ‘Oil and Gas Investor’ magazine (2013)

Source: http://www.oilandgasinvestor.com/Advertise
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Source: http://www.oilandgasinvestor.com/Advertise
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2.4.4.4.

Partnership Approach - Improving Co-Operation with Stakeholders

In addition to thinking about what communications medium to use and how to set the thematic
agenda, it is important to co-operate with a number of people and organisations who support
the communication activities by helping to design, manage communications and network.
Besides the communications officer or person/group responsible in the national EITI secretariat,
a multi-stakeholder steering group on communications is very useful in order to build up a
network of such partners.
If there is not enough capacity in the national EITI secretariat or steering group to develop
communications activities, it is often possible to involve other communications professionals
and companies or hire public relations and communications consultants and firms to develop
and assist in implementing a communications programme.
Furthermore, the nomination of EITI Champions is another crucial element that helps to
improve the impact of the campaign. Thus, every country implementing the EITI is required to
have a designated EITI implementation lead. In most countries this champion is a senior
government minister. They will act as the main public spokesperson for the EITI. Supporting
champions can also be recruited and can come from as diverse fields such as sport,
entertainment, community and religious leaders, journalists and music. Have this mix of
champions will help promote the EITI to, and appeal to, many diverse audiences.
The partner strategy should also expand to a number of industry associations as well as civil
society coalitions. Virtually all countries implementing the EITI also have industry associations
(e.g. a National Petroleum Association or Chamber of Mines) as well as coalitions of civil society
groups interested in EITI implementation. These groups often exist to act as intermediaries
between their members and the government. Having these groups as strategic partners, can be
an extremely efficient and cost-effective way of engaging with, consulting, and informing large
numbers of stakeholders on the EITI process. Their authority, infrastructure and image are
important assets for the communication process to benefit from.
In addition, extractive industry companies often have a very significant presence in the
communities in which they operate, and are often well placed to provide information to those
communications. In Ghana, for example, some mining companies such as Anglogold Ashanti Ltd
and Adamus Resources Ltd pass on information to local councils about how much royalty and
tax they are paying to the national government.
The selection of strategic partners has to be done carefully. While the communication of the
EITI can benefit immensely from the positive image of a specific organisation or company, to be
associated directly with certain names, brands and associations might also have negative effects
on the reputation of the EITI, given the fact that these partners may suffer from a negative or
damaged reputation themselves.
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All societies have a lot of important opinion leaders, influential members of any given
community or grouping, to whom we turn for advice, opinions, and views. In societies and
communities with less immediate action range, people who do not move around a lot, who are
maybe illiterate and who have a limited exposure to national and international media, local
opinion leaders will often have considerably more influence and power. When wanting to reach
communities in developing countries, many cite priests, teachers, traditional as well as elected
leaders as their most trusted source of information.
It is important to include the so called ‘two-step’ communication in the communication
strategy: step 1 is you communicating to the opinion leader, who then in turn, as step 2,
communicates the message to their ‘followers’.
Diagram 19: The original two-step flow model

Two-step communication with opinion
leaders.
Two-step flow models of communication
with opinion leaders
To the left, the Two-step flow model assumes that
the sender is the mass media. Above the sender
could be the mass media, but it could also be a
person or organisation, like the EITI secretariat,
sharing information and messages with the opinion
leaders in different forums.

When mapping important target groups to reach, identifying which opinion leaders they are
influenced by will be as important as understanding which radio and TV programmes they like.
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Opinion leaders naturally vary depending on who you are, but can include:
• Religious leaders
• Traditional leaders
• Elected leaders
• Journalists and editors
• School teachers
• School children (Children are ‘a captive audience’ in school, and what they learn they
bring home)
• Special people in the community, who enjoy important respect – often women, but
not only.
Opinion leaders should be addressed personally through one-to-one meetings. Getting their
understanding and confidence is crucial and seminars with information dissemination can be
held with great effect with their support later on.
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Tanzania has developed cooperation with religious leaders to promote the EITI.

2.4.4.5.

Media Strategy - Generating Publicity and Debate

The media plays a very significant role in promoting, complementing and broadening the reach
of the EITI messages. Good media relations are essential in order to create a positive image of
the EITI and to spread the information among your target audiences. A media strategy deals
with journalists and aims at generating press coverage about EITI. It may not be an easy task to
convince the media to publish your story, especially since EITI might seem very abstract to the
majority of the general public.
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As mentioned above, offering journalists covering this area an understanding of the issues and
their implications on the lives of ordinary people in general and in the affected areas specifically
will usually facilitate both, the ease of collaboration with the media and the quality and
relevance of the news coverage.
It is important to keep in mind that people who do not directly deal with EITI related topics are
not necessarily interested in the process. However, what they care about is meaning and
results. A key principle is to look at the intersection between what you want to say to your
audience via the media and what they want to hear. Often communication endeavours talk
too much about things that fall into the left, or right, side of the ‘news’ intersection – as the
diagram below demonstrates.

NEWS

Diagram 20: News Intersection

When positioning stories or news to the media, it is critical to find an angle that will connect
your agenda to something your audience cares about. Therefore, it is important to identify a
number of topics around EITI that are relevant and at the same time interesting stories to tell.
Bombarding journalists with press releases on less important issues, is not only a waste of
resources, but threatens to damage the relationship with the media. Also, these stories should
be interesting for your local media, national or international media or all of them. Take into
account that journalists from regional media stations will tend to look at events from an angle
that is more specific to their local context and impact. International journalists are usually more
interested in the global perspective.
The stories that lie at the intersection are either very big issues covering themes like the
environment or economic development, or very small ones dealing with very tangible and
locally relevant information. Messages will clearly not make the news if they solely concentrate
on EITI itself. Understanding the journalist’s perspective is thus an essential precondition to a
successful media strategy. They use the angle of the news in order to tell readers why they
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should care about different issues. From this perspective bad news always sell more, which
means that communicating about wrong doings will always gain more media attention. A
collaborative approach between stakeholders and the government, as it is necessary in the case
of EITI, seems less interesting as a “profitable” story. For this reason, co-operations with
journalists are even more important, as are good project examples. Change and human interest
in reference to specific persons and their actions are usually considered interesting angles and
therefore might work better than general news about EITI.

Trinidad and Tobago designed a media strategy targeted towards the youth, especially
through social media, as explained below. To reach the traditional media, Trinidad and
Tobago organised their strategy around events and milestones.
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3. Communications Mix
This chapter aims to provide guidance on the various communication tools that can be drawn
upon to effectively reach the various audiences and stakeholder groups. For each section,
examples of good practice from existing EITI scenarios are provided. It is important, that each
tool is considered in the context of the individual communications environment such as the
urban/rural split, literacy rates, languages, TV and radio reception, Internet and mobile phone
usage.

3.1. Information and Promotional Materials
Before beginning to design information and communication materials and processes, it is
important to try to have the supporting branding material, including a logo, a tagline, and a
design manual describing how the logo should be implementation in place. With this in place it
is possible to ensure the presentation of a coherent (visual and graphic) image. This both
reinforces the message and reflects positively back to your organisation and work.
3.1.1. Information Materials
Information materials often refer to small booklets containing information and pictures about a
single subject. Depending on their size, they range from flyers (A5 1 page double sided) to
factsheets (A4 1 page single sided) and brochures (A4 several pages). These materials provide
an overview of the topic at hand and orientate the reader to further sources for more
information. They present the following advantages: they can be adapted to each target group,
they are easy to produce and can be distributed in partnership with key stakeholders (on the
premises, on websites, and in newspapers).
Here’s how
• Use short bursts of text accompanied by striking visuals: materials should provide
essential information in such a way that the reader wants to find out more about the EITI.
• Adapt the content and the format of the information material to the characteristics of the
target groups: age, level of literacy, linguistic preferences and involvement in the EITI
process.
Ø For example, secondary school pupils will find a flyer explaining the EITI as a comic
strip more accessible whereas ministries’ employees might want fact based
information about the extractive industries.
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• Adapt the information material to the distribution channels. The context in which the
information material will reach the potential reader should determine the content and the
format.
Ø For example, if the information material is to be distributed at a market place, it is
advisable to produce a short leaflet with striking pictures: potential readers might have
very little time and initial interest for the EITI. They need to understand very quickly
what the EITI is about. On the contrary, if the material is to be distributed at a meeting
with the representatives of the mining industries, it should explain precisely how
industries can participate in the EITI.
Ø Whereas information shared on the radio can at best adapt existing, known and loved
information forms, be brief and appeal to emotion and laughter, articles in a newspaper
or magazine will be used with more time and concentration at hand, and can provide
more background. Matching the use of both these two and others where possible
reinforces the message.
• Create partnerships with stakeholders. Information material can easily be distributed
through stakeholders, be it as take away material on their premises, as an insert within
newspapers and magazines or at stakeholders’ events.
• Present the information material as the starting point for dialogue. Include references
to other sources of information, web address and phone numbers of the local EITI office.
Good fit practice: examples from the field

•
•

•

•
•

Cameroon found an original way to reach the general public: a comic strip. This approach
is efficient in several ways:
The format is always associated with entertainment and thus attracts attention.
The issue most pertinent to the EITI is very simply explained: the title is presented as
question, the information is conveyed in everyday language and the dialogue format
allows for an exchange of questions and answers.
Locals can identify with the setting for the story – a conversation between two friends on
a bus to Douala, waiting at a petrol station – thus making the EITI relevant to everyday
life issues.
Further sources of information, facts and figures are available at the bottom of the comic
strip.
The comic strip was produced both in English and in French thus reflecting the linguistic
diversity of the country and reaching a wider audience.
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EITI Cameroon comic strip

In the same way, Mozambique used a comic strip to convey the EITI.
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EITI Mozambique comic strip
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•
•
•
•

Mozambique’s brochure presents the following advantages:
Colourful pages incorporating relevant photos
Reader friendly presentation of information
Headings placed in bold outline key information
Sections are numbered to help the reader understand the structure of the paper.
EITI Mozambique brochure

A good fact sheet may well arouse interest with the reader to move on to read the real report –
or its executive summary – by for instance key stakeholder groups without initial interest in the
matter, so hard to reach yet needing to be reached.
Please find below a factsheet from Madagascar which has an original format – landscape rather
than portrait – colourful and using questions as titles and strong simple claims.
Top tips
• The format and the content of the information material must be adapted to the target
audience’s communication needs.
• Great information material is worth nothing if it does not reach the target audiences: design
a distribution strategy.
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EITI Madagscar information factsheet
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3.1.2. Newsletters
A newsletter is a bulletin presenting the latest news on a specific topic. The distinctive
characteristic of a newsletter is that it is issued periodically to a selected audience of
subscribers. The frequency of distribution (monthly, bi-monthly or quarterly) depends on the
amount of newsworthy material there is to convey.
Newsletters allow organisations to maintain a regular flow of up-to-date information and thus
embody the identity of an organisation for its subscribers. Newsletters can be printed or made
available online.
Printed newsletters should be displayed in locations where access to computers, electricity and
Internet is sparse. Printed newsletters present the advantage of reaching people who have
never heard about the EITI before whereas online newsletters only reach people who have
previously subscribed to it and therefore have come across the EITI before.
On the other hand, online newsletters can be sent to a greater number of recipients through
existing community networks or mailing lists. Online newsletters also overcome distance and
geographical barriers thus reaching dispersed communities. Content-wise, an online newsletter
can display information in several formats (video and audio) making it more entertaining for the
viewer to read. It can also present information in a concise way providing hyperlinks to further
web pages.
Distribution of printed, hard-copy newsletters even to selected target groups who will have
access to online newsletters can be really important - such as your main stakeholders including
Government and Ministries, the MSG members themselves, important journalists and media
houses, major civil society organisations – to mention the most important EITI stakeholders. The
receipt of a newsletter into the hand often attracts more devoted attention than an online
newsletter arriving alongside other priority information which may be of greater urgency and
importance to the recipient.
If this is not possible for logistical or other reasons, including the cost of copying and printing,
then online newsletters are naturally a lot better than nothing!
Before choosing to use newsletters – be it printed or online – as information material for the
EITI campaign, it is essential to assess the literacy level of the target population: there is no
point in putting a lot of effort into a newsletter if it only reaches a small percentage of the
population or an inappropriate audience. However, the definition of a successful reach varies
among the target groups: for the communities living in mining areas, the EITI should aim to
reach 100 % of the population whereas for the general public, a reach of 20% can be considered
as reasonably successful.
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Here’s how
•

Choose one person to coordinate the newsletter in order to ensure editing and stylistic
consistency thus granting the EITI a coherent identity that the readers can recognise.
Ø Grant the newsletter a specific style. The items of the newsletter should not be a copy
paste from other documents but adapted to the audience that needs to be reached.
Ø Ensure that all the newsletters have the same format: position regular pieces in the
same location to make it easy for the readers to find the information they are looking
for immediately.
Ø Always use the same title if it is a printed newsletter and a consistent subject line
and sender in the case of an online newsletter.
Ø Provide the newsletter on a regular basis – and from the same place in the case of
printed newsletters – for the readers to know when – and where – to expect new
information.
ü Clearly date stamp every edition for the readers to be able to refer to past editions.
ü In the case of printed newsletters consider printing every edition on a different
shade or colour paper for readers to identify the edition more easily.

