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Why Strategic
Communications
Matter in Policy

e Policy isn't just facts—it’s storytelling.

e Public action requires belief,urgency,
and a clear “why."”

e Without strategy, even the best
datafalls flat.
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SIMPLIFYING STAKEHOLDER CALL TO ACTION
COMPLEX ISSUES ENGAGEMENT
Awareness is just the
SETTING THE
NARRATIVE ol g7l el LA e No message fits all—tailorin CRISIS start—every message needs
communicators make it POLITICAL g gl » i1 9 COMMUNICATION a clear call to action to drive
audience, platform, and tone .
This is about crafting a bold AU PTG L) MARKETING & is key to pbuilding support AL Ukl Impact.
clear vision that bg:in s ' turning issues into clear, COMMUNICATIONS ’
. 9 . urgent messages. STRATEGIC In a crisis, how we
leaders together and inspires . .
i ) communicate can build or
meaningful action. i o L
Strategic messaging is break trust—which is why
about both what we say and we added a curveball to test
how we share it to amplify rapid-response messaging.

impact.



Media
Activation:

Proactive press
engagement,
op-eds, and
earned media.

Digital &
Social
Campaigns:

Storytelling through
digital platforms to
reach and engage
target audiences.

Advocate &
Partner
Toolkits:

Equipping
champions with
ready-to-use
messaging, visuals,
and calls to action.

Influencer
Engagement:

Leveraging trusted
voices from within
the community or
sector.
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Strengths

Unified voice of over 150
mayors amplified the urgency
of Great Lakes priorities in
Washington, D.C.

Threats

Reliance on a single annual
event limits ongoing visibility
and advocacy momentum.

Weaknesses

Political distractions and
shifting federal priorities risk
sidelining Great Lakes issues.

Opportunities

Leverage the event's success
to launch a year-round
campaign pairing data with
leadership storytelling.



CHALLENGES & OBJECTIVES

Amid a U.S.-Canada trade war * Break through the crowded

and stalled funding, we
launched Great Lakes St. D.C. agenda

Lawrence Strong to reassert a

. .
united regional voice, highlight Elevate local leaderShlp

local risks of national decisions, voices
and stand together for a more . L.
resilient, prosperous future. * Spotlight urgent priorities
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SOLUTION & IMPACT

- Amplified Reach: Secured ~200 media articles and interviews,
ensuring national and regional visibility.

* Direct Advocacy: Held 20 meetings with U.S. Congressional
offices, a White House meeting, a binational press conference, and

a U.S.-Canada trade roundtable, bringing local voices directly to
decision-makers.

* Policy Progress: Mayors secured direct commitments and follow-
up from federal offices, helping sustain momentum for key
programs like the Great Lakes Restoration Initiative.
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Valérie Plante to lead delegation to Washington
ahead of U.S. tariffs deadline

By Jason Magder
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Bruno Marchand a Washington en
mars pour lutter contre les tarifs
de Trump




KEY TAKEAWAYS

_ ) Lead with People,

Equip Your Messengers Media Is Your
Megaphone




Media
Activation:

Proactive press
engagement,
op-eds, and
earned media.

Digital &
Social
Campaigns:

Storytelling through
digital platforms to
reach and engage
target audiences.

Advocate &
Partner
Toolkits:

Equipping
champions with
ready-to-use
messaging, visuals,
and calls to action.

Influencer
Engagement:

Leveraging trusted
voices from within
the community or
sector.




YOUR CHALLENGE:

Craft a message
that rallies your
community and
moves decision-
makers to act.

Audience: Who are you
trying to persuade?

Platform: Social post, press
statement, op-ed, or email?

Message: What's your clear,
urgent call to action?

Data Point: What fact makes
the case stronger?

Story: What story makes this
real?

Ally: Who can help amplify
or validate your message?



Group Share + Debrief

THANK YOU, EVERYONE! LET'S HEAR FROM EACH GROUP.

PLEASE SHARE:

Your Audience: Who are you addressing?
Core Message: What's the main takeaway?
Platform: Which medium did you choose?

Call to Action: What do you want your audience to do?
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Future of the Great Lakes' Fresh

Water.
Jacque Edwards

jedwards@glslcities.org

@ Send a strong message for the
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