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Introduction

This Communication Toolkit has been developed to
support chambers and business associations in
strengthening their advocacy and communication
capacities in a structured and practical manner.

Building on the Policy Advocacy and Policy Navigation
trainings, the Toolkit translates key concepts and
approaches into concrete, ready-to-use instruments. It is
designed to help organizations move from general
communication intentions to consistent, coordinated, and
impact-oriented action.

Chambers and business associations play an important role in
representing business interests, engaging with public institutions,
and contributing to policy dialogue.

Effective communication is essential to fulfil this role. However,

many organizations operate with limited staff and resources. The

Toolkit therefore focuses on practical tools that can be applied
immediately without requiring specialised communication
expertise.

The Toolkit does not aim to replace existing communication
strategies or institutional procedures. Rather, it provides a
structured framework that chamlbers and business associations
can adapt and integrate into their daily practice.

By applying these tools consistently, organizations can enhance
clarity, strengthen credibility, improve coordination, and increase
the effectiveness of their advocacy efforts.
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This module provides foundational
guidance for chambers and business
associations to strengthen internal
communication structures and
establish common standards.

It supports clarity, consistency, and

credibility by defining basic
o u e principles, shared terminology, and
self-assessment mechanisms.

CQmmunicqtion BqSiCS The tools in this module can be used

independently or as a starting point

before applying the operational tools
in Modules 2-6.
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Communication Self-Assessment
Checklist

€ PURPOSE € WHENTOUSE ¢ HOWTOUSE ¢ comMMON
(STEP-BY-STEP) PITFALLS
The Communication Self- e At the beginning of a 1.Complete the checklist e Treating the assessment as
Assessment Checklist enables capacity-building process. internally (management a one-time exercise.
chambers and business e Before launching new and communication staff). ¢ |dentifying too many
associations to evaluate their advocacy initiatives. 2.Mark each statement as priorities.
current communication o After internal restructuring. Yes / Partially / No. e Not assigning responsibility
practices and identify areas e \WWhen communication 3.ldentify 2-3 priority areas for improvements.
for improvement. appears inconsistent. for improvement.
 previcles 6 srusiuTEe 4, Def.me concrete follow-up
: : : actions.
starting point for strengthening :
.. 5.Review progress
advocacy and communication .
periodically.

capacity.
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Self-Assessment Framework

Strategy and Message Yes Partially No
Clear advocacy priorities defined N N
Core messages documented L O O
Public interest perspective consistently applied [] [] [] Digital Communication Yes Partially No
Regular communication planning in place HEN
Stakeholder Engagement Yes Partially No Clear responsibility for social media N
Key stakeholders identified and prioritised i Guidelines for responding to comments exist ] [ []
Engagement responsibilities defined 1 [ [
Follow-up mechanisms in place [ Crisis Preparedness Yes Partially No
Crisis response roles defined 1 O
Media Communication Yes Partially No Holding statement template available 1 1 ]
1 1 T[] Monitoring mechanisms established 0 [

Standardised press release format available
Designated spokesperson defined HE N
Media contacts maintained L [
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Do's & Don’ts for Chambers and
Business Associations

PURPOSE

e

The Do's & Don'ts define basic
communication standards for
chambers and business
associations.

They support consistency,
credibility, and professionalism
across advocacy, media, and
digital communication.

.

¢ WHENTOUSE

e When developing or
updating communication
guidelines.

e When onboarding new
staff or board members.

e Before issuing public
statements.

e When communication
practices appear
inconsistent.

¢ HOWTOUSE
(STEP-BY-STEP)

1.Review the list internally.

2.Adapt to the organization’s
specific context if necessary.

3.Share internally with relevant
staff and leadership.

4. Refer to the standards when
drafting statements or
preparing communication.

S.Review periodically to ensure
continued relevance.

¢ CcoMMON
PITFALLS

e Treating the list as
symbolic rather than
operational.

e Failing to communicate
standards internally.

o Applying standards
inconsistently.

e Overloading the list with
too many rules.

~

v
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Do’s Don’ts

e Base positions on verified facts and evidence. ¢ Do not communicate without internal coordination.

e Clearly articulate the public interest perspective. ¢ Do notissue external communication on sensitive

e Keep messages concise and focused on one issue. issues before escalating them internally.

e Use consistent language across channels. e Do not mix multiple issues in one message.

e Define a clear spokesperson for public statements. * Do not use overly technical or legal language in

e Prepare for critical questions. public communication.

e Document and follow up on stakeholder ¢ Do not respond emotionally to criticism.
engagement. e Do not speculate on unverified information.

¢ Maintain a professional and respectful tone. ¢ Do not contradict previously communicated

e Be transparent about who you represent and on positions.
what basis you are speaking. e Do not ignore legitimate feedback from stakeholders

or members.
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Mini-Glossary of Key Advocacy &
Communication Terms

/D PURPOSE

The Mini-Glossary provides
chambers and business
associations with a shared
understanding of key advocacy
and communication terms used
throughout this Toolkit.