•

Always include a Table of Contents at the top of a newsletter for readers to easily find the
information they are looking for. For online newsletters hyperlink each section to facilitate
navigation.
Complement serious information with anecdotes. ‘Feel good’ stories from communities
will show the relevance of the EITI for the citizens’ everyday life and will offer a perspective
of EITI with which the general public can engage. ‘Feel good’ stories typically involve
testimonials from beneficiaries of the EITI or stakeholders such as mining companies, local
communities or relevant ministries.
Use the newsletter to report on past successes, current EITIs and upcoming events.
Use visuals, such as photos, graphs, tables and pictures. As the adage goes - a picture is
worth a thousand words. Visuals make it possible to absorb large amounts of data quickly.
A well-presented graph ensures that even the casual reader who only skims the newsletter
will pick up on part of the newsletter’s content. Aesthetically pleasing visuals might also
entice a person to read the article who might not otherwise have done so.
Small, well-presented human-interest stories are among the first things to be read. Again an
interesting attractive photo of the person or group in question will attract the attention of
the reader.
Since the EITI is about fostering a dialogue between citizens, governments and extracting
companies, encourage readers to contribute to the newsletter by providing the contact
details for a real person.
Archive the newsletters to track the EITI progresses.

•

•
•

•

•

•
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•

•

•

•

Include the online newsletter in the body of the email rather than as an attachment. There
are more chances for the newsletter to be read if it does not require another document to
be opened.
If the online newsletter is sent as an attachment or when it is displayed on the website, use
a PDF format and provide an Adobe Reader link rather than a Microsoft Word
documents. This will ensure that the newsletter remains the EITI property and cannot be
modified by the newsletter’s recipients. Furthermore the PDF document will remain in the
final graphic presentation and will not be affected by the settings of the computer opening
them.
Ensuring that online newsletters are under 2MB and pictures under 30KB will increase
the likelihood that the newsletter will be received rather than bounce back and thus
actually opened and read.
For online newsletters use an online newsletter service to have a consistent template, to
simplify sending to large groups and have easy access to analytics of how many people
opened the newsletter.
Newsletters – be they printed or online – present costs and benefits that need to be taken into
account before choosing to use this information material as part of the EITI campaign. Costs and
benefits vary according to the country and the target group. Below is a brief overview of the
advantages and disadvantages of each format. This summary acts as a guide to the following
questions: do most people in the community have Internet access? How familiar are people in
the country with online newsletters? Is the format popular? Is there a reading culture in the
country or are people used to getting their news from other sources?
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Diagram 21: Advantages and Disadvantages of print and online newsletter
Advantages
Disadvantages
Print
•
•

•

•

•

Tangible
Reach those who have
never heard about the
EITI previously
Are often passed from
person to person thus
increasing reach
People can hold onto
their physical copy and
read it at their leisure
Can be distributed in
areas where there is no
Internet access

•

Is not hindered by
geographical barriers
and so can reach
dispersed communities
Displays a wide range
of formats
Presents information in
a very concise way with
hyperlinks
Can make revisions
easily
Unlimited space

•

•

•
•

Revisions not easy to
make once text is set
High level of literacy
required from the target
audience
High cost of printing and
distribution
Dissemination
often
cumbersome – and too
often
happens
haphazardly

Online
•

•
•

•
•
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•
•
•
•

Requires
access
to
electricity,
computer
facilities and Internet
Possible
software
compatibility issues
Audience must be made
aware it exists
Intangible
High level of literacy –
including knowledge of
how to use a computer required from the target
audience

Good fit practice: examples from the field

•

The EITI online newsletter incorporates several of the points mentioned above:
Factual reports are completed with news stories that have a human angle illustrated with
powerful imagery. These stories draw readers in and show EITI’s real-life impact.
EITI online newsletter

•

Information about the EITI is presented in a fun way through a knowledge-based quiz that
requires the reader to engage with the material at hand.

62

•
•
•

Essential information is presented in a very concise way providing hyperlinks for further
information thus making the newsletter clear and very easy to digest.
Information is displayed through a wide range of formats including video and twitter.
The newsletter is used to announce up-coming events.

Excerpt from EITI’s newsletter
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The Albanian EITI (AlbEITI)’s newsletter presents the following advantages:
•
•
•

Short text presented in bullet points make it very easy to read quickly.
The photos displayed convey the key characteristics of the EITI: extractive industries
and debates.
Additional contact information is provided at the bottom of the page.
Albanian EITI newsletter
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•
•

•
•

Top tips
Analyse the communications needs of target audiences: is a newsletter appropriate?
Present articles in a wide range of formats: news items and factual details, spotlight
features, human interest stories, photos and illustrations, quizzes and other engaging
features.
Have a distribution strategy and system in place.
If using online newsletters, take advantage of the medium by including several formats (i.e.
video clips) and hyperlinks.
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3.1.3. Summary EITI Reports
Official EITI reports tend to be long, detailed, technical and particularly dense reading; they
address subjects which many find complex – namely the extractive industries, tax and royalty
systems and financial information. One way to make the EITI reports more accessible is to
provide an executive summary.
As the name infers, these are shorter documents approximately 10% of the length of the
original report, which sum up the information presented in the official report in clear and
concise language. In a summary, the writer condenses the report’s main ideas, conclusions and
recommendations.
Where the executive summary responds to the full report, a further distillation or selection
could turn a ‘summary of the summary’ into one or more fact sheets. These work best when
produced with a particular target audience in mind, answering directly or indirectly the
questions that you know are on the mind of this group.

Here’s how

•

•

•

•

•
•

•

When publishing a report summary, keep the following points in mind:
The introduction should present basic EITI facts, such as what is the EITI and what are its goals.
It should also include country-specific facts, such as which industries are represented as well as
the time frame which the report covers.
Showcase how the report is newsworthy: explain how this report is different from the previous
ones. If relevant, insist on the progress that has been made since the publication of the previous
report.
State the purpose of the report. Why was it written? Example: reveal the discrepancy between
the government XYZ numbers and the mining industry XYZ in order to increase transparency
and thus promote the use of national funds to enhance social cohesion.
Briefly describe the scope of the report. What problem does it solve or what issues are
covered? Example: the EITI report reviews XYZ extractive companies and compare it to the date
provided by the ministry XYZ during the period XYZ.
State the key results and findings detailed in the report. What was discovered? Example: There
is a discrepancy of XYZ between the numbers given by company XYZ and the ministry XYZ.
Consider using questions as headings. For example, ‘How was the information collected?’
‘Who participated in the report?’ ‘How was the report drawn up?’ are questions which
many readers will have. This format anticipates what the reader may be thinking as s/he is
reading and offers a more organised and guided approach to the information.
Use graphs and charts to present information. Some readers may find long paragraphs of
text overwhelming, especially when the text is dry and technical. Consider presenting
information visually as well so as to offer people another way to understand the report.
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•

•

Include the next steps. If the report contains recommendations for future action, summarise
them, including who should implement them and why the recommendations should be
followed. If the report shows a discrepancy between the amount reported by extractive
industries and the amounts received, explain why this might be so and what will happen next.
This shows audiences that the report is not the end of the EITI process but a part of the process.
It also encourages people to get involved and learn more.
Keep the language clear and direct. Offer definitions of the terms being used in the
introduction. If acronyms are used make sure to include an index so that readers know who
is being referenced.
Good fit practice: examples from the field

•
•
•

Tanzania’s summary report of June 2010 included a well-structured introduction allowing a
reader who has never heard of the EITI to pick up the report and engage with it without any
other materials. It states:
The main goal of the EITI (transparency).
A definition of the EITI.
The context of the report.
Tanzania‘s summary report introduction

Tanzania’s summary report also displayed the information in a graph, thus conveying complex
information in reader friendly way.

Diagram 22: Tanzania Contribution by sector
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Diagram 23: Participating Companies

Tanzania EITI Reconciliation Report
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3.1.4. Distribution
There is no point writing, designing and producing information and promotional material if it is
not read – and for it to be read, it must be distributed in places where the target audience is
located. Such places include:
• Local communities
Ø Town halls
Ø Bus/train stations
Ø Schools
• Government
Ø Ministries
Ø Leisure clubs where the civil servants spend their free time
• Mining industries
Ø Mining industries headquarters.

Here’s how
•
•
•

•

Carefully select what is to be distributed where, according to the target group that
frequents the chosen locations;
Time distribution strategically: people are usually more receptive to information in the
morning rather than in the evening after a long day at work;
Evaluate the quantities needed to produce according to the frequency of target audiences’
visits – there should be enough copies printed to ensure that the target audience receives
enough information until the next publication, without incurring surplus stock
Decide how material is to be distributed: should the information material be simply
displayed or should somebody actively distribute them, thus providing tailored information
to the target group but costing more time and money? Or would specific representatives of
one or more of the stakeholder groups be interested in supporting dissemination in their
role as partner?
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Good fit practice: example from the field
In the Trinidad and Tobago TTEITI Communication and Stakeholder Engagement Strategy of
February 2012, the distribution of brochures is included among the outcome indicators in their
monitoring and evaluation plan:
Diagram 24: Trinidad and Tobago monitoring and evaluation plan excerpt

It is really important in all action plans related to the communication strategy to include not
only the design of the communication mix and the preparation of the products and processes,
but to also ensure that these are presented, used and evaluated effectively.
A possible distribution strategy, like the one highlighted in this news report from Ghana http://www.ghanabusinessnews.com/2013/02/13/ghana-to-set-up-oil-gas-informationcenter/– is to establish partnerships with other institutions that reach specific groups with
whom they have established relationships of trust. Thus, not only will the EITI reach more
people, it will also increase the EITI’s credibility.
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3.2.

Media Relations

Media relations involve working with various media for the purpose of informing the public of
an organisation's mission, policies and practices in a positive, consistent and credible manner.
Typically, this means coordinating directly with the people responsible for producing the news
and features in the media. The goal of media relations is to maximize positive coverage in the
media without paying for it directly through advertising.
Dealing with the media presents unique challenges in that the news media cannot be
controlled — they have ultimate control over whether stories pitched to them are of interest to
their audiences. Because of this, ongoing relationships between an organisation and the news
media are vital.
There are two ways of dealing with the media:
• Reacting to the enquiries of the media
• Pitching a story to the media.
Use the following tips when dealing with journalists to ensure they get the story right in both
cases.
Here’s how
• Know the media (printed press, TV, radio, online) landscape – local and national: who
writes about what when? Make a list and start to develop positive, professional
relationships with key journalists.
• Develop a media plan and an editorial calendar: what is the best time to pitch which stories
about the EITI and to whom?
• Train staff in dealing with the media
Ø Appoint a single spokesperson who will be responsible for representing the national
EITI secretariat for the media – ideally, it should be the communications officer.
Ø Decide who is best positioned to talk to the media and about which topics. Have a
number of key spokespersons who are experts on particular topics and knowledgeable
about the communications strategy. Ensure that they will be available to discuss their
area of expertise with the media and at short notice if necessary.
Ø Develop key messages and a Q&A briefing sheet to be disseminated to all staff. This will
ensure a consistency of information across the organisation.
• Keep up a dialogue with the media
Ø Be proactive in contacting the media. Journalists are always on the look-out for a good
story and regularly need to fill editorial space, be it in a daily newspaper or a regular
radio news programme.
Ø Make it easy for the media to reach the EITI by giving the contact details of the
spokesperson on all media material.
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Ø Form a group of journalists covering fields related to EITI and offer to train them in the
more complex matters of the EITI so that the journalists will be better placed to write
accurate, informed stories.
• The content of a story, or the reply to a media enquiry should take into consideration the
following points:
Ø People like human interest stories as they can relate easily to them – where possible
involve community members in the story you are pitching.
Ø Know your ‘figures’ and always try and include the most recent figures you have, such as
how many new jobs have been created at a local mining company or how much royalty
from local mining companies was paid this year to the national government. They also
answer the question: why should we write an article about the EITI’s fourth report?
Ø Use comparisons to make abstract data real. United Nations relief coordinator Jan
Egeland gave reporters something to write about in March 2005 by saying the death toll
in the Democratic Republic of Congo over the last 6 years amounted to ‘one tsunami
every six months’.
Ø Adapt the story to the needs of the targeted media:
ü Include the testimonial of a local community leader if the pitch is to a local newspaper
ü Include the speech of the minister of industry if the pitch is to the internal newspaper
of an extracting industry
Ø Avoid jargon and complex technical language.

