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The Five-Point Message Box 

5. Answer the question: 
“What is the benefit?” 

2. Enter decisionmaker’s 
core concerns 

(Step 5) 

3. Anticipate objections and 
prepare response 

4. Articulate the SMART ask 

1. Enter decisionmaker’s 
name (Step 3) 

6 

7 8 9



The Five-Point Message Box—
Example  

5. Benefit: Health gains for 
underserved groups (e.g., 
lower maternal mortality) 

2. Decisionmaker’s core 
concern: All women do not 

have equal access to 
healthcare 

3. Objection: Universal 
access is too expensive  

Response: Family planning 
is one of the most effective 

investments 

4. SMART ask: Create a line 
item for family planning in the 

budget 

1. Decisionmaker: Budget 
analyst for the Minister of 
Finance [Name of person] 
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Enter the Decisionmaker’s Name 

5. Answer the question: 
“What is the benefit?” 

2. Enter decisionmaker’s 
core concerns 

(Step 5) 

3. Anticipate objections and 
prepare response 

4. Articulate the SMART ask 

1. Enter decisionmaker’s 
name (Step 3) 

6 

7 8 9



 
 

Enter Core Concerns 

5. Answer the question: 
“What is the benefit?” 

2. Enter decisionmaker’s 
core concerns 

(Step 5) 

3. Anticipate objections and 
prepare response 

4. Articulate the SMART ask 

1. Enter decisionmaker’s 
name (Step 3) 

6 

7 8 9



An#cipate	Objec#ons	and		
Prepare	Response	

5. Answer the question: 
“What is the benefit?” 

2. Enter decisionmaker’s 
core concerns 

(Step 5) 

3. Anticipate objections and 
prepare response 

4. Articulate the SMART ask 

1. Enter decisionmaker’s 
name (Step 3) 

6 

7 8 9



Articulate the SMART Ask 

5. Answer the question: 
“What is the benefit?” 

2. Enter decisionmaker’s 
core concerns 

(Step 5) 

3. Anticipate objections and 
prepare response 

4. Articulate the SMART Ask 

1. Enter decisionmaker’s 
name (Step 3) 

6 

7 8 9



Answer the Question:  
“What Is the Benefit?” 

5: Answer the question: 
“What is the benefit?” 

2: Enter decisionmaker’s 
core concerns 

(Step 5) 

3: Anticipate objections and 
prepare response 

4: Articulate the SMART ask 

1: Enter decisionmaker’s 
name (Step 3) 

6 

7 8 9



•  Each team member 
should be able to 
deliver the message 
and the supporting 
message points 

•  Remember: the 
messenger is as 
important as the 
message   

Message and Messenger 6 
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Determine the Messenger  

 
 

Policymaker Celebrity Community 

Members 

6 
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n  Will	your	request	be	part	of	an	
informal	discussion	or	require	
a	formal	presenta#on?	

n  How	much	#me	will	you	have	
to	make	your	case?	

n  If	more	than	one	of	you	is	
involved	in	the	mee#ng,	who	
will	present	the	issue	and	who	
will	ask	the	decisionmaker	to	
act?	

n  How	will	you	follow	up	aDer	
the	mee#ng?	Is	another	
mee#ng	needed?	

Deliver the Message 6 

7 8 9



What	are	the	types	of	messages?	

•  Ra1onal/Logical	
–  weighing	posi#on	against	commonly	accepted	“truth”		

•  Emo1onal	
–  weighing	the	posi#on	against	personal	experience		
	

•  Ethical	
–  weighing	the	moral	intent	/	ramifica#ons	of	a	posi#on.		



•  Follows	the	rules	of	logic	and	concludes	no	
more	and	no	less	than	what	is	correct	from	
any	given	evidence.		

•  Consistent	with	or	based	on	reason	or	
good	judgment;	logical	or	sensible	

•  Incorporates	all	relevant	informa#on	in	
direct	propor#on	to	its	relevance.	

Ra#onal	Argument	



•  Manipula#on	of	the	recipient's	emo#ons	in	
order	to	win	an	argument	(some#mes	in	the	

•  Intended	to	draw	visceral	feelings	from	the	
acquirer	of	the	informa#on.		

