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1. Relationship Gap

Limited understanding and knowledge between 
women’s rights organizations and corporations of 
each others motives, achievements and rationale for 
action. 



2. Different Points of Views

Individual v. Systemic

Solutions v. Problems



3. Perceptions on the Status of Women

Women’s rights organizations: ‘troubled’ and ‘in flux’

Corporations: ‘improving’ and emphasize potential



4. Women’s Rights Achievements

Most interviewees found it difficult to name a 
singular recent major achievement of the women’s 
movement.



5. Language

The language of women’s rights, not necessarily the 
overall concept, seems to be limiting rather than 
enabling communication. 



6. Theory of Change

Movement Building v. Economic Empowerment



7. Corporate Engagement

It was noted that a better way to engage corporates 
might be through their actual business practices.



8. What About Men

Widespread uncertainty about the role of men in 
women’s rights. 
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How to Create Compelling, Persuasive 
and Shareable Communications:
12 Ideas from Behavioral and Influence Science 

1. Powerful 
emotions

9. Social 
Proof

2. Big Ideas, 
Core Values

3. Loss 
Aversion

4. Scarcity

5. Reciprocation

6. Incentive

7. Liking

8. Consistency

10. Authority

11. Curse 
of Knowledge

12. Storytelling

For illustration purposes only, not 
representative of the human brain.







1. Powerful Emotions
We are more likely to share what we’ve seen if it evokes 
strong and activating emotions like awe, anger and joy. 





2. Big Ideas, Core Values
For people who are not experts, this higher-level framing often 

drives whether or not they support a specific policy 
recommendation. 

Tip: Don’t start your argument by presenting a specific issue or 
policy recommendation. Instead, appeal to a common value. 
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1. Brave
2. Collaborative
3. Inclusive
4. Active



3. Loss Aversion
We feel the pain of losses more strongly than the joy of gains. 

Tip: Tell your audience what they stand to lose
— not just what they will gain. 



4. Scarcity
When there’s less of something, we want more of it. 

Tip: Tell your audience why what you’re offering is unique and 
how they’ll miss out if they don’t take advantage of it.



5. Incentive 
People want to know what’s in it for them to support a particular 

organization or cause. Internal motivators are much more 
powerful than external motivators like money (Pink, 2011).

Tip: Know your audience. Take time to understand them and 
why they might want to do what you’ve asked of them. 



6. Social Proof
Most (but not all) people will look to the actions of others to 

determine their own actions, especially when they are 
uncertain.

Tip: Tell your audience who else is in and supporting the cause. 



7. Authority
People follow the lead of credible experts. For example, 

research shows that displaying a medical diploma in an office 
leads more patients to follow the recommendations or 

instructions of the doctor or therapist.

Tip: Enlist respected voices
—like research institutions or trusted spokespeople—

to back up your statements whenever possible.



8. Salience
9. Storytelling

Successful public narratives help people craft the story of now 
(Why now?), the story of me (Why am I getting involved?), 

and the story of us (Why are we working together to solve a 
social problem?).



Good Stories…

· Connect with audience 
· Visual power / description
· Memorable characters 
· Conflict, challenges to overcome
· Authentic, credible



10. Commitment
People are more likely to follow-up on a commitment if they do 

it publically. 



1. Why are you getting involved?
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1. Why are you getting involved?
2. Why now?
3. Why are we working together? What 

does our collaboration add? 
4. What do you have to gain? What do you 

have to lose?
5. What is your commitment?
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