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What I am going to cover

• Framing the issue
• Some typical problems
• Overview of messaging
• Talking about workforce 

development and low 
wage work

• A few do’s and don’ts
• Messaging exercise



Issue Framing



• People think in predictable ways
• They use frames, or durable models 

that include stories, metaphors, and 
images that are literally etched into 
their brains

• If facts don’t fit the frames, the facts 
are discarded and the frames stay

• Frames can be contradictory
• Some frames support your policy 

goals and others don’t



Creating job opportunities can be 
framed in a multitude of ways



Work



Balance of 
work and family



Helping the working poor



Ending poverty



Community planning



How you frame the conversation 
determines where it goes

• Start conversation on a high plain
• What kind of community do we want to 

create?
• How can we create an economy that 

works for all?
• America is about expanding opportunity 

for all, isn’t it?
• Our community will be stronger when 

everyone has a chance to succeed 
through education and training



Questions?



What problems do 
we have trying to 

communicate about 
our work?



Down in the 
policy weeds



• Literal sclerosis
• TMI 
(Too Much Information)



Preference for “playing the old tapes”



Playing pundit



Having unreasonable 
expectations



• Uninvolving
• Not newsworthy
• Fun deficit



I was talking to the 
MJD about how many 
FTEs are in the QED 
and they were still 
working on the MFOs.

They should talk to 
RBM about their Q4 
system to cross walk it 
with the SEO.

Jargon !?!?!?!?!



No issue penetration

Why should I care?



Discuss…



Suggestions for improving 
communications



Be very specific about outcomes



Know your audiences

• Really get to know them
• Find out what resonates with them
• Know what you want them to do and make sure 

they will really do it



• Make sure 
your messages 
meet the criteria

• Make sure 
stories support 
the policy



Questions?



Communicating About 
Workforce Issues

• Acronyms don’t work –
try to talk about real 
things

• Policy speak does NOT 
appeal to broad 
audiences

• Use brief, clear, 
emotive terms and 
active verbs



Examples from States
• Today’s employers 

demand higher skills.  
Wisconsin Community and 
Technical Colleges can 
provide relevant training 
for real jobs in real time.

• Bridge programs are 
solutions for building skills, 
better jobs, and brighter 
futures. (IL)

Increasing access to 
KCTCS expands statewide 
economic growth by 
providing low cost, quality 
education and job training 
right in the community. (KY)



Make Links to Audience Concerns

• What do employers 
want?

• What do workers need?
• How can we help solve 

problems for policy 
makers? 



What makes a good message?

• True
• Believable
• Emotional
• Aspirational
• Supported by facts
• About “you”
• Repeatable/“speakable”
• Framed to win



One simple way of 
organizing your messages

•Problem 

•Solution

•Action



Table Exercise - Messaging
• Create platform for your committee focus
• Using the Problem, Solution, Action 

framework, draft three simple sentences that 
answer:
– What is the problem that we are trying to 

solve? 
– What is the solution we bring?
– The action step that YOU need to take

• Lastly, develop a list of your target 
audiences – the YOU – and what  they can 
and should do.