It supports consistent use of
terminology and avoids
misunderstandings within teams

Qqcross organizations.

€ WHENTOUSE

e When applying tools from
Modules 2-6.

e When onboarding new
staff or board members.

e During internal training or
workshops.

e When clarifying advocacy
concepts.

¢ HOWTOUSE
(STEP-BY-STEP)

1.Review definitions when
encountering unfamiliar
terms.

2.Use the glossary as a
reference during internal
discussions.

3.Adapt terminology where
necessary to reflect
organizational context.

4.Maintain consistency across
internal and external
communication.

¢ coMMON \

PITFALLS

e Using terms inconsistently.

e Overcomplicating
definitions.

e Treating the glossary as a
legal reference rather than

a practical guide.
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Glossary

/ Advocacy

\_

Structured efforts to influence policies or
decisions in the public interest.

After-Action Review

A structured internal reflection to identify lessons
learned and improvements.

Baseline

The starting point against which change is
measured during monitoring.

Briefing Note

A short, structured document prepared to inform
a decision-maker or spokesperson about a
specific issue ahead of a meeting or event.

Call to Action

A clearly defined request directed at a decision-
maker.

Codalition

A temporary alliance of organizations working
together toward a shared advocacy goal.

\ / Core Message

AN

~

A concise statement summarising the
organization’s position.

Crisis Communication Plan

A pre-prepared framework defining roles,
procedures, and messages to be activated
during a crisis.

Evidence

Verified data, facts, or documented experiences
used to support a position.

Holding Statement

A short interim public statement issued while
facts are being clarified.

Indicator

A specific, measurable signal used to track
progress toward a goal.

Issue

A clearly defined policy-related problem that can

be addressed through institutional processes.
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Glossary

Key Messages

A small set of pre-approved, consistent points that
all spokespeople use when communicating
publicly (distinct from Core Message, which is
singular).

Lessons Learned

Insights gained from reviewing what worked and
what did not during a campaign or activity, used
to improve future efforts.

Lobbying

Direct engagement with decision-makers to
represent interests and propose policy changes.

Mandate

The formal authority given to an organization to
represent its members' interests.

Media Monitoring

The systematic tracking of coverage across print,
broadcast, and online media.

Monitoring

The systematic tracking of reactions to
communication activities.

Narrative

The overarching story that frames an
organization's advocacy, giving context and
meaning to individual messages.

Outcome

The measurable change in policy, behaviour, or
public opinion resulting from advocacy or
communication activities.

Output

The direct, tangible products of advocacy
activities (e.g. press releases issued, meetings
held, reports published).

Policy Brief / Position Paper

A concise document outlining an organization's
stance on a specific issue and recommending a
course of action to decision-makers.

Policy Window

A moment when conditions align to make policy
change achievable, requiring timely action.

Press Release

A structured communication sent to media outlets
to inform about a position or development.
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Glossary

/ Public Campaign \
A coordinated set of communication activities

aimed at raising awareness or mobilising support
among the public on a specific issue.

Public Interest Framing

Presenting an issue in a way that highlights broader
economic or societal relevance beyond specific
member interests.

Public Sentiment

The general attitude or opinion held by the public
toward an organization, issue, or policy, often
monitored through media, social media, or surveys.

Reputational Risk

The potential for an event or action to damage how
an organisation is perceived by stakeholders or the
public.

SMART Godadl

A goal that is Specific, Measurable, Achievable,
Relevant, and Time-bound.

Spokesperson

A designated individual authorised to speak on

behalf of the organization in public or with mediq,
particularly during a crisis or sensitive situation.

/ Stakeholder \

An individual or organization that can influence or
is affected by a policy issue.

Stakeholder Mapping

A structured process to identify and prioritise
stakeholders based on influence and interest.

Target Audience

The specific group a communication is designed
to reach and influence.
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This module supports chambers and
business associations in developing

clear, structured, and persuasive
@ @ policy messages.

It builds on the foundation of Module

C 1 and provides practical tools to

—v transform analysis into concise and
actionable communication.

M o d u I e 2 communication across audiences,

y . and ensure that advocacy positions
Messqge erftmg and Frqmmg are framed in the public interest.
Clear messaging is the basis for
effective stakeholder engagement,

media communication, and digital
outreach.

The tools in this module help clarify
the core message, align




Communication Toolkit for Business Organizations | 14

Message Canvas

€ PURPOSE € WHENTOUSE € HOWTOUSE ¢ comMMON
(STEP-BY-STEP) PITFALLS

The Message Canvas helps o At the start of a new 1.Define the issue clearly e Mixing several issues in one
chambers and business advocacy initiative. (one topic only). Canvas.
associations clarify and structure o After completing research 2.Fill in each field using short e Using technical or overly
a policy message before or a policy paper. and precise wording (max. complex language.
communicating it externally. It o Before meetings with 2-3 lines per field). e Forgetting to clearly state
ensures that the problem, decision-makers. 3.Formulate the Core the requested action.
evidence, proposed solution, and e Before issuing public or Message as one clear ¢ Failing to demonstrate
public interest are clearly defined media statements. sentence. public interest.
and aligned. 4.Check whether the Public

Interest is visible and

The Canvas should be
completed before drafting a
policy paper, press release, or
stakeholder communication.

credible.