•  Acquirer	of	the	informa#on	is	intended	to	be	
convinced	that	the	statements	that	were	
presented	in	argument	are	true	based	solely	on	
emo#onal	s#mula#on	such	as	fear,	pity	and	
joy.		

Emo#onal	Argument	



•  Refers	to	people’s	morals	

•  Focus	on	what	is	“right”	and	what	is	“wrong”	

•  Depends	on	joint	understanding	of	rules	and	
standards		

Ethical	Argument	



What	are	benefits	and	limita1ons	of	
the	different	types	of	messages?	

•  Ra1onal/Logical	
•  Based	on	facts/evidence	
•  Using	facts	to	tell	one	side	of	the	story	

•  Emo1onal	
•  Using	personal,	compelling	stories,	empathy	
•  Stretching	the	“truth”,	leaning	towards	

exaggera1on	

•  Ethical	
•  Use	of	commonly	accepted	moral/legal	standards	
•  Using	flawed	or	ques1onable	morals	

	



•  We	are	exposed	to	far	more	(media)	messages	than	
we	could	possibly	process		

•  Messages	compete	for	our	aUen#on	

•  We		

§ Ignore	
§ Emo#onally	process,	or	

§ Logically/ra#onally	process	the	messages	we	are	
exposed	to	

Elabora#on-Likelihood	Model	





Elabora#on	Likelihood	Model	(ELM)	

Communica1on	

Emo1onal	
Processing	

Ra1onal		
Processing	

ALtude		
Change	



Emo1onal	Processing	
•  Focus	placed	on	
elements	surrounding	
the	message	

•  Does	not	require	
extensive	cogni#ve	
processing	

•  Not	a	good	predictor	of	
subsequent	behavior	

•  The	default	processing	
style	

•  Examples:		
–  Likeability	
–  Source	credibility	
– Authority	





Emo#onal	TV	spot	



Missing	mother	PSA	from	Turkey	

Emo#onal	TV	spot	



Emo1onal	Headlines	
•  'Every	#me	I	think	about	
those	kids	it	gets	me	
mad':	Obama	cries	for	
the	vic#ms	of	Newtown	
as	he	pushes	gun	control	
at	speech	surrounded	by	
families	of	mass	shoo#ng	
vic#ms	

•  Huckabee	[poli#cian]	
claims	refugees	may	be	
'vicious	people,'	but	
that's	not	the	dumbest	
thing	he	said		





Ra1onal	Processing	
•  Emphasis	on	message	argument	and	ra#onale	
•  Depends	on	logical	processing	
•  Integrate	new	informa#on	with	previously	
held	knowledge	

	



Ra#onal	TV	Spot	



Ra1onal	Headlines	

•  Climate	Change	Will	Disrupt	Half	of	North	
America’s	Bird	Species	

•  California	Republicans	confront	long	odds	in	
race	to	fill	Senator’s	seat	

•  Opioid	Prescrip#ons	Drop	for	First	Time	in	
Two	Decades	

•  Contracep#ve	Used	in	Africa	May	Double	Risk	
of	H.I.V.	





Ethical	Headlines	

•  Climate	Change	May	Put	Half	of	North	American	
Birds	at	Risk	of	Ex#nc#on		

•  Prisoner	worker	who	helped	2	killers	escape	gets	
up	to	7	years		

•  U.S.	Soldiers	Told	to	Ignore	Afghan	Allies’	Abuse	
of	Boys		

•  They’re	All	Bad	for	You,	but	Should	They	Be	
Illegal?	

•  Doctors	must	lead	us	out	of	our	opioid	abuse	
epidemic	







Emo#onal	vs.	Ra#onal	

“The	Honda	gets	more	miles	per	gallon	and	handles	
great	on	the	highway.	But	Consumer	Reports	gives	the	
new	Sonata	beUer	ra#ngs	on	safety	on	account	of	their	
four-wheel	an#lock	brakes	and	trac#on	control…”	

vs.	
“the	Sonata	salesman	made	a	lot	of	good	points	–	real	
nice	guy”	



Ra#onal,	Emo#onal,	and	Ethical	






