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PROJECT OVERVIEW
The  Child  Advocacy  360  Foundation  created  the  Communications  Catalyst  Initiative  to  

and  support  for  programs  to  improve  the  lives  of  all  children,  and  help  level  the  playing  

Many  advocacy  and  direct-­‐‑service  groups  are  having  a  positive  impact  on  the  lives  of  
children  at  the  local  level,  yet  too  many  Americans  still  think  “nothing  works.”  Many  

  

  

approaches  for  telling  solutions  stories,  the  Child  Advocacy  360  Foundation  commissioned    
Douglas  Gould  and  Company  and  the  Topos  Partnership  to:

Interview  key  child  advocacy  experts  and  foundation  allies  and  create  an  advisory    
panel  for  the  project.

  
messages  and  strategies.

Undertake  qualitative  and  quantitative  research  to  test  alternative  messages,    
frames  and  stories.

Recruit,  train,  and  deploy  a  wide  range  of  spokespeople  with  the  knowledge  of  
  

www.childadvocacy360.com.  



INTRODUCTION

overarching  categories.  Those  that  highlight:

1.  
2.  

Three  central  considerations  at  the  heart  of  the  Communications  Catalyst  Initiative  shaped  the  research:

Change  the  emphasis  from  problem  to  solution.
the  

support  for  those  solutions?

Make  the  role  of  community  visible.
People  tend  to  default  to  a  view  of  children  as  existing  solely  in  relation  to  their  family  –  a  

1  perspective  constrains  

the  important  role  of  community  and/or  government  in  creating  the  conditions  for  healthy  
  

and  the  importance  of  collective  solutions?  

1     
Joe  Grady,  Cultural  Logic,  March  2002.

1www.topospartnership.com



Inspire  action  on  behalf  of  children  not  one’s  own,  particularly  at-­‐‑risk  children.

damaging,  in  which  case  others  have  to  intervene).  They  naturally  default  to  thinking  of    
  
  

  
was  comprised  of  a  representative  sample  of  2,006  American  voters.
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BRIEF RECAP OF FINDINGS
Most  news  stories  on  most  social  issues  focus  on    

focused  stories  increase  support  for  government  

while  raising  the  need  for  the  solution  and  make  

The “Solutions Story” Alternative
Solutions  stories,  on  the  other  hand,  is  an  underused  
communications  approach  that:

Increases  support  for  active  government  and  

Leads  to  support  for  higher  taxes  to  get  
higher  quality  services.

disadvantaged,  at-­‐‑risk  kids.  

Research  respondents  rate  as  more  
interesting,  unique,  motivating  and  
important  –  suggesting  they  will  get  more  

is  needed.  Importantly,  this  research  suggests:

rather  than  outcomes.  

and  structures  serving  kids,  rather  than  just  

Core Story Elements

to  a  large  extent  these  elements  overlap,  and  they  all  
certainly  complement  each  other  as  demonstrated  

qualitative  research  and  tested  further  in  the  
survey  experiments.  

CONNECTION  TO  COMMUNITY

need  to  remind  audiences  of  how:
  from  kids  

The  community  can  have  important  
  on  children  and  

families.  

BIG  PICTURE  THINKING



Listing  a  number  of  solutions:

program,  people  naturally  tend  to  focus  on  
the  narrow  particulars  of  that  story,  missing  

straightforward  way  of  focusing  less  on  
a  particular  case  study,  and  more  on  the  

Public  Structures:  To  promote  an  

  
This  idea  gives  people  a  more  concrete  

stronger  community.

NECESSARY,  NOT  JUST  NICE
In  the  current  economic  climate,  programs  
that  are  “nice  to  have”  are  not  likely  to  garner  
widespread  support.  Therefore,  communicators  

to  communicate  necessity  is  to  remind  people  of  

concrete  picture  of  how  a  program  helps,  they  are  
more  likely  to  see  it  as  important.  

INSPIRING  ACTION

oriented  stories.    

qualitative  research  suggests  that  communicators  

“PROVING”  EFFECTIVENESS

of  a  particular  solution  is  the  most  essential  and  

as  long  as  they  have  a  sense  of  how  an  intervention  
helps.  Two  parallel  solutions  tracks  in  the  survey,  
one  with  “hard”  statistical  evidence  of  success,  and  
the  other  with  anecdotal  support,  had  generally  

Summing Up
The  three  Topos  founders  –  Meg  Bostrom,  Joe  

topics  such  as  early  childhood  development,  child  
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research  questions  on  this  topic.    This  research  is  
unique,  however,  in  two  fundamental  ways.  First,  it  

.  Furthermore,  it  employed  

the     on  

survey  research  with  a  representative  sample  of  
2,006  American  registered  voters.  The  research  was  

and  interventions  to  help  children.
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FOR FURTHER INFORMATION CONTACT:

Hershel Sarbin, President
Child Advocacy 360 Foundation
HershelS@aol.com

Douglas Gould, President
Douglas Gould and Company
Dgould@douglasgould.com

Meg Bostrom, Co-founder
Topos Partnership
team@topospartnership.com

Founded  by  veteran  communications  strategists  Meg  Bostrom  of  Public  Knowledge,  
and  Axel  Aubrun  and  Joe  Grady  of  Cultural  Logic,  Topos  has  as  its  mission  to  
explore  and  ultimately  transform  the  landscape  of  public  understanding  where  
public  interest  issues  play  out.  Our  approach  is  based  on  the  premise  that  while  it  
is  possible  to  achieve  short-­‐‑term  victories  on  issues  through  a  variety  of  strategies,  

created  to  bring  together  the  range  of  expertise  needed  to  understand  existing  issue  
dynamics,  explore  possibilities  for  creating  new  issue  understanding,  develop  a  
proven  course  of  action,  and  arm  advocates  with  new  communications  tools  to  win  
support.  For  more  information:  www.topospartnership.com
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