5.Use the completed Canvas
as the basis for further
communication tools.
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Issue / Problem \

What exactly is the problem?
Who is affected? Why is it relevant now?

S

" /

>

What concrete action or change do we
suggest?

.

~

Proposed Solution

N

~

ource and year if available.)

Worksheet: Message Canvas

/ Evidence

What 1-2 key facts or data points support the
problem?

@ N
Core Message

What is our central statement in one clear
sentence?

/

/

( | 2
Public Interest

Why does this matter beyond our members?

fairness, economic impalct, etc.)

. /

Call to Action

What exactly should the decision-maker
do?

(Competitiveness, transparency, safety,

o

o

~

/
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Policy Message Template

(One-Pager)

€ PURPOSE

The Policy Message Template
helps chambers and business
associations to communicate a
clear, structured, and policy-
ready message to public
authorities and decision-
makers.

It ensures that communication
IS concise, evidence-based, and
focused on a concrete request.

€ WHENTOUSE

o Before meetings with
ministries, MPs, or regulators.

e As a follow-up document
after discussions.

e During public consultations.

o \When submitting short policy
inputs.

e When summarising a longer
Policy Paper.

¢ HOWTOUSE
(STEP-BY-STEP)

1.Complete the Message Canvas
first.

2. Transfer the core message into a
short, structured format
(maximum one page).

3.Keep language factual and
neutral.

4.Use bullet points where possible.

5.Clearly state the requested
action.

6.Provide contact details for follow-

up.

¢ comMMON
PITFALLS

e Exceeding one page.

e Overloading with technical
details.

e Failing to specify the
requested action.

e Using emotional or
defensive language.

e Focusing only on member
interests without public
interest framing.
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Worksheet:

Policy Message
Structure (One-Pager)

-

Issue

Brief description of the problem (2-3 sentences).

Key Message

One clear and concise statement summarising the organization’s
position.

Why It Matters (Public Interest)

Short explanation of the broader relevance (e.g. competitiveness,

transparency, economic growth, safety).

Key Evidence
Keep to 2-3 points only

Fact or data point 1 (source and year)

\

Fact or data point 2 (source and year)
Fact or data point 3 (source and year)

Proposed Action

What exactly should be done?
(Amendment, clarification, procedural change, consultation, etc.)

Contact

Name: Email:
Function: Phone:
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Member-Oriented Message Template

€ PURPOSE

The Member-Oriented
Message Template helps
chambers and business
associations to explain policy
issues and advocacy activities
to their members in clear and
accessible language.

It ensures transparency,
strengthens internal support,
and builds legitimacy for
advocacy work.

€ WHENTOUSE

e When informing members
about a policy issue.

e When explaining the
association’s position.

o Before or after meetings
with decision-makers.

e In newsletters, circulars, or
member updates.

e When seeking member
input or feedback.

¢ HOWTOUSE
(STEP-BY-STEP)

1.Start from the completed
Message Canvas.

2. Translate technical or policy
language into clear, practical
terms.

3.Focus on relevance for
members.

4.Explain what the association is
doing.

5. Clarify whether member input
or action is needed.

6.Keep the message concise
(one page or short newsletter
format).

¢ comMMON
PITFALLS

e Copying the Policy
Message without
adaptation.

e Using technical or legal
language.

e Failing to explain concrete
member relevance.

¢ Not clarifying next steps.
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Template:

Member Oriented
Message

What Is the Issue?

Short, clear description in non-technical language.

Why Does It Matter for Members?

Explain practical implications for businesses (costs, procedures,
competitiveness, compliance, etc.).

What Is the Association Doing?

Describe advocacy steps taken (meetings, submissions, dialogue, coalition
building).

What Happens Next?

Outline expected developments or timeline.

How Can Members Contribute? (if relevant)

Feedback, examples, participation in consultations, events, etc.

.

~

/
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30-Second Message Test

€ PURPOSE

The 30-Second Message Test
ensures that a policy message
is clear, concise, and
understandable to non-
experts.

If a message cannot be
explained in 30 seconds, it is
not yet ready for external
communication.

\_

€ WHENTOUSE

o After completing the
Message Canvas.

e Before meetings with
decision-makers.

e Before media
communication.

e Before publishing
statements or posts.

¢ HOWTOUSE
(STEP-BY-STEP)

1.0One team member explains the
issue and solution in 30
seconds.

2.No notes or written material
may be used.

3.Another person listens and
summarises what they
understood.

4. Compare intended message
with perceived message.

5.Refine the message if clarity is
lacking.

¢ comMMON

PITFALLS

Using technical language.
Explaining background
instead of the core
message.

Forgetting to mention the
requested action.
Skipping the test due to

time pressure.
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30-Second Message Test

/D TEST QUESTIONS |

After the explanation, ask:

¢ |s the problem clear?