The following chart can be used to help decide which media outlets to pitch to in order to target
the desired audience. Once the decision is made regarding which media to target, refer to the
next session for advice on how to write a successful media release.
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Diagram 25: Media Outlets
Print

Broadcast

News agencies and
wire services

Online news sites

Media type

National,
regional and
local
newspapers and
magazines

Television and
radio. Can be
regional, national,
local or
community-based

Organisations of
journalists that
gather and
distribute
syndicated news
copy electronically

Target
audiences

General public,
as well as
targeted groups
(business,
political,
industry & trade,
female-only,
male-only, etc.)
for specialised
publications

Programming
generally targeted
towards particular
demographic or
area of interest.
News shows are
often produced
in-house

News stories and
feature pieces are
prepared for use or
adaptation by other
media organisations
(TV, radio, print,
online), their target
reach is incredibly
broad. Local stories
are often welcomed
if they have an
international
context that can be
sold to major
media.

Most sites are
affiliated to larger
newspapers,
magazines, TV and
radio stations but
in recent years
independent news
sites have
appeared
Audiences are
computer literate
with regular
Internet access.
The reach of this
audience is wide
as the Internet
overcomes
distance and
geographical
barriers

Features to
consider

Newspaper
afternoon
deadlines for
morning editions
& lunchtime for
same-day
evening editions:
Magazine
deadlines are
often months in
advance

Specific interest
programmes need
to be pitched to
well in advance,
though deadlines
differ according to
broadcast dates
(i.e. monthly, biweekly, weekly,
etc). News
programmes
generally work to
tight deadlines

Wire services often
break big news
stories and so
operate in a fastpaced environment,
working to strict
deadlines. Your
story is more likely
to ‘land” if it is
current, offers new
information and if
you can provide all
relevant details
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News is updated
regularly, so the
sites are always
hungry for new
pitches and news
items. Stories can
be formatted in
different ways (i.e.
hard news, soft
articles, etc) – Also
carry good visuals:
images and quality
video

and items must
be current

immediately.

Media Relations Tool Kit
There are standard tools that you should prepare before you begin implementing media
relations for your country’s EITI process. These include:
• Communication plan for the overall media strategy: when to pitch which stories about the
EITI to whom?
• Press Kit with information about your country’s EITI process including
Ø Summary of the EITI process
Ø A short summary of the country’s achievements in the EITI process
Ø The summary of the latest EITI report
Ø The most recent newsletter
Ø Spokespersons and short biographies of the EITI national director and EITI champion
• Images or link to image bank
• Key messages and Q&A. Examples of these can be seen below.
• All relevant logos (the EITI logo or the country’s derivative thereof)
• Media lists with contact details for key journalists
• Photos (preferably uploaded on your EITI webpage)
• Writing style guide to ensure everyone writes consistent materials
• Calendar of forthcoming events to ensure wide attendance and to show that the EITI
process anticipates future activities
• Details regarding archiving press coverage
SAMPLE Q&A
Example 1: Why should my country consider implementing the EITI? What are the benefits we can
expect?
Depending on the circumstances, there are a number of potential benefits to countries implementing
the EITI.
Governments benefit from following an internationally recognised transparency standard that
demonstrates commitment to reform and anti-corruption, leading to improvements to the tax collection
process, enhanced trust and stability and a better investment climate.
Energy security is enhanced by a more transparent and level playing field. This increased stability
encourages long-term investment in production – and thus improves the reliability of supply.
Companies benefit from a level playing field in which all companies are required to disclose the same
information. They also benefit from an improved and more stable climate in which they can better
engage with citizens and civil society.
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Citizens and civil society benefit from receiving reliable information about the sector and a multistakeholder platform where they can better hold the government and companies to account.
Example 2: My country is already transparent about its revenues from natural resources. What do we

The characteristics of a strong media message are as follows:
• Current information
Make sure the information is current. As the saying goes - if it is not new, it is not news. In the
case of the EITI, this is particularly relevant when it comes to publish its second, third or fourth
report. For the media to pick up on it, you need to emphasise what is new compared to the
previous report: did the situation improve or worsen? How? What can we do about it?
• Facts and stats
Facts and statistics help ground a story and make it both comprehensible and more compelling.
Give concrete details: how many extractive industry companies are based in the country, how
much money does on average each company declare paying to the government, how much
money does the government says it receives on average from each company? Avoid the trap of
giving too many facts and figures – three should be enough. Give round numbers as they are
easier to remember: 10 million, 2 billion, etc.
• Clear and coherent
Most people, including those working in the media, are overloaded with information on a daily
basis. Therefore information must not only catch the attention of the targeted journalists but
must be explicitly understood within a matter of seconds. The best way to achieve this is to
have a tagline composed of no more than 5 key words.
• A Message is only as good as the messenger
Someone who does not believe in or care about the issues they are discussing – and show it cannot expect the media to care either. It is important that the messenger is convincing.
• Human interest
Human interest stories are easier to relate to and often more appealing to the media who need
to engage with their readers. Using language associated with your target audiences’ actual lives
can also be more effective - words such as ‘families’, ‘parents’, ‘community’ instead of
bureaucratic words such as ‘recipients; or ’populations’. Do not use acronyms: they sound very
technical and most people do not know what they mean.
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Good fit practice: examples from the field
Tanzania, Liberia and Trinidad and Tobago developed strong relationships with
journalists by proactively inviting them to take part in EITI workshops, as the abstract of
the Liberia EITI’s communications strategy shows below.

Liberia EITI strategy to engage with the media

•
•
•
•

Tops tips
Create a media list, including names, contact details, media outlets and topics of interest
Develop a media plan and an editorial calendar based on thorough analysis of your national
media landscape.
Train your staff to deal with media enquiries.
Make sure the EITI stories you distribute are newsworthy: stick to the inverted pyramid, new
information, numbers and people.
3.2.1. Press and Press Releases
A press release is an official statement, usually no longer than 500 words, which covers some
aspect of a business or organisation’s news. Press releases are a good tool for communicating
information to stakeholders but their primary aim is to encourage media outlets to develop
news stories around a specific subject. They can either be sent out electronically or by post.
Sent electronically, press releases can have a wider reach. The focus on one topic makes it easy
for the release to be picked up and increases the potential that it will be discussed in other
articles.
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It is important to always write a press release in the third person and to write it like a news
article. Journalists are often under-resourced and pressed for time and will often print the
release as is if it reads like an actual news story. The inclusion of an interesting, good quality
and accurately captioned photo will extend the likelihood of the release being used.
Often it will be useful to reach out to media in advance of events, such as when you want them
to come to a launch of a new report. In these cases you may want to issue a Media Advisory. A
media advisory will be useful when you can:
- send it to a number of journalists that this is relevant for (See page X)
- highlight the newsworthiness of the event (See page X)
- have a real proposition to them – an offer of an interview or similar.
- include some relevant background info that helps to make it more news-worthy
ADD EXAMPLE OR TEMPLATE BELOW

•
•
•
•

•

Here’s how
Identify the target audience and use a writing style with them in mind.
Think about the information that must be presented and narrow it down to two or three key
messages.
Be sure to have evidence to support all messages, either in the form of recent statistic
information or official quotes.
It is good practice to follow the Inverted Pyramid model used by journalists when writing news
stories and shown in the below diagram. The release beings with the most important
information first, followed by fuller details, facts and figures in the next paragraphs and
finishing with the least important details or a quote and/or background details in the final
paragraphs.
Make sure all press releases include a good mix of statements, quotes and statistical
information.
Diagram 26: Inverted Pyramid
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Importance

High

Low

Good fit practice: examples from the field
Nigeria published a press release on its website that was taken up in several media. Below is a
copy of the press release which generated media coverage for the following reasons:
• The information provided is new
• It displays figures
• It cites precise mining companies
• It explains why it matters by stating the Nigeria EITI’s main objective – reduce
poverty
• It is slightly controversial by stating that it is not a witch-hunt, implying that some
people are perceiving the initiative that way
• It concludes on the next steps.
The release was covered in a number of news outlets including the National Mirror
(http://nationalmirroronline.net/new/neiti-to-audit-utilisation-of-13-derivation-funds/)
and
This
Day
Live
(http://www.thisdaylive.com/articles/neiti-begins-audit-of-eca-13derivation/137936/)
It is important to notice how the media covered the press releases:
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• NEITI Executive Secretary, Mrs. Zainab Ahmed was available for interviews as well
as other important stakeholders.
• The number ’13 %’ was insisted upon – it made it to the title.
• Reference to a workshop organised in Abuja where the journalist was invited.
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Nigeria press release (February 2013)
FISCAL ALLOCATION AND STATUTORY DISBURSEMENT AUDIT COMMENCES
The Nigeria Extractive Industries Transparency Initiative (NEITI) has signed the contract for
the conduct of the Audit on Fiscal Allocation and Statutory Disbursements. The signing of the
contract marks the formal commencement of the Audit, expected to be concluded within a
period of nine (9) months.
Explaining the objectives, the Executive Secretary Mrs Zainab Ahmed said the Audit will
cover fiscal allocation and statutory disbursements of extractive industries revenue funds
from the Federation account to the three tiers of government. Mrs Zainab stated that the
Audit which is first of its kind by NEITI will in the meantime; cover only states that benefit
from the 13% derivation as well as other agencies that directly receive allocations from the
federation account. They include the oil producing states of Abia, Akwa-Ibom, Bayelsa, Cross
River, Delta, Edo, Imo, Ondo and Rivers. Others are Niger Delta Development Commission
(NDDC), Petroleum Technology Development Fund (PTDF), Central Bank of Nigeria
(Development of Natural Resources), Federal Government of Nigeria (Share of Derivation &
Ecology), and Administration and Application of Excess Crude Oil Account.
Mrs Zainab also stated that the Audit would cover the period 2007-2011. “In line with the
provision of Section 2 and 3 of the NEITI Act, the decision by NEITI to implement this part of
the law is not only legal but imperative in view of the mutual suspicion and distrust that has
existed among federal, states and local governments over who gets what, why and how.”
The Executive Secretary further explained that the audit will also provide baseline
information required for planning and development, reduce friction and promote public
trust through provision of timely and current information and data that would form the basis
for revenue allocation, disbursements and application in Nigeria.
She reassured the Covered entities that the audit is not intended to ‘‘witch- hunt’’, but
targeted at ensuring that the revenues from the sector to the recipients are prudently
managed to address the developmental needs of Nigerians, and reduce poverty.
The Executive Secretary also urged the auditors to be courageous, independent and apply
the highest level of integrity and professionalism in carrying out the assignment. ‘We in NEITI
expect the states, local governments and agencies involved to cooperate with the auditors as
is required by law.’’
An indigenous professional Audit firm SIAO Partners was engaged, through an international
competitive bid process, to conduct the audit.
The Federal Executive Council presided over by President Good Luck Ebele Jonathan had in
November, 2012 approved the conduct of the Audit, and promised to give NEITI every
support to carry out the project.
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•
•
•
•
•
•

Top tips
Keep your message simple;
Cover only one topic with two or no more than three main points;
Share examples and relate the story to nationally/locally relevant issues;
Include human interest stories where possible to also appeal emotionally to the reader;
Add good and effective photos where relevant to increase chance of coverage in print media
;
Make sure appropriate media outlets are being targeted.