¢ |s the proposed solution understandable?
¢ |s the public interest visible?

¢ |s the requested action specific?

Bad vs Good
Example

If any answer is unclear - revise the message.

o v
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BAD

“A draft law needs to be adopted to harmonise contractual
deadlines according to European standards by establishing
strict and clear rules for transactions between businesses and
between businesses and public authorities, while also
addressing late payments, liquidity impacts, and the lack of an
interest-on-arrears mechanism that affects the competitiveness
of Albanian businesses, especially SMEs.”

In the bad example, listeners may not clearly identify the issue,
namely that contractual payment deadlines are not
harmonised and late payments are harming businesses.

“l understood that there is a draft law connected to European
standards and business transactions, but | am not sure what
the main problem is, what exactly will change, or what support
is being requested.”

&
&

30-SECOND TEST

4
%

30-Second Message Test

GOOD

"Contractual payment deadlines are not harmonised and late
payments hurt businesses, especially SMEs. This draft law
would set clear payment deadlines and penalties for delay
protecting business cash flow and fair competition. We are
asking for support to adopt these changes.”

In the good example, the issue is explicit, the solution (clear
deadlines and penalties) is understandable, the public interest
(protecting business cash flow and fair competition) is visible,
and the requested action (support adoption of the changes) is
specific.

“l understood that the issue is that contractual payment
deadlines are not harmonised and late payments are harming
businesses. The solution is to introduce clear deadlines and
penalties for delay. The request is to support adoption of the
draft law.”
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Module 3

Stakeholder Mapping and

Engagement

This module helps chamibers and
business associations identify,
prioritise, and engage relevant
stakeholders in a strategic and
structured manner.

It translates core messages (Module
2) into targeted interaction with
decision-makers, partners, and other
actors.

The tools provided support informed
preparation, coordinated outreach,
and systematic follow-up.

Effective stakeholder engagement
increases the likelihood of policy
Impact.
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Stakeholder Mapping Grid

(Interest-Influence Grid)

/Q PURPOSE

The Stakeholder Mapping Grid
helps chambers and business
associations to identify and
prioritise stakeholders based
on their level of interest in an
issue and their level of
influence over the decision-
making process.

It supports strategic allocation
of limited time and resources.

\_

() WHENTO USE

e At the beginning of an
advocacy initiative.

e Before launching
stakeholder outreach.

e \When political or
institutional conditions
change.

¢ When engagement efforts
are not producing results.

() HOW TO USE
(STEP-BY-STEP)

1.Clearly define the issue (one
issue only).

2.List relevant stakeholders
(institutions, individuals,
organizations).

3.Assess each stakeholder’s level
of interest in the issue.

4. Assess each stakeholder’s level
of influence over the outcome.

S.Place stakeholders in the
appropriate quadrant.

6.ldentify 4-6 priority stakeholders
(“Key Players”) for focused
engagement.

() COMMON \

PITFALLS

e Listing too many
stakeholders (loss of focus).

e Confusing sympathy with
influence.

e Failing to update the grid
as circumstances change.

e Not translating the
mapping into concrete
action.

Y
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Worksheet:
Stakeholder Mapping Grid

Low Interest - High influence

High Interest - High influence

KEEP SATISFIED KEY PLAYERS

Provide targeted information to
maintain goodwill.

Actively engage, meet, and
follow up regularly.

VS

Low Interest - Low influence High Interest - Low influence
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Stakeholder Profile

() PURPOSE () WHENTO USE () HOW TO USE C) COMMON

The Stakeholder Profile Sheet
helps chambers and business
associations prepare
structured and informed
engagement with priority
stakeholders.

It ensures that meetings,
communication, and follow-up
actions are based on clear
assumptions and objectives.

For key stakeholders
identified in the

Stakeholder Mapping Grid.

Before meetings with
ministries, MPs, regulators,
or partners.

When engagement is
sensitive or politically
relevant.

When positions or

responsibilities are unclear.

(STEP-BY-STEP)

1.Select one priority stakeholder
(do not use for all actors).

2.Gather factual information
about the stakeholder’s role and
responsibilities.

3.Assess likely interests and
position regarding the issue.

4. Define your objective for
engaging this stakeholder.

o.ldentify arguments and entry
points.

6.Update the sheet after contact.

PITFALLS

e Confusing assumptions
with verified facts.

e Preparing profiles for too
many stakeholders.
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/ Stakeholder Identification \

Name: Institution / Organization:
Contact details: Position / Function:

Role and Influence

What formal authority does this stakeholder have?
How influential are they in the decision-making process?

Assign a Relationship Status
New / Established / Trusted / Strained / Unknown

Note: Relationship status should inform the tone and ambition of your

engagement — a new or strained relationship may require a more cautious,
® . : - :
o r s eet ° relationship-building approach before making strong asks.
Stakeholder Profile Interest in the Issue

How directly is the stakeholder affected? (circle or mark)

(One stakeholder per sheet) Hgh  Medum  Low
L] N [
Expected Position

Supportive / Neutral / Opposed / Unclear
Brief explanation:

" =y




Communication Toolkit for Business Organizations | 28

Worksheet:
Stakeholder Profile

(One stakeholder per
sheet)

-

Forecasted Risks / Sensitivities \
S

Are there known sensitivities, red lines, or politically difficult aspects of thi
topic for the stakeholder?

How to Address Them?

What adjustments to your approach, framing, or arguments might help
navigate these risks?

Likely Motivations and Interests

Economic interests
Political considerations
Institutional mandate
Public visibility

Key Arguments to Use

Access Points

Direct contact? Through intermediaries? Events / consultations / hearings?
Designated Liaison: Name of the staff member responsible for managing
this relationship

Principle: Assign one consistent liaison person per stakeholder to build trust,/

ensure continuity, and avoid mixed messages.

Page 2
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/Engqgement Objective \

What exactly do we want from this stakeholder?

Follow-Up Notes

Date of contact:
Key outcomes:
Next steps:

Worksheet:
Stakeholder Profile
(One stakeholder per

sheet)

N s/
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Engagement Planning Table

() PURPOSE

The Engagement Planning
Template translates
stakeholder analysis into
concrete and coordinated
action.

It helps chambers of
commerce and business
associations define who
should be contacted, for what
purpose, by whom, and within

Qat timeframe.

() WHENTO USE

o After completing the
Stakeholder Mapping Grid.

o After preparing
Stakeholder Profiles for
priority actors.

e At the start of an advocacy
initiative.

e When engagement
activities lack coordination
or follow-up.

() HOW TO USE
(STEP-BY-STEP)

1.1dentify 4-6 priority stakeholders
from the mapping exercise.

2.Define a clear objective for each
stakeholder (what do we want?).

3.Align the key message (based on
the Message Canvas).

4.Decide on the most appropriate
format (meeting, letter, event,

media, etc.).
2.Assign responsibility internally.
6.Set a realistic timeframe and track
progress.

C) COMMON
PITFALLS

e Vague objectives (“inform”
instead of “seek support for

amendment”).
e No clear responsibility
assigned.
e Unrealistic timelines.
¢ No follow-up tracking.

¢ Plan not updated regularly.

Y
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Worksheet: Engagement Planning Table

Stakeholder1 Stakeholder 2 Stakeholder 3 Name of the priority actor.
Engagement The level of engagement as defined in the Stakeholder Mapping
Type Grid (Tool 3.1).
Engagement What concrete outcome do we seek?
Objective (e.g., support amendment, provide feedback, attend meeting)
Key Message

Core statement adapted to this stakeholder.

Key risks or sensitivities specific to this stakeholder on this issue, as
identified in the Stakeholder Profile Sheet.

Sensitivities

Meeting, formal letter, informal call, consultation submission,
event, media briefing, etc.

Format

Responsible ] .
Person Clear internal ownership.

Timeline Specific date or time window.

Status Planned / Contacted / Follow-up needed / Completed
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This module provides practical tools
for structured and professional media
communication.

It enables chambers and business
associations to communicate policy
positions clearly, respond to political
developments, and prepare

= \J
spokespersons effectively.

M O d u I e 4 The tools ensure consistency, clarity,
and credibility across press releases,

media outreach, and public

Media and Public Relations appearances.

Media communication should
reinforce — not replace - structured
advocacy work.
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Press Release Template

() PURPOSE () WHENTO USE () HOW TO USE () COMMON
(STEP-BY-STEP) PITFALLS
The Press Release Template e When presenting a policy 1.Clarify the core message (use the e Overloading with technical
helps chambers and business position publicly. Message Canvas). details.
associations communicate e When reacting to political 2.Focus on one main issue per press ¢ Including multiple issues in
clearly and professionally with developments. release. one release.
media outlets. e When publishing survey or 3.Draft a clear headline and short e Writing overly long quotes.
o ersuIEs e prese study results. . lead paragraph. . .Usmg marketing longuage
C e When announcing 4.Include one strong quote from a instead of factual tone.

communication is structured, : :

, : advocacy-related events. spokesperson. e Forgetting contact details.
relevant, and aligned with the ) : :

o e When responding to major o.Keep the total length concise
organization’s key message. :
regulatory changes. (maximum 1-1.5 pages).

6.Provide clear contact details.




Communication Toolkit for Business Organizations | 34

Worksheet:

Press Release Template

-

Headline

Clear and factual. Avoid promotional or overly emotional language.

~

Lead Paragraph (2-3 sentences)

Who is speaking?
What is the issue?
Why is it relevant now?

Key Message

Short paragraph explaining the chamber’s or association’s position.

Quote

One concise statement from a spokesperson.
(Name, function clearly indicated)

Background / Context

Brief explanation of the broader context (policy development, consultation
process, timeline).