The following checklist is a guide to writing a press release

How to write a media release
Before beginning
• Who are the target audience(s)?
• What are the message(s) to be conveyed?
• Has the right angle been chosen?
• Is the right media being targeted?
• Is it newsworthy?

Writing the headline
• It should be clear and compelling
• It should reveal the press release’s key point
• It should be no longer than 10 words
• It should have a strong and active verb.
• The first, or ‘lead’, sentence in a press release is a reiteration of the headline. It must be
direct and to the point, capture the readers’ attention and provide the five Ws (who,
what, where, when and why) as well as the H (how) of the story.
• The opening paragraph itself should be short – generally no more than three sentences –
and it should summarise the story you want to tell. All key information needs to be in
this paragraph. Not only do most journalists only skim the headline and opening
sentences but for releases posted online, search engines typically focus on early content
to index a release or news item.
• Journalists write news stories in an ‘inverted pyramid’ structure with the most vital
‘newsworthy’ information at the beginning of the release and less important and
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background information follows in order of importance or newsworthiness.
• The following paragraphs, or the body of the release, can thus be used to fill out the
detail and add some colour. Though the paragraphs should be concise and long
sentences avoided, be aware of providing too little information also. Back up
whatever claims were made in the lead and headline and, where possible, include a
quote for an expert opinion or to highlight a particular perspective.
• Deal with actual facts – events, products, services, people, targets, goals, plans,
projects. Try to provide maximum use of concrete facts.
• Ensure that messages are consistent throughout the release.
• Avoid using jargon. It is important to keep any terminology used simple and easy to
understand.
• Always include contact details so journalists can follow up a story if necessary.
• A ‘Notes to Editors’ section at the end of a press release provides an opportunity to
include further factual or technical details and/or a synopsis regarding the EITI.

Go through your release and answer the following questions:
• Have the five Ws and the H question been answered?
• Is the release written in the third person and does it read like an actual news article?
• Have you followed the ‘inverted triangle’ structure?
• Is the angle of the release obvious – from the headline, to the opening paragraph and
the details provided in the following paragraphs?
• Are there any dull words you could strengthen? Especially the verbs?
• Are there any flowery or redundant words that need to be changed or deleted?
• Is the release written with energy?
• Is the tone appropriately balanced or are you over-selling your message?
• Are all assertions backed up with evidence?
• Have sources been noted regarding external statistics?
• Has each number and name included been checked for accuracy?
• Do all quotes read naturally and are they accurately credited?
• Are the spelling and grammar 100 percent correct?
• Do the format and layout conform to the template specifications?
• Are all appropriate logos present and displayed correctly?
• Is the date correct?
• Are all contact details present and correct?
• Are all notes for editors present and correct?
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3.2.2. Broadcast and Audio Visual Media
3.2.2.1 TV
Television is an effective tool for reaching a wide audience, especially in countries which don’t
have a high literacy rate or a widespread use of newspapers. TV facilitates a wide variety of
formats, whether documentary, report, or entertainment education. The related production
costs, however, means that this medium can be rather expensive. However through effective
public relations (PR) activities, free exposure on TV can be garnered in the format of TV guest
appearances, debates and interviews.

Here’s how
•

TV – more than any other media – conveys emotions. Make the most of it and allow
communities affected by the EITI to tell their own story.

•

Choose the right format: EITI information will reach a different audience when presented in
a documentary, compared to a talk show or as part of a TV soap. Short message broadcasts
to share important information in the style of Public Service Announcements (PSA’s) can
be effectively sent in the lead-up to news broadcasts if the issue is sufficiently urgent and
the price manageable.

•

Pay attention to broadcast times. An afternoon broadcast time is inappropriate if trying to
target industry stakeholders who will likely be at work during that time.

•

Make clips of your broadcast available on your website and in your online newsletters
before it airs to increase viewership. Also, make sure that your broadcast is listed in your
community’s television guide.

•

Decide if you need television to accomplish your communications goals or if a web video
could work. The latter option is far less expensive and could offer the same advantages,
depending on your audience and its access to internet.
Good fit practice: examples from the field
Trinidad and Tobago EITI collaborated with the government audiovisual services to broadcast
information about the EITI on public TV. Trinidad and Tobago EITI national secretariat made
sure to broadcast at different times (08.30 pm, 10.45 pm), on different channels (CNC 3,
Channels 4&16), thus reaching a wide range of stakeholders.
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Trinidad and Tobago TV broadcast examples
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Source: http://www.ttconnect.gov.tt/gortt/portal/ttconnect

•
•
•
•
•

Top tips
Use videos to convey feelings and trigger empathy from the viewers.
Get the impact of the EITI to be told by the people affected by the EITI.
Choose broadcast times and channels with regard to the target audiences’ television
viewing habits.
If opting for the Public Service Announcement (PSA) format, YouTube can be an effective
additional distribution channel.
Such clips are also effective on the website.
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3.2.2.2 Video
A video competition is a good tool to create publicity and engagement, especially amongst
young people and students. Videos are also a good way to educate illiterate people. The
communication value of a video contest can be split into two stages. The first stage is to
promote the video contest while the second stage is to distribute the videos submitted
Here’s how

• Once the objectives and target groups of the video competition have been developed,
participants must be registered with their contact details so that they can receive updates
regarding the competition process.

• When the videos have been submitted, they can be posted on Facebook, Twitter etc and
where people can then vote for their favourite. The amount of votes can be part of judging
which video will win, or it can be the sole reason – evaluate what works best in your
country. This will definitely increase the distribution of the videos.

• After the competition is over, the videos can be used during public meetings or in
specifically arranged free showings where suitable.
Top tips
•

Recruit among local film schools and send regular updates to the participants to keep them
engaged.

•

Get local celebrities to be part of the judging panel.

•

Have a maximum of three months between the launch of the competition and the
submission of videos – candidates might lose motivation otherwise.

•

Videos should be short – 3 to 7 minutes.

•

Be specific about the criteria according to which the winners will be selected and publish
these criteria during the recruitment phase.

•

Think about the submission procedure: Is there sufficient bandwidth available to upload to
YouTube? If Internet connection in the area is bad, ask people to send a CD.

•

Utilise these videos to generate publicity, to use on the website and for information events,
road shows etc.
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See how the EITI International Secretariat conducted their video competition:
http://eiti.org/public-video-competition

3.2.2.3 Radio
Low tech, inexpensive and reaching a large audience – radios many advantages make it a most
effective communication tool for countries with a dispersed population with low literacy rates
and sparse access to electricity. Radio is also the perfect forum for a question and answer
information session, which encourages listener participation and public engagement. Unless
downloaded as podcasts, though, shows can only be heard once – which is why it’s important to
employ the right techniques to get enough air time and make programs stand out.

Here’s how
•
•
•
•
•

Get to know local radio presenters and try to get EITI staff interviewed on radio shows as
experts.
Consider doing a weekly show on the radio about different aspects of the EITI process to
encourage a comprehensive understanding of the EITI among the public.
Be prepared to answer questions from the public with numbers, quotes, comparison and
human-interest stories from the communities.
Time radio interviews strategically. Going on air before the publication of a report will
raise awareness and might encourage more people to read it.
If you are running your own radio show, promote it with your other communications
methods (e.g. via a newsletter or website).
Good fit practice: examples from the field
Many Candidate countries have already incorporated radio into their communications mix. Iraq,
for example, aired an interview on RFE/RL’s Free Radio Iraq with Eddie Rich, deputy head and
director of the Extractive Industries Transparency EITI in June 2011, just as the country was in
the process of issuing the first reconciliation report. Not only did the report itself reach a wide
audience, parts of the interview were also picked up by the press resulting in a greater amount
of coverage.17

17

RFE/RL, ‘Iraq’s Oil Industry to be Monitored by Transparency Group‘, Iraq Business News, 27
June
2012,
<http://www.iraq-businessnews.com/2011/06/27/iraqs-oil-industry-to-bemonitored-by-transparency-group/>
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Zambia, too, has taken advantage of radio. In order to spread awareness about the country’s
EITI it produced a rap song about the process. This kind of strategy raises awareness about the
EITI in a way that people can connect and engage with, especially the youth.

Zambia Rap Song
Zambia Extractive Industries Transparency Initiative ZEITI
Let them know, let everybody know, the government and the CEOs
Let them know, let everybody know, mining companies, yes the three stakeholders
Let everybody know, beautiful Zambia, the public and me
Zambia has natural resources, rivers and fishes, mountains and forests
Zambia has so many resources, minerals aplenty
Copper and cobalt, silver and gold, nickel, emeralds, beautiful stones
Everybody sing along, this my song, this my ZEITI song
Chorus
Now you must know ZEITI is here, must know what it means
Now you know Zambia Extractive Industries is the name and Transparency Initiative is also
there
All the people of Zambia listen to my story
We have companies that mine all the copper and gold
They pay taxes too, yeah they pay rates too yeah, VAT and customs too, this is my song for you
__________
The objective of Zambia Extractive Industries Initiative ZEITI is to ensure the disclosure and
publication on a disaggregated basis of all payments made by the private sector to all agencies,
entities and levels of the government and all corresponding revenues received by all agencies,
entities and levels of the government from the private sector. ZEITI: promoting prudent use of
natural resources.
Top tips
• Visit the national, provincial and local radio stations to identify possible areas of
collaboration.
• Opt for a weekly programme and make yourself available
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3.2.2.4 Community Radio

National radio (Government, State or Public Service), provincial stations linked to the national
mother station and local FM radios are all very important and as described above: low tech,
inexpensive and reaching a large audience, including those most often hardest to reach.
Community radios are small radio stations generally characterized as being of, by, for and about
the community:
• of (owned by the community)
• by (programmes produced by ordinary community members)
• for (the audience is the community) and
• about (the themes and subject-matters relate to life in the community – and its
surroundings).
A community radio is a rather unique communication platform for a community to advertise its
own work. Due to the fact that the community radio is owned by and produced by the
community itself and not by the state, a company, a religious or political group, the listeners
trust the messages much more. Community radio has had tremendous positive impact in
communities such as increasing the number of girls attending school and decreasing domestic
violence. In communities affected by the extractive industries, working with community radio is
an effective way to introduce informed debate and collective action.

Here’s how
•
•
•
•
•

•

Talk with the station management and identify the editorial group working on issues
related to EITI.
Meet with the group of community producers and explain how the EITI is relevant to the
community.
Provide documentation to prepare the programmes.
Propose doing a weekly show on the radio about different aspects of the EITI process to
provide the public with a comprehensive understanding of the EITI.
Offer to be available to answer questions from the public during the show – and be
prepared with numbers, quotes, comparison and human-interest stories from the
communities.
Propose a community radio road-show centred around the EITI, should the budget allow it,
using quizzes and games to get the messages effectively communicated.
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Good fit practice: examples from the field
The community radio in Mozambique opened a dialogue between the different parties
including mining companies and local communities.
The radio programme covered a conflict between the resettled community and the mining
company. The community had been promised:
• A new health centre and a new ambulance
• Construction of a primary school
• Construction of 250 brick houses
• Construction of a secondary school
• Roads connecting community to the main road.
• Wells
• A local market.
3 years later the whole community had only received a poorly constructed market and a repainted old ambulance that was broken.