Contact
Name: Email:
Function: Phone:

%
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Example:
Press Release

Press Release

[Chamber/Association name] welcomes the draft law amending Law 48/2014 on late payments in
contractual and commercial obligations, currently under public consultation. The proposed reform
addresses a longstanding gap in Albanian legislation by extending enforceable payment protections to
sole traders and liberal professionals — a category of operators excluded from the law's scope. The
amendment is timely, as Albania advances its EU accession commitments.

The current Late Payments Law applies exclusively to legally incorporated commercial companies,
leaving sole traders, freelancers, and members of liberal professions without entitlement to automatic
interest on overdue invoices or legally enforceable payment deadlines. The draft amendment corrects
this by redefining "enterprise" in line with EU Directive 2011/7/EU, which explicitly includes natural persons
and liberal professions within its scope. The reform also introduces a binding 30-day default payment
term, caps verification procedures at 30 days, and sets a 90-day deadline for courts to issue
enforcement orders — measures that will meaningfully improve cash flow certainty and reduce
procedural delays for all businesses.

"This amendment addresses a significant gap that has left a large segment of the business community
without adequate legal protection. We encourage the Parliament to adopt it swiftly and urge the
responsible authorities to ensure effective implementation from the outset.”

— [Name], Secretary General, [Chamber/Association name]

Law 48/2014 was designed to transpose EU Directive 2011/7/EU into Albanian law. However, as
confirmed by the Constitutional Court of Albania, its scope was drafted narrowly, limiting application to
legally incorporated entities and excluding individual traders. The draft amendment, prepared by the
Ministry of Economy and Innovation, realigns the law with the Directive's requirements and represents a
milestone under Albania's EU integration process.

Contact
Communications Manager
Email] | [Phone]
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Media Pitch Email Template

() PURPOSE

The Media Pitch Email
Template helps chambers and
business associations
approach journalists directly
with a clear and relevant
proposal.

Unlike a general press release,
a pitch is personalised and
tailored to a specific media
outlet or journalist.

C) WHEN TO USE

When offering expert
commentary on a current
Issue.

When presenting exclusive
insights or data.

When seeking background
discussions.

When following up after
sending a press release.
When building long-term
media relationships.

C) HOW TO USE
(STEP-BY-STEP)

1.1dentify the appropriate journalist

or media outlet.

2.Clarify the specific angle relevant

for that outlet.
3.Draft a short, focused email
(maximum 150-200 words).

4. Highlight why the issue is relevant

NOW.

5.0ffer a clear next step (interview,

quote, background call).

6.Follow up if necessary, but avoid

excessive reminders.

C) COMMON
PITFALLS

e Sending generic mass
emails.

o Writing overly long
messages.

e Failing to explain news
relevance.

e Not tailoring the pitch to
the journalist’s focus area.

e Being overly promotional
or confrontational.
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/ Subject Line \

Clear and specific (e.g. “Comment on Draft Tax Reform — Chamber
Perspective”)

Opening (1-2 sentences)

Why this topic is relevant now.

Core Message

Brief explanation of the chamber’s or business association’s perspective.

What We Can Offer

Media Pitch Lo

Background information

Email Template

Contact Information

Name:
Function:
Direct contact details:
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Example:
Media Pitch Emalil
Template

iject: Comment on Draft Law amending late payments \
legislation — Business Association Perspective

With the Albanian Parliament expected to vote on the draft law amending Law 48/2014 on
late payments in contractual and commercial transactions, we wanted to share insights

from our members on what this reform means in practice for businesses — particularly
SMEs.

The Business Association welcomes the alignment with EU Directive 2011/7/EU, which
introduces clearer payment deadlines (30 days as default, extendable to 60), automatic
interest on late payments, and — critically — extends protections to sole traders and liberal
professions previously excluded from the law. Our members in manufacturing, services, and
trade are directly affected by late payment practices, and the proposed 90-day limit for
courts to issue enforcement orders for unpaid invoices addresses a longstanding
procedural bottleneck. We can provide concrete examples of how payment delays have
affected liquidity and competitiveness among our member companies.

We can make our Secretary General available for an interview or background call, and can
provide member survey data on the real-world impact of late payments on SME cash flow.

[Name], Communications Manager
[Phone] | [Email]

\ %
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Quote Sheet
(One Number — One Quote Tool)

() PURPOSE () WHENTO USE () HOW TO USE () COMMON
(STEP-BY-STEP) PITFALLS

The Quote Sheet provides e Before issuing a press 1.ldentify one key fact or figure that e Writing long or complex
chambers and business release. supports the message. quotes.
associations with clear, ready- e Before interviews or public 2.Formulate one clear quote ¢ Including multiple
to-use statements that can be appearances. (maximum 2-3 sentences). messages in one
used in media communication, e \When responding quickly 3.Ensure alignment with the statement.
public events, or digital to political developments. Message Canvas. e Using technical or legal
channels. e For social media 4. Keep language simple and language.

: statements. understandable. e Failing to align with the
It ensures consistency of . : .

e When preparing 5.Share internally before publication core message.
language and strengthens : o
C spokespersons. to ensure consistency. e Not attributing the quote

message discipline. clearly
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/ Key Number or Fact \

State one relevant data point.
(Source and year if available.)