Top tips
• Engage with the relevant editorial groups
• Make the EITI relevant to the community
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3.2.3. Entertainment Education
Entertainment education is an innovative approach to fostering social and behavioural change.
The informational content is tucked into a story and exemplary behaviour is modelled by
characters that the audience can identify with. Entertainment education aims at encouraging
the audience to pick up on and enact the modelled behaviour they’ve seen on TV, heard on
radio or watched in theatre. The Soul City TV series in South Africa, for example, promotes
health best practices. Produced by the Soul City Institute for Health and Development
Communication, these 13 half hour drama episodes track the daily health trials and tribulations
of both patients and staff at the Soul City Clinic. With all episodes written and produced through
a rigorous research process that includes consultations with health experts, key stakeholders
and audience members, the plot-lines highlighted per episode resonant greatly with the show’s
large following.18
Because entertainment is fun, exciting, engaging and sticky – it has a high recall and it keeps
audience members engaged even after the communication activity is over by spurring
conversations. Entertainment education is a universal communication strategy found in almost
all cultures as it can be adapted or created based on local customs, practices and needs of the
public. Pre-programme publicity and priming helps overcome the lag in building listenership.
Moreover, listeners’ groups result in audiences coming together and triggering dialogue and
discussion about the messages they hear on radio.
Good fit practice: examples from the field
Taru, a radio soap opera, named after the protagonist, revolves around the life of a girl in a
village in Bihar, India. It was aired twice a week in Bihar, Jharkhand, Madhya Pradesh,
Chattisgarh states of India from February 2002 to February 2003. The objectives of the
programme were to promote gender equality and reproductive health.
In the week before Taru went on air in February, 2002, intensive pre-programme publicity was
created using folk performances in multiple villages in Bihar and through posters and wall
paintings in the rest of the villages. About 1,000 people attended each of the folk performances.
During the shows, a quiz was held, with winners being awarded radio sets and being asked to
form listeners’ clubs. This ground-based orchestration and the presence of Janani’s rural
providers resulted in Taru enjoying 10 per cent listenership, which translates to about 20-25
million listeners in the Indian states of Bihar, Jharkhand, Madhya Pradesh, and Chattisgarh.

18
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City,

South

African

TV

Authority,

http://www.tvsa.co.za/mastershowinfo.asp?mastershowid=2268
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Top tips
Laughter opens the heart and the mind: use local theatre groups to present pertinent EITI
issues to the community;
Find out whether there are already existing radio-novellas on some of the local FM
stations or community radios and liaise with the stations to see whether a couple of
transmissions could include locally important messages about EITI. Propose a call in
programme following the drama and make yourself and other relevant stakeholders
available to answer callers-in;
Find out whether bandwidth there are listeners clubs connected to the community/FM
radios in the area and – again –be available to meet and discuss issues;
Enable the impact of the EITI as told by the people affected by the EITI.
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3.2.4. Media training
Getting your messages across in media: nothing beats practice
We can learn the theory behind crafting good messages and producing content and events for
media. However, when it comes to learning to get your messages across in media, nothing
beats the experience of having a camera in your face and a journalist asking you questions. Even
with preparations, most of us will find that our rehearsed lines are too long, too full of jargon,
focusing too much on the internal EITI process and not on why this matters to people. The
result of this is that viewers will not understand what you want to say, your interview will be
not be shown, or in the worst case, you will look bad to the viewers.
Organising regular media trainings is a particular effective method to ensure that you can get
across your messages in media. In a media training, a professional journalist will a) explain
briefly how to talk on camera, b) practice by conducting an actual interview, c) play back your
interview and provide you with feedback and tips on how you can improve. The key difference
from a normal interview situation is that the journalist will give you the feedback on how to
improve, and ideally allow you to try another interview.
The lessons learned at such media trainings will improve your ability in interview situations, but
are as valuable when it comes to developing messages, content for your website or organising
events.
Here’s how
Get in touch with a professional media organisation or an independent journalist for a day or
two and say that you would like to conduct media training for your country’s EITI team. In many
countries there are media organisations that are very familiar with such requests. Many multinational media organisations with country offices will have dedicated unit for such media
trainings, including Deutsche Welle, CNN, and BBC Worldwide.
Staff members (and if relevant MSG members) that are in touch with media should participate
in the training. However, if possible, all staff should participate, since the lessons will be very
valuable for all members of the organisation. If possible, conducting the exercise at another
venue, and ideally at the headquarters of the media organisation where facilities are readily
available.
A programme can look like this:
1. A one hour-long session led by the journalist on how to develop and communicate your
statement effectively. The journalist will tell you what s/he wants to interview you about,
and participants are given a short period of time to prepare a short statement.
2. Interviews on camera with all participants, for example as a stand-up interview.
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3. Playback and feedback of interviews. Allow also other participants to highlight strong points
of each interview, and how it could be better.
4. Another round of interviews with all participants, with a different format. For example a
radio interview or an interview in a studio.
5. Playback and feedback
6. If time permits: conduct a third round of interviews, with more critical/hostile questions.
7. A 30 minutes long session led by journalist to conclude and summarise lessons learned.
Top tips
•
•

•

Using a journalist that does not know the EITI is recommended. Make sure that the
journalist is encouraged to give good and critical feedback.
Many participants will find that the feedback to the first interview can be humbling.
Therefore it is important to have time to conduct more than one interview, since the second
and third one will always be better. Also, it is recommended to prepare participants in
advance that this is the case.
It can be useful to have an internal debriefing session with the team the day after the media
training, to reflect on how the lessons learned should be applied to how you produce your
messages and in your materials. Most participants will experience that their previous
messages and materials will not be short and clear enough.

The communications team at the International Secretariat can answer any questions you have
about organising such media trainings.
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3.3. Online & Interactive Media
3.3.1. Websites
Website development
The development of a website is an essential means of communicating with broad audiences.
While print measures can only reach a limited amount of individuals and newsletters only reach
subscribers, information provided on websites is accessible globally.
Websites have become a key communication platform of organisations, similar to business
cards. Although some countries participating in the EITI may have more limited Internet access
than others, those involved in the development of communications within the process should
not forget the value of a website for targeting international stakeholders. Done correctly,
websites can be an information crossroads where you can communicate using different formats
(text, video and podcasts) in order to better target different audiences.
Here’s how
The following aspects should be prioritised when creating websites:
•
•

•
•

•
•

Define target audiences: this step is crucial in the creation of websites. Research what the
target audience wants from the website in terms of functionality and content;
Describe website: create a functional, structural and content website concept. This will
give a focus to the site and provide a point of reference for developers and designers in the
creation of the website
Find a reliable web developer agency: Websites are becoming increasingly complex and
require different skill sets.
Choose a technical platform: before starting the actual development of the website, decide
on the technical platform to be used. This is important because it will be the platform that
will be used for several years and should ensure stability, security and interoperability for
external development. It is not advisable to allow the web developer to build the website
using their own custom built code. This creates a lock-in to that developer. Open-source
Content Management Systems such as Drupal, Joomla and Wordpress are popular for these
reasons. The international EITI website is built using Drupal;
Design website: take into account the current design trends and best practice examples of
similar organisations or other benchmarks;
Develop website: ensure that website development follows W3C recommendations and
guidelines and provides clean cross-browser code;
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•

•

•

•
•
•
•
•
•
•

•
•
•
•

Bugcheck and bugfix: a crucial phase in the development of websites is testing and
ensuring that the website is bug-free. A website can be technologically complicated and
feature-rich, but if it is riddled with errors and bugs this will not matter. It is better to
deliver a streamlined, small website without any bugs than a complicated system that does
not work.
Optimise content: one of the most common mistakes made when websites are created is
that content intended for print products is copied and pasted into websites. This does not
provide the user with a good website experience. Optimise your content for the web, use
lists and keywords to shorten and focus the content for easy consumption by online users.
Find a good hosting partner: your website should be online 99.9% of the time.

Top tips
Take time to assess target audiences’ requirements
Research what already exists and don’t be afraid to copy ideas
Focus the website on one function
Use open-source technologies and platforms
Provide clear branding on the website
Make it simple – don’t overburden the website with features
Make it usable – Ensure that the information on the website is engaging, relevant and
easily accessible. Navigating from the homepage through to other site pages should be clear
and uncomplicated. A user-friendly site will encourage people to return to it again and
again.
Use images, videos and graphics to supplement content
Make it scalable – think about what you might require in the future
Understand Search Engine Optimisation and make sure the texts are easily readable
online
Do quality checks – audit content and regularly update the website – website
development and communication never stops, it goes through phases and iterations
Use the below table to assess your website
All criteria are rated in a scale from 1-5. However since not all criteria have the same
importance they are weighted thus: 1 = nice to have (makes it perfect but is not essential), 2 =
standard, 3 = must have (this is an absolute essential). For the assessment of a category it would
not make sense to give the less important, but nevertheless nice to have criteria the same
weight and importance. So for the website assessment the weight (1-3) is multiplied by the
rating (1-5) to Calculate total points.
In the blue lines the maximum points for each category is displayed. So the % in the blue line
displays the actual percentage result of the assessment for this category (Sum of result /
maximum points.
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If criteria should not be rated the rating is: Not rated (0)
Diagram 27: Website assessment
Web Assessment
Generic Template

Weight
(1-3)

Access of content / navigation
What is the first impression of the structure? Does the user know where to
start? (Direct access start page i.e. teaser topics, access for different target
groups)
Is the content clustered to useful categories and are they precise?
Content navigation / cross links (in opposition to linear paging)
Is the navigation accessible at any time?
Is the information structure transparent for visitors? (do users understand the
structure without using a sitemap?)
Does a sitemap or an overview function exist?
Does a search function exist?
If additional software (e.g. Plug Ins) is needed - will users be informed and are
links for download provided?
Are navigation elements clear and unmistakably labelled?
Are interactive elements easy to identify for users? (i.e. change of cursor, etc.)
Are hyperlinks labelled?
Are external links labelled unique?
Does the wording of hyperlinks inform the users about where they will be led?
Does the user know at any time where exactly they are on the website?

180

3
2
2
3
2
2
2
3
3
2
3
2
3
3

Design and usability
30
Will videos, animation or sounds be started by user actions? (as opposed to
automatic start)
3
Are controls for sound available? (on/off, volume)
2
Are controls for video available? (play/stop)
1
Content - General
25
Are the important and relevant topics covered?
3
Is the information easy to export (print, download, copy, share by e-mail or on
social media)?
2
Interactivity
Is the interactive content appropriate for the interests of the target group?
Are texts intelligible and easy to understand, free of errors?
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50
3
2

Are technical terms explained?
3
Are interactive elements embedded meaningfully into the content? (embedded
vs. external links)
2
Design and readability
Do all texts, tables, etc. have good readability without a zoom function?
Are texts easy to read? (typeface, size, colour, contrast, line length, leading)
Adequate quantities of text? (overall quantity, paragraph length, good chunking,
etc.)?
Are pictures, graphics and tables easily read and understood?
Is the split between text and images/graphics optimal?
Do images/graphics support text comprehension?
Is important key information highlighted or marked so it is easy to recognise?
Are texts and images as well as other elements optimally positioned on the
website?
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3

Accessibility
Is the complete website accessible with all standard browsers (IE, Firefox, Safari,
Google Chrome)?
Is the website accessible via mobile phone?
Does all visual content for the website offer text alternatives (i.e. alt-tags with
descriptions for images, transcriptions for videos)?
Is the website accessible without a mouse?
Is clear, simple, easy-to-understand language used in the texts?
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Website experience
Is there a high amount of on-click actions (amount of interactive
elements/amount of pages)?
Is there a possibility for users to actively customise / personalise the website?
Does the site contain entertainment elements? (e.g. games)
Are interactive tools available on the website? (e.g. Q&A tool)
Does the website offer interactive navigation elements? (paging, DHTM etc.)
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Are special interactive possibilities offered? (drag & drop, mouse actions, etc.)
Are depictions supported by interactive elements? (graphics, pictures)
Multimedia embedding
Moving image (video, animated graphics)
Sound (on-camera voice etc.)
Animations
Slideshow
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2
2
2
2
1
1

3
2
3
3
3

2
1
2
1
2
1
2
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3
3
2
1

Dialogue support
Is there a specific contact person for each topic/product/kind of question?
Are there online & offline possibilities for getting in touch with a contact person
(telephone, fax, e-mail, call-back, etc.)?
Does the website encourage users to interact? (giving feedback, submitting
forms, rating content etc.)
Do social networking features exist? (e.g. sharing, comments, boards, chats,
polls, Facebook integration, social bookmarking etc.)
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2

Push / Pull Service
Are users informed about new content actively?
Newsletter (e-mail, texting)
E-mail alerts
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3
3
2

SEO
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2
2
3
3
3
2

Correct code and usage of meta tags?
Is the wording of the page titles in line with the keywords for the page?
Is each page optimised for a maximum of 2 unique keywords?
Is the density of the unique keywords for each page optimal?
Has off-page optimisation and link building been conducted?
Are there broken links on the page?