Core Quote

A short, clear, and quotable statement that:

e explains the position
o reflects the public interest
e avoids technical language

(Name and function of the spokesperson clearly indicated.)

Context (optional, 1-2 lines)
WO r ks h eet : Brief explanation of the broader issue if necessary.
Quote Sheet Structure
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Quote

Example based on the draft law amending the “Late
Payments” law

The current Late Payments Law applies exclusively to legally incorporated commercial
companies, leaving sole traders and liberal professionals outside its scope — with no
entitlement to automatic interest on overdue invoices or enforceable payment deadlines.
(Source: Constitutional Court of Albania, referenced in Explanatory Note to Draft Law
amending Law 48/2014, 2026)

"The proposed amendment addresses a significant gap in the current legal framework. By
extending the scope of the Late Payments Law to sole traders/entrepreneurs, Albania will
ensure consistent protection across all forms of commercial activity and fulfil its obligations

under EU Directive 2011///EU."
— [Name], Secretary General, [Chamber/Association name]

The Constitutional Court confirmed that the law, as drafted, applied only to legally
incorporated entities — leaving a large segment of the business community without
recourse to the benefits of the Law on Late Payments. The draft amendment realigns the
definition of “enterprise” with Directive 2011/7/EU requirements, closing this gap ahead of
Albania's EU accession process.
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Spokesperson Preparation Checklist
(Media & Public Appearance Preparation Tool)

/Q PURPOSE ) WHENTO USE () HOW TOUSE ¢ COMMON \
(STEP-BY-STEP) PITFALLS
The Spokesperson Preparation e Before media interviews 1.Review the Message Canvas and e Speaking beyond agreed
Checklist helps chambers and (TV, radio, print, online). Quote Sheet. messages.
business associations ensure e Before panel discussions or 2.Clarify the core message ¢ Introducing new
that representatives are well public events. (maximum 2-3 key points). arguments spontaneously.
prepared for interviews, public e Before press conferences. 3.Anticipate difficult or critical e Overloading answers with
discussions, and media e Before sensitive or questions. data.
appearances. politically relevant 4. Agree internally on boundaries e Responding emotionally to
: : statements. and non-negotiable positions. criticism.
It supports consistency, clarity, : - e : :
e 5.Confirm logistical details (time, e Underestimating
and credibility in external : , ]
.. format, audience). preparation time.
communication.

6.Conduct a short internal rehearsal
\ if possible. /
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/Before the appearance, confirm: \

Message Clarity

Core message defined

Public interest clearly articulated

Requested action formulated

Supporting Facts

2-3 key facts prepared

Sources verified

Risk Awareness

Sp Okesp erSOn Clear position on sensitive topics
Prep ara tiOn Ch e Ck/is t No confidential information disclosed

Practical Preparation

Format understood (live / recorded / written)

Time limits known

Contact details available

\_ J
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Press Conference Preparation
Checklist

() PURPOSE () WHENTO USE () HOW TO USE () COMMON
(STEP-BY-STEP) PITFALLS
The Press Conference e When presenting major 1.Confirm that a press conference e Organising a press
Preparation Checklist helps policy positions. is necessary (not every issue conference without strong
chambers and business e When publishing requires one). news value.
associations plan and conduct significant reports or 2.Define the core objective and e Too many speakers.
press conferences in a studies. key message. e Unclear speaking roles.
structured and professional e \When responding to high- 3.ldentify spokesperson(s) and e |Lack of preparation for
mMmanner. profile political speaking roles. critical questions.
: developments. 4.Prepare press materials (press e No follow-up
It ensures clarity of message, : .
.. e When broad media release, quote sheet, communication.
smooth organization, and .
: . attention is expected. background note).
coordinated communication. ) ..
2.lnvite relevant media in
advance.
6.Conduct internal rehearsal.

/.Prepare for Q&A session.
8.Follow up after the event.
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Clear objective defined

Core message aligned with Message Canvas

Public interest clearly articulated

Speakers

Spokesperson(s) confirmed

Roles and speaking order defined

Key statements rehearsed

Materials

Press release prepared

Quote sheet available

Background information ready

Contact details provided

o Logistics
Wo r ks h eet O Venue or digital format confirmed

Technical setup tested

Press Conference Vedio mvitations sen

Attendance confirmed

P r epClr atl on Risk Management

Anticipated critical questions prepared

Sensitive issues clarified internally

Holding statement prepared (if necessary)

Follow-Up

Press material distributed after event
Media coverage monitored
Thank-you or follow-up messages sent
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@

This module supports chambers and
business associations in organising
digital communication in a realistic
and strategic way.

O

L= It links advocacy priorities to online
communication and helps maintain

message discipline across platforms.
o u e The tools provided focus on planning,

clarity, and risk management rather

than volume or marketing reach.