3
2
2

Branding – “FACE” of the brand (the visual side of the brand)
36
Does the site clearly display your EITI logo?
3
Does it feature any other elements (visuals, slogans) which help identify the
branding elements?
3

Good fit practice: examples from the field
The Ivory Coast has made a website for its EITI which successfully incorporates many different
features. The platform includes many informational articles, such as EITI reports, minutes from
meetings and industry-specific documents, as well as an events calendar, pictures and videos. In
this way, the website targets a variety of audiences, both those looking for specific information
as well as those who may not be well-acquainted with the EITI.
The website features short news stories of a paragraph each on different topics, including
international EITI news and news regarding the Ivory Coast EITI. The format is especially good
for the casual reader who may not want to commit to reading a page as well as for those who
do not have a lot of time and want to get key information quickly.
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Ivory Coast EITI website

The website also features videos covering different aspects of EITI news. A mix of different
formats is good as it gives the viewer a choice as to how they want to access the information.
Videos can also be shown to a wider audience or can be integrated with other methods of
communication (e.g. community meetings and radio broadcasts.)
Ivory Coast EITI website video link
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Ivory Coast EITI website social media platform links

Additionally, the Ivory Coast EITI website features links to social media platforms as well as to
other francophone EITI websites. This allows viewers to become involved in a broader
discussion via Twitter and Facebook as well as the opportunity to put their country’s EITI into a
larger perspective.
The following Liberian LEITI website ensures that the content is current and makes effective use
of social media outlets such as Facebook and Twitter.
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3.3.2. Social Media
In the modern age where a single website holds data on over one billion registered users, social
media has become a must-have online communications measure and are thus often an integral
part of a communications strategy. Actors, politicians and organisations all engage their
audiences through social media because it is one of the simplest and most powerful tools for
audience engagement and dialogue. Yet, for all its influence in communication campaigns there
are still many common mistakes that continue to negatively impact social media campaigns.
Here’s how
When engaging in social media communications, it is important to take into account the
following tips:
•
•

•
•

•

Research target audiences: Research the social media websites the target audiences
frequent and engage with;
Know the different social media platforms and their specific features: Facebook has a
younger audience and is great for sharing pictures and videos. Twitter users are normally
older, have a higher education. This platform provides a great way of sharing quotes,
articles and snappy facts: Use Twitter to target politicians, journalists and other high profile
people by using @mentions. LinkedIn is the professional platform and very valuable in
expanding professional networks. YouTube is for sharing videos, but works better when
used together with other social media platforms.
Provide the website with social media functionality: include visible share and “like”
buttons in order to spread particular messages across multiple networks;
Create a social media design and style: all social media platforms provide a level of
customisation for their users. Read their guidelines or recommended sizes and formats for
images;
Create a social media plan: produce a rough draft of the social media strategy, taking into
account the most appropriate approach of the strategy and the key performance indicators
(KPIs) that will be used to measure performance. Produce rough editorial guidelines for
all the involved platforms. Think of potential topics that might be interesting for the
audience and focus on them;
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•

•

Do not simply copy-paste news from the website: one of the most common mistakes made
by many organisations when engaging with social media is to simply copy-paste content
from a website or other sources to a social media platform. This should be avoided at all
costs. In order to engage with the audience, each social media profile should provide added
benefits to users: unique content, images, and infographics;
Styling: use simplified, open, engaging and personalised copy on all social media profiles.
Human interest entry points to important stories and good photos also work here.
Good fit practice: examples from the field
The EITI in Zambia uses Facebook to publicise events and to engage their audience into a
broader discussion. People can get an idea of some of the activities which the EITI participates
in and organises quickly and easily.
Zambia EITI Facebook page

Perhaps the best quality of an EITI Facebook platform is that it allows people to engage in the
process who might not otherwise have the opportunity to do so. Facebook members can
comment on posts and share posts with friends, leading to a direct and credible flow of
information. Comments and shares also appear on members’ news feeds, meaning that the
reach is greater than with other methods of online communication.
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Zambia EITI Facebook interaction

•
•
•
•
•

Top tips
Think about the target audience – what will they respond to, what would be interesting?
Engage with Twitter as the most effective tool for rapid news and comment distribution;
Provide a unified approach to the social network strategy, use unified branding and
editorial policies;
Engage the audience frequently with comments, links and re-posts;
Build a definitive audience platform, which will be actively engaged across all social media
platforms.
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3.3.3. Mobile Media
The development of mobile phone technology and the increased accessibility of these devices
makes mobile media an effective way of communicating with mass audiences. Mobile phone
penetration is presently at over 65% in Africa for example. This is particularly true for areas
where there may not be Internet access or where computers are scarce.
Although communicating via mobile phones has its limits, it presents a good way to provide
targeted audiences who may not have access to other outlets with key information. Being
familiar with how the target audience uses mobile phone technology- as well as the limitations
of the most popular mobile phone models - is key to being able to use this medium efficiently.
With the proliferation of Smartphone devices (currently around 50% of all internet traffic in
Africa for example is from mobile devices), the implementation and use of mobile data has
skyrocketed and is currently the fastest growing sector in the IT market. Today it is usually
assumed that websites are accessible and can be easily used on mobile devices. This presents a
challenge because people use and interact with mobile and handheld devices differently than
they do their desktop equivalents. An additional challenge is the wide range of screen sizes and
dimensions in use on mobile devices. Below are general recommendations about how to
approach some of these issues.
Here’s how
In order to incorporate mobile media, take into account the following points:
•
•
•

•

•

•

Designing for mobile: take into account that users may access the website through mobile
devices.
Developing for mobile: The technical platform and necessary technologies need to be
carefully selected in order to provide users true cross-compatibility on different devices.
Research existing guidelines: Google and Apple have created extensive guidelines on mobile
interface design and similar features, taking into account the way people interact with
websites. Website design can be optimised by incorporating these guidelines.
Research similar cases: The websites of organisations that have already implemented
mobile versions of their sites can be browsed through Smart phones as a way of
researching good user experience.
Make your design responsive: responsive web design provides a framework and guidelines
for the development of websites so that they look and feel good on all screen sizes. The
website adapts output via the clever use of whitespace, vector elements in the design and
interactive element sizes.
Mobile application development: Is there an added benefit by providing users with an app?
Would the target audience use an app?
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•

•

•

Applications: mobile applications are a great way to access information and services via a
mobile device quickly and easily, sometimes without even accessing a mobile data network.
This is particularly useful if information is regularly updated If not, the focus should be on
providing users a quality experience on a website that is optimised for mobile use and
display.
Optimize content: note that since mobile screens are much smaller than desktops, content
must be adapted accordingly. Users do not want to have to scroll through long texts unless
this is justified (for example when choosing to read the full version of an article). Otherwise
content should be short and simple.
SMS notifications: SMS notifications, if rapidly deployed, is a great way for event
management and informing users about new and updated content.
Good fit practice: examples from the field
The below example provides a very good overview of how a website should be optimised for
mobile usage. Several key functions were deployed on the website, namely: the re-sizing of
elements to fit into a long column for mobile reading, optimised button sizes for touchinteraction (large sizes), optimised two-step menu selection process (optimised for touch
interactions, in terms of size), auto-resizing for images, to fit the screen size.
Overall the website provides user with a clear, simple navigation and interface, which shifts to
incorporate screen size, it epitomises the paradigm of responsive design and is generally a great
example of a modern mobile-optimised website.
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Example of mobile website optimisation

•
•
•
•
•

Top tips
Don’t use outdated technologies: Flash, Silverlight;
Avoid technologies using external plugins: Java;
Use a minimal approach to design;
Use large action points – i.e. buttons should be large enough that you can press them with a
thumb or finger;
Avoid default small elements like checkboxes – make custom checkboxes optimised for
mobile
media
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3.4.

Advertising

Advertising is a form of profile-raising or promotion through paid announcements. There are
many different forms of advertising and in reality, any medium or space can be used for
advertising as long as it is paid for. Adverts appears on billboards, street furniture, telephone
kiosks, magazines, newspapers, television, cinema, radio, taxicab doors, train stations, bus
stops, banners, shopping trolley handles, super-market receipts, mobile telephone screens,
opening credits of a streamed video, posters, flyers and direct mail – and these are only some of
the ways people can advertise! The more traditional methods of advertising include adverts in
print media and broadcasting (TV and radio) but each of these have different features which
should be researched properly before selected.
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Different Features of Traditional Advertising:

Advantages

Disadvantages

Print media
(newspapers,
magazines)
Tangible – unlike TV and
radio, people can return
again and again to a
print ad if they keep the
publication. Magazines
can have a lifespan of
weeks, even months.
Flexible – Choice of ad
sizes and placements
(front page, centre
page, above/below the
fold)
Credibility – In
comparison to the
Internet and other
media, people view
long-standing
newspapers as a
credible source of
information and an ad
can be credited similarly
by association
Cost – newspapers are
generally cost efficient
by magazine advertising
is often very expensive
Competition – bigger,
better-placed ads can
over-shadow a smaller
ad developed with less
budget
Lifespan – newspapers
are often discarded
after one viewing

Radio

Television

Audience – can reach
out to niche markets,
i.e. news listeners,
business people,
teenagers, allowing
advertisers to target
specific audiences
Cost - often less
expensive than TV and
magazine ads
Production – easy and
quick to produce,
particularly in
comparison to TV and
magazine advertising
Portability – people
don’t have to etch out
time to listen to the
radio but can have it
on while carrying out
other tasks

Reach – best at reaching
large-scale audience in
just a few minutes
Target –by running on
specific stations at
specific times can reach
multiple targeted
audiences
Connection – people
usually watch TV in their
leisure time and are
more receptive to
messages the ads
convey
Creativity – ads here
can use sound, visuals
and actions to attract
audiences to their
message

Fleeting – A radio ad
can be over in seconds
and so easily forgotten
or full details not heard
Distraction – the flip
side to portability is
that people may be too
distracted by other
tasks to hear a
background radio ad
Timing – the best slots
(morning and evening
commuting times) can
be difficult to attain as
everyone wants them

Cost – is much more
expensive than print or
radio advertising
Production – can be
complex, involving ad
agencies, scriptwriters,
actors, editors, etc.
Avoidance– Viewers
now often avoid ads
and skip through to
other channels during
programme breaks
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3.4.1 Outdoor Advertising

Outdoor advertising reaches a large audience, regardless of level of literacy and language
preferences. In order to maximize the use of outdoor advertising, it must be placed in locations
frequented by target audiences (crossings, train stations, health clinics and hospitals, the local
community radio, schools, cafes, libraries etc.) If placed in a strategic location, outdoor
advertising stands out as a point of information and if correctly lit provides information 24
hours a day – 7 days a week. Since people might be driving, or are on their way to somewhere
else, it is important that the outdoor advertising is quick to view and easy to remember.
Consider using visuals to make the message clearer.
Here’s how
•
•
•
•

•
•
•
•
•

Make sure that billboards and posters are visually engaging. Incorporate eye- catching
images that convey the message without a lot of text.
Place outdoor advertising in the area of target audiences.
Use a language that target audiences can understand.
Be creative. Think about different objects or surfaces which people use frequently or will
see in certain environments linked to the EITI. See the example below from Madagascar and
Burkina Faso for an idea as to how this can work well.
Top tips
It is important to map the poster’s target audience : what are their dreams and aspirations
for their life? What do they connect with a positive future?
Location is key;
Messages should be conveyed with striking images and short texts that can be easily
remembered;
It is always important to carry a pre-test of information materials – and this is equally
important for posters: cultural decoding of images is vastly different!
Be innovative! A lack of traditional advertising infrastructures such as billboard doesn’t
necessarily mean an ad can’t be positioned in innovative ways.
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Good fit practice: examples from the field

Advertising examples EITI Madagascar:
Madagascar’s poster uses comic figures and simple text to convey the EITI process. Such
materials can be easily understood by the lay person and present the role of the public in
the EITI process.

Translation:
Green Text Bubble: We publish the mining taxes and royalties that we pay!
Red Bubble: Dear citizens, be aware of our country’s mining revenues!
Yellow Bubble: We debate about the mining revenues which come from our country and
which will contribute to our development!
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Madagascar’s poster combines an emotional element – a boy everyone can identify with
whose future can be promising – with an extractive industry background thus outlining the
EITI’s objective: ensuring that extractive industries’ revenues are used to develop projects in
the interest of the local population. The poster is not only very straight forward, it has also a
very high ‘sympathetic’ potential: the viewer immediately likes the boy and want him to
have a bright future. Finally, the EITI logo is clearly displayed at the top of the poster and the
visuals below the pictures summarises the EITI very well.
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Advertising example EITI Burkina Faso
Burkina Faso’s poster is colourful and displays text with bullet points. From the pictures,
people know at first glance that the EITI deals with the extractive industries. From the
structure, the viewer understands instantly the role of the three actors involved.

A further example is from Nigeria, which selected a most original kind of outdoor advertising,
based on the analysis of their target groups’ communication needs – jeep tyres. Noticing how
popular 4x4 vehicles are around extractive industry sites, the Nigerian EITI (NEITI) designed
spare tire covers for the vehicles with the NEITI logo. This is a good way to advertise the NEITI to
people who live nearby extractive industry sites and to convey the link between extractive
industries and the EITI.
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3.4.2. Advertorials
Advertorials are combinations of advertisements and editorials and can be highly effective in
engaging a more literate target audience. They have a different tone to a straightforward advert
being more ‘newsy’ than promotional though obviously the aim is to tell a positive story rather
than take an objective stance on a subject. A simple layout, similar to the articles in the
publication the advertorial is effective. However, if there is a lot of information to impart using
eye-catching headlines and sub-headings can break up the story and make information easier to
grasp. Including a good balance of easy-to-find facts and figures, as well as quotes from real
people works well. Consider also using well-captioned visuals to make the message clearer and
more compelling. A positive outcome of advertorials is also that an organisation’s credibility is
often enhanced through the integration of the advertorial with a trusted news source such as a
popular national newspaper.

Here’s how
•
•
•
•

Use compelling, attention-grabbing headlines
Get the balance right between telling a story and straight promotion.
Use a simple layout that allows information to be grasped easily
Highlighted or boxed facts, figures and the use of accurately-captioned images can break up
the layout making key messages more visible.
Good fit practice: examples from the field
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Advertorial example Peru
Peru’s advertorial starts with a good newsy headline which states the claim that is then
explored and answered throughout the rest of the advertorial -‘Commitment to transparency’
(‘Compromiso con la transparencia’). The further use of visible facts and figures along with
large, strong images of the work of the extractive industries underlines the key messages, while
the use of sub-headings, which help break up the story, make the advertorial engaging and easy
to read.
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3.4.3. Infographics

Infographics are visual representations of information and a powerful tool for disseminating
large amounts of information an extensive audience group. Their purpose is to give quick access
to interesting facts. Infographics can be printed and distributed among target audiences which
can be printed or used online on websites and social media platforms. A good infographic is
eye-catching but the data is also easy to see and grasp.
Here’s how
•
•
•
•
•
•

Clear title and purpose which is easy to understand without it having to be studied.
An infographic tells a visual story so ensure information is organised in a way that is easy
to follow and makes sense.
Sectioning out layout or using headlines to break up information makes date easier to
take in.
Design should be visually driven but not so much that it distracts from the information
within.
An interesting or controversial subject works well and attracts attention.
Text should always be brief so the infographic does not appear to busy and confusing
with large amounts of written content.

Good fit practice: examples from the field
Infographic example Nigeria
The NEITI’s infographic works well as not only is it visually stimulating but the various headings
break up the infographic and make the data easier to engage with. The subject matter is also
quite compelling and would encourage people to keep reading.
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3.5.

Events & Dialogue Communications

Face to face communication consistently ranks as the most influential form of getting
information across to people. While it is obvious how much more complicated it may be to
reach all, the benefits of this type of communication activity can definitely be worth it,
especially when approaching the most sensitive and key stakeholders and target audiences
identified through the processes outlined in chapter 2. Benefits include:
•
•
•
•

Perceived trustworthiness of information;
Ability to tailor information to suit individuals’ needs;
Immediate response to the public’s questions;
Immediate feedback loop.

In addition to being a one-off event, be it speaking at a conference, a show, a public debate or a
community conversation, this has the potential to have a number of add-on benefits reaching
many more audiences, if well planned: A big show with speakers, music, live debate, maybe a
small topical drama, a live radio interview with a respected and famous person (locally or
nationally) can be covered by the media, and have an important agenda-setting function. It can
also be filmed with clips featured on the website thus bringing the debate to a wider audience
base. Further clips or even an edited programme could be used by local schools or for evening
community debates for example. So apart from being effective as an inter-personal event,
events and dialogue communications can be used to strengthen and increase the quality of
many other communication activities.
An event is an occurrence organised at a specific time and place that gathers several members
of a community to accomplish a number of tasks or activities. Types of events can range from
workshops to road shows and conferences. They are crucial to any communication carried out
by the EITI because they actively build social contact and exchange and give the community a
sense of ownership of the EITI. The greatest advantage of events is that of being able to engage
in a dialogue with the target audience, which is one of the EITI main objectives. However
events require a lot of logistical planning, are time consuming and tend to be expensive So it is
best to keep to a focused plan when putting together an event.
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Here’s how
•

•

•
•

•

•

•

•

Decide what needs to be accomplished as a result of the event: for example, is the event
aimed at creating general awareness or attracting new stakeholders? Answering these
questions will guide the shape of the event;
Tailor the events to your target audiences. Stakeholders may benefit from the expertise of
a keynote speaker – such as a minister or the CEO of an extracting company – whereas the
general public might be more receptive to entertainment-education;
Start early with the organisation, including the booking of main actors and advertising the
event.
Consider carefully all the logistical aspects
Ø Choose a venue easily accessible for target audiences, ideally well connected by public
transport or within reach of the main population centres;
Ø Choose a convenient date– for example avoid national or religious holidays or week days
when people might work. Evenings and afternoons normally allotted as leisure time are
more suitable.
Ø Acquire all materials required for the event such as audio speakers, lights, microphones,
blackboards and other relevant props
Ø Plan to test all the material before the event.
Consider carefully how to maximise attendance
Ø Start advertising at least eight weeks before the event.
Ø Use all the media tools at your disposal: information materials, newsletters, TV, radio,
website, social media, mobile media and outdoor advertising.
Prepare a clear agenda and distribute it at the beginning of the meeting. This will help
those in attendance to understand what the meetings objectives are and how to achieve
them.
Engage a wide range of speakers to provide different perspectives – it is always more
interesting to hear a lively debate than to witness the same set of messages being repeated
over and over again.
Encourage the participation of the public through questions or activities. For example, a
role game could be organised whereby the public is divided into groups – one representing
the interests of the extracting companies, another representing a government and a last one
the local communities. Each group receives a set of information and objectives to be
reached during the discussion.

121

•
•

•

•
•
•

Use the event to disseminate other communication material such as posters, brochures,
videos etc.
Gain information about target audiences at the event itself by Ø Preparing a feedback questionnaire.
Ø Collecting names and contact details of the attendees to keep them informed about the
EITI – mainly for the newsletter.
An event is not only about conveying messages; it is about making it a memorable
experience that will be positively associated with the EITI by the target audiences. If you
want to attract a crowd – or depending upon which crowd you wish to attract, ensure to
have at least one relevant and much beloved cultural event such as a famous band or
musician, a theatre troupe or a dance ensemble – or a combination of the above.
Do not meet and eat at the same time: it is usually better to keep food until the end of a
meeting to encourage finishing on time!
Ensure media coverage. Have a media pack with information on all speakers, and on all
themes, available. Brief your group of journalists in advance of an event;
Consider high quality filming of the event to use small excerpts for website and future
events.

Good fit practice: examples from the field
Mozambique has organised a series of road shows which go from one community to the next.
Pictures from the road show:
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The crowd listens to EITI representatives.

•
•
•
•
•
•
•

Top tips
Start early with organisation and advertising;
Encourage participation of the public;
Make the event a memorable experience through a number of side-activities (music, food,
theatre, giveaways etc);
Remember media coverage and have good press materials;
Film the event and make small clips for use on websites, in future events etc.;
Involve community radio editorial groups in event – as a partner;
Consider to invite very professional and good journalists to moderate the event. Besides the
high profile s/he will lend to the event, her/his media house will be likely to carry and
cover more of the event.
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3.6. Survey
One of the ultimate aims of the EITI is to improve public trust and awareness of a country’s
management of its natural resources. But in order to achieve this, we need to monitor what the
levels of trust and awareness are. One of the principal ways we can monitor this is by
conducting public surveys.
Results from such surveys are important in determining the impact of the EITI in your country,
and can be valuable in deciding what kind of activity you should focus on. Several countries such
as Mongolia, Sierra Leone and Trinidad & Tobago already use surveys as part of their EITI
programmes.
Designing a survey requires some skill, and a clear understanding of what you want to achieve
with it.
Here’s how
• Set a clear objective for the survey. For a public survey, that could be “to measure the
levels of trust and awareness of how natural resources are managed in our country”. It is
recommended to not focus the survey only on EITI brand awareness.
• Timing: it is recommended to conduct at least two surveys using the same methodology.
This ensures that you
• Decide who you want to target. If budgets allow, you can consider a general public
survey (in most countries using telephone,
• Decide how you want to use the results. Is this a regular survey for the annual activity
report.
• Decide who you want to administer the survey. In order to achieve results that can be
monitored over time, the key is to be consistent over a period of time.
o Many countries will have barometer survey which you can add questions for a
fee.
o You can hire a specialist to administer the survey.
• At this stage you will want to have ensured that you have a budget for this survey, as
well as at least one follow-up survey using the same methodology.
• Survey design: a good fit practice can be seen below. Key here is to keep it focused on
results that will help answer to your research questions, and to ensure that questions
are not leading, or feel like a quiz.

124

Good fit practice
Public survey template

Gender:
Age:

Please indicate to what extent do you agree with the following statements:
“Our country manages its natural resources such as oil, gas and minerals good.”
Disagree strongly

Disagree somewhat Neutral

Agree

Agree strongly

“Our government is transparent about how natural resources are managed.”
Disagree strongly

Disagree somewhat Neutral

Agree

Agree strongly

“Our companies are transparent about how natural resources are managed.”
Disagree strongly

Disagree somewhat Neutral

“I feel sufficiently informed about… ”
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Agree

Agree strongly

ADD EXAMPLES FROM
sierra leone
mongolia
T&T

ADD SECTION ON ONLINE SURVEYS
- useful for gauge your existing stakeholders. For a web redesign, etc.
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4. Monitoring and Evaluation
This chapter aims to explain the importance of monitoring and evaluation and how it is
necessary to inform both an ongoing and future communications strategies.

The aim of the EITI, as explained in chapter 1, is to foster public debate so that citizens hold
accountable their government to ensure that the revenues from the mining industry are spent
in a sustainable way.

4.1

Working to Achieve Results

For any monitoring to be efficient, it needs to be guided by clear objectives and expected
results. In other words, in order to monitor well, one first needs to know what is to be
monitored and through which criteria it can be assessed as a success.
Based on the communications’ strategy’s objectives and the SWOT, monitoring and impact
evaluation will cover two areas:
1. Monitor the communication processes and products outlined in the communication
strategy: did the planned measure get implemented?
2. Evaluate the results and compare the situation at the time of the beginning of the
EITI activities to map impact and results achieved in the lives of the communities.

4.2

Monitoring

Monitoring is the opportunity to assess what works, and what does not, on an ongoing basis
and as a basis for future improvement. The EITI initiative can only be successful if it is carried
out with a long-term perspective in mind and thus constantly improved.
Monitoring should be done throughout the entire project, as well as at the end and
encompasses all communication measures. Only when monitoring is carried out progressively
can measures be modified to attain the communications’ objectives. Regular monitoring allows
the EITI secretariat to adapt its communication measures to a changing environment.
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As mentioned above, to monitor effectively, objectives need to be known so that they can be
fulfilled and so that the fulfilment of these objectives can be evaluated. For example, one
objective can be to increase awareness of the EITI among the youth. This objective could be
measures in the following way: 50 % of the students in a high school in the community near by
the mining industry are aware of the EITI. One way to measure this is to administer a survey –
with the support of teachers – in the high school.
Some further examples for monitoring indicators could be:
•

How many people participated in campaign events or competitions?

•

How many public enquiries or requests for information were generated?

•

How many people were reached through the media?

•

How many were target audience members?

•

How many partners were engaged in distributing campaign messages?

•

Were all activities carried out on budget and according to the timeline?

•

How many CSOs did refer to EITI data in their campaigns/advocacy?

•

Do parliamentarians use EITI data in their debates?

•

Does the Supreme Audit Institution use EITI data in their reports?
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4.3

Impact Evaluation

Assessing impact is an important element of the overall idea of managing for results. It is not
enough to register that all the elements in the communication strategy have been carried out.
One needs to assess if these measures contributed to attain the general objectives of the
campaign. The objective of all of the EITI work is to ensure that revenues from natural
resources benefit the citizens. Thus, impact evaluation aims to show that specific
communication measures have brought an increased transparency, an enhanced accountability
and better management of extractive revenues and policies.
Simply put, an impact evaluation assesses the changes that have taken place that can be
attributed to a particular communication strategy. An impact evaluation requires a
systematic look at ‘attribution’ through a detailed review of the results reported through
the monitoring of the communication activities. This would require identifying:
•

Observed changes in the target population;

•

Factors responsible for the changes;

•

Contextual factors (or external influences) that might also explain the change;

•

Alternative hypotheses – that might either explain the change or could be discounted
with evidence.

Testing hypothesis is important in bringing rigour and removing bias from any reported results.
Alternative hypotheses should take the form of carefully constructed counterfactuals, each
detailing what might occur as a result of variation in causes or contexts. For each hypothesis,
careful consideration should also be given as to what evidence would be observed were it to be
correct and what might be observed if it were false.
For example, should a survey reveal that the local community knows a series of facts about the
mining industry (such as the name of the mining company, the revenues the mining company
pays to the government, the number of employees in the company), the EITI should propose
several hypotheses: 1) community meetings organised in cooperation with community radio by
the EITI secretariat 2) outreach imitative from the mining company 3) articles produces in the
national newspapers by a third party.
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There are many ways of collecting material documenting changes in knowledge, attitudes and
practice of target populations. One well-tested, inexpensive and simple way is through Focus
Group discussions. A focus group gathers together people from similar backgrounds or
experiences to discuss a specific topic of interest, guided by a moderator. These discussions
produce data and insights that can provide a basis for benchmarking and evaluating a
communications campaign effectiveness.
Finally, it is vital to summarise the impact assessment’s results in a final report to distribute
among partners, donors and stakeholders to report on the implementation of the
communication strategy. The report should displays what worked and what did not and why.
There is no need to be excessively positive: outlining ways to improve shows that the EITI
secretariat is able to assess communication measures in an objective way and to learn for the
future. This process demonstrates the EITI national secretariat’s professionalism.
The following is a simple ‘scorecard’ framework which provides a mechanism for evaluating a
media and event campaign’s effectiveness. It can be adapted and added to depending on the
resources and reporting needs of each country.
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Diagram 28: Balanced Scorecard and Performance Indicators based on
SMART Targets: Specific, Measurable, Achievable, Relevant, Timed
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5.

Budgeting and Resource Management
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This chapter advises on what to consider when putting finances aside for a communications
project and gives an example of a communications budget.

Budgets for the EITI are often limited. It is thus vital to carefully plan how resources will be used
and what the return on investment will be. Determining the likely cost of an EITI
communications programme is difficult as the types of communications tools and the
communications environment varies greatly from country to country and the local context has
to be taken into account.
It is important to dedicate a part of the EITI budget to communications, as demonstrated in
these guidelines. Several countries implementing the EITI have full-time communications
officers in their national secretariats whilst others appoint a part-time officer or hire a
communications agency.

It is recommended that, at a minimum, a communication officer must:
• Have experience of working with a least one of the stakeholder groups (government,
companies, civil society)
• Be able to communicate clearly and succinctly in all forms and in the required
languages
• Able to facilitate queries and communications to key stakeholders
• Be capable of developing core communications materials such as fact sheets,
newsletters, press releases, website content and speeches
• Have experience of working with, and possessing networks within, the media and
leveraging coverage with these media
• Have some experience with strategic planning and monitoring, evaluation and
where possible, impact assessment.

Annex A. Includes an outline of the terms of reference for a communication agency
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5.1

How to Prepare a Budget

For each component of the communications programme, it is advisable to develop an outline,
sometimes referred to as a ‘project brief’ that succinctly describes the project, its purpose and
expected outcomes, its timeline and an itemised list of costs involved. Be realistic about what
things actually cost and how long they take to complete. A change in the
timeline
can
have a significant impact on the budget.
Based on previous experience in the particular country and best estimates for new activities or
new suppliers, the communications officer and the committee should have clear financial
guidelines to follow. Actual costs should be closely monitored during planning and action, so
that the communication programme stays within its budget. Below are categories of major
costs for a communication programme.
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Diagram 29: Sample Budget
Budget Area:

Specific activities
to cover here:

Initial baseline mapping of target
audiences, perception, knowledge.
research
Focus group discussions,
questionnaire, interview
§ Training/capacity- Staff development secretariat
Civil Society
building
Community media
Journalist group
Other
§ Production
of Flyers / Factsheets
information and Newsletters
Kakemono
promotional
EITI report
materials

§ Communication

§ Media
and PR
§

§
§

§

§

§

§

relations Press Packs
Imagery
Distribution
Media
planning Media buying
and advertising
Advertising creative and
production
Jingle for all EITI radio programme
Production of
Airtime public/local radio
broadcast PR
Partnership package with
TV and Radio
community radio: (airtime,
transport to mining
sites/communities for production,
training)
Other
Website development, hosting
Interactive
Website maintenance
measures
Maintain Facebook, Twitter, other
Events
and Road shows, social and mobile
media (together with
dialogue
community radio?)
communication
Public meetings
Conference
Filming of events, editing
Monitoring and
Monitoring /Documentation /
evaluation
Reporting, News clippings
Evaluation, analysis
If not covered by general budgets
Staff and office
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expenses

§ Miscellaneous

Currency

Cost
per
item

Total
cost

Responsible
for taking
forward

Once each project and all of the associated line-item costs are listed, it may be found that
planned expenses exceed the available funding. What follows is the difficult part of determining
what elements and projects can be eliminated or delayed until the next budget cycle, and which
are essential to the current programme.
It is always a good idea to develop a costing of the ideal communication activity scenario. Once
a realistic idea of what all will cost – and then see what funding is possible, it is as always a
question about the art of the possible!
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6.

Making Communications Happen: Working it into a Work Plan

The communication strategy is the first thing to get in place when planning your communication
activities: only once objectives have been decided upon can measures be put in place for the
ongoing monitoring, which eventually can be evaluated to claim success.
However, a communication strategy is far from being the last step of a working process. The
objectives, target groups and messages should all be linked to concrete actions, with evaluation
measures and budget lines that are part of the overall work plan, that might entail more than
just communications such as preparing the annual report. Having those responsible for the
communication efforts in place, those staff members need to be integrated into the annual
planning cycle, ensuring that the communication plans have their proper place in the overall
work plan, and ensuring that for every activity, all the related, detailed activities are mapped
and budgeted. Only then will communication efforts become effective and supporting the
overall EITI efforts.
Please find below an example of a communications work plan. This example does not provide
any details of costs, as these will vary immensely from country to country.
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Diagram 30: Communications work plan example19

19

Source: EITI, Talking Transparency, A guide for communicating the Extractive Industries Transparency Initiative,

2008, p.34
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The Government of the Republic of Trinidad and Tobago (GORTT) provides an example of an
extensive and structured work plan which builds on the model provided in the EITI’s “Talking
Transparency” guide. It includes sections such as goals, actions, time, responsibility and
budget. Furthermore the plan also gives information on funding source, expected outcome and
status. Thus, Trinidad and Tobago offer a very good example of a plan which is transparent,
informative and clear.
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Another positive example of a work plan is that developed by Tanzania for the Communication
Strategy. Similar to the previous example it contains information to the objective, proposed
action, timeline and expected outcome of the measures. Despite not being present in the
table, information relating to the budget and financing are also contained in the accompanying
report.

Diagram 31: Tanzania EITI Communication Strategy July 2012 – June 2017
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The Tanzanian report also provides details regarding the different phases of implementation of
this communication strategy as can be observed below.
Diagram 32: Tanzania Key Implementation Benchmarks (2012 – 2017)

141

Nigeria has also integrated communications in their work plans, as the examples below show.
Nigeria has linked its objectives to precise activities and expected results as well as timeframe
and the person responsible.
Diagram 33: Nigeria work plan (2011)

Please note that all activities carried out in the work plan are opportunities for communication.
Communicating about the EITI should not be restricted to ‘classical’ actions. For example, a
meeting with key stakeholders might be an opportunity for a press conference or a photo
shooting session that could then be displayed on the EITI website.
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Annexes

143

Annex A. Outline Terms of Reference for a Communication Agency
Developing a communications strategy early on in the process of implementing the EITI is a
useful way of ensuring that your communications activities will meet the needs of the EITI
programme and your stakeholders. What follows is the outline of a sample of terms of
reference which can be adapted and used by a communications agency to develop such a
strategy20.
Introduction
One paragraph summarizing the reason a tender is being sought.
Background
Describe what the EITI is and its recent history in your country. Who is involved in the
implementation process? Why is a communications strategy being developed?
Methodology
What are you asking them to develop and how do you want to develop it? How do you want
them to inform their strategy? What are the EITI’s specific needs in relation to developing a
strategy and what practices need to be put in place for this?
• Review of other EITI programmes, review of analogous communications
programmes?
• Should they carry out surveys of recent media coverage of the EITI/the extractive
industries sector/public financial management issues?
• Public polling?
• Interviews with key stakeholders and opinion formers?
In this section it is important to establish how the communications agency must develop the
strategy, and also to seek creative proposals from the agency regarding how this would be
implemented.
Key deliverables
What is specifically expected of the communications agency? Are they required to deliver an
actual plan of communications activities? If so, what budget is available for those activities? Will
the communications agency be responsible for developing only the strategy or will they also be
responsible for managing the communications activities that they are identifying? When will
they be expected to deliver the communications strategy?
Reporting and management arrangements
Which organisation is running the tender for the development of the communications strategy?
Who in that organisation is responsible for communications and can be contacted with any
20

Sefton Darby et. al, ‚Talking Transparency, A guide for communicating the Extractive Industries Transparency

Initiative’, EITI, 2008, p.35
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questions about the tender? Will the organisation developing the communications strategy be
required to consult with or report to anyone else – e.g. a communications sub-group of the
national EITI steering group?

Tender process
What form should their proposal take? Normal features of a proposal would include:
• background on the company/consultant;
• proposed methodology;
• cost;
• CVs of personnel who will work on the plan.
When are proposals due and to whom should they be sent?
What criteria will the proposals be assessed against?
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Annex B. Using the EITI Logo

National EITI secretariats and multi-stakeholder groups in EITI implementing countries
(www.eiti.org/countries) are granted rights to use the EITI name and logo in their own
materials.
This includes the right to develop and use a national derivative version of the EITI name and
logo. The EITI encourages such use and will support national secretariat’s work to develop a
national EITI name and logo. The EITI International Secretariat may be consulted before starting
to use or changing a derivative version of the EITI name and logo.
The rights to use the EITI name and logo, including derivative versions, are withdrawn if a
country’s EITI Candidate or Compliant status is revoked by the EITI Board. For EITI’s full logo
policy, please see:

www.eiti.org/about/logopoli

Back page description
The Extractive Industries Transparency EITI (EITI) is a globally developed standard that
promotes revenue transparency at the local level. It is a coalition of governments, companies,
civil society, investors and international organisations. Through robust yet flexible methodology
company payments and government revenues from oil, gas and mining are published, and
discrepancies are reduced. Although the EITI Board and the International Secretariat are the
custodians of the EITI process, implementation takes place at the country level, in a process that
emphasises multi-stakeholder participation. www.eiti.org
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