DigitCII Clnd SOCidI Medid Digital communication should
Communication complement stakeholder

engagement and media work.
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Monthly Social Media Planning Template

(Digital Communication Planning Tool)

/D PURPOSE € WHENTOUSE € HOWTOUSE ¢ coMMON \
(STEP-BY-STEP) PITFALLS
The Monthly Social Media o At the beginning of each 1.1dentify key events, deadlines, e Planning too many posts.
Planning Template helps month. and policy milestones for the e Publishing without
chambers and business e Before launching an month. alignment to core
associations organise and advocacy initiative. 2.Select 3-6 realistic messages.
plan digital communication in e Before major political or communication moments. e No clear internal
a structured and realistic way. institutional events. 3.Align each planned post with responsibility.
: o When digital the relevant core message (from ¢ Failing to update the plan.
It supports consistency of : : ) : :
: communication appears the Message Canvas). e Treating social media as
messaging and prevents , . .. o
: . inconsistent or ad hoc. 4. Assign internal responsibility for separate from advocacy
uncoordinated or reactive , e
ostin drafting and publishing. strategy.
2 J 5.Review and adjust the plan

\ weekly if needed. /
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Worksheet: Monthly Planning Template Structure

Column explanation

Date

Planned publication date. Format

Channel Text, graphic, link, video, quote, etc.

LinkedIn, X, Facebook, website, newsletter, etc. Responsible

Tortts Person accountable for preparation and publication
Short description of the issue. Status

Planned / Drafted / Published / Postponed.
Core Message

Key statement aligned with advocacy objectives.
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Policy-Related Post Template

€ PURPOSE

The Policy-Related Post
Template helps chambers and
business associations
communicate policy positions
clearly and responsibly on
digital platforms.

It ensures that posts are
concise, aligned with
advocacy objectives, and
framed in the public interest.

€ WHENTOUSE

e When commenting on
draft laws or regulations.

e When reacting to political
developments.

e When publishing key
messages from meetings
or consultations.

e When sharing press
releases or policy papers.

e When reinforcing

advocacy priorities online.

€ HOWTOUSE
(STEP-BY-STEP)

1.Start from the Message Canvas
or Policy Message Template.

2.ldentify one clear angle suitable
for digital communication.

3.Use simple, non-technical
language.

4. Keep the post focused (one
issue only).

o.Add a clear next step or link
where relevant.

6.Review internally before
publishing, especially for
sensitive topics.

¢ comMMON
PITFALLS

o Writing overly long posts.

e Using technical or legal
terminology.

o Addressing multiple issues
in one post.

e Failing to link to further
information.

e Responding impulsively to
criticism.
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/ Opening Hook \

Short sentence highlighting relevance or urgency.

Core Message

One clear statement explaining the chamber’s or business
association’s position.

Public Interest Framing

Brief explanation of why the issue matters more broadly (e.g. economic
impact, transparency, competitiveness).

\’\’ ®
9 r ks h eet ° Call to Action / Link
PO /IC y POSt Struc ture Invitation to read more, join consultation, attend event, or engage in

dialogue.
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Example of a policy-related social media post

Reform and revitalise the WTO system and | |(
kee p d i g it(] | t rc] d e t(] riff-f ree . 200+ bissiness organisations from every regicn are united around ore message

Reform and revitalise the WTO system and keep digital trode tariff-free

With Warld Trade Organization'’s 14th Ministerial Conference approaching, suppont
i e

200+ business organizations from every B o ek vl R s
region are united around one message. o e ey i S o
With World Trade Organization's 14th S

Ministerial Conference approaching, support e e

Py
" 200+

business

for the Global Business Statement is rising
sharply, strengthened by new signatories
each week.

As ministers from 166 countries prepare to

Example: s o 160 countren e
© negotlote,t IS WOriawil eolgnments OWS fordtime-bound

how much the business community depends WTO reform...

PO/iC y—rela ted SOCia/ on stable, open, and reliable trade rules.
Invite your chamber to join.

medig POS t More: https:/bitly/4758yy5

Source: ICC Linkedin page



https://www.linkedin.com/company/world-trade-organization/
https://bit.ly/4758yy5
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Visual Content Checklist

€ PURPOSE € WHENTOUSE € HOWTOUSE ¢ comMMON
(STEP-BY-STEP) PITFALLS

The Visual Content Checklist e Before publishing graphics 1.Review the visual before e Overloading visuals with

helps chambers and business or visual posts. publication. too much information.

associations ensure that visual e When sharing event 2.Check readability on desktop e Using very small fonts.

materials used in digital announcements. and mobile devices. e |Inconsistent use of logos or

communication meet basic e When publishing quotes or 3. Verify accuracy of data and colours.

standards of clarity, key figures. sources. e Publishing visuals without

professionalism, and e When using infographics 4. Ensure alignment with source references.

consistency. or simple data visuals. institutional branding. e Prioritising design over
o Bef i - : : ™

o sussere eredTshy ere o Vizuoc;esupdotlng website S ll;/lec?cljenejke):zﬁlirr:/ adjustments message clarity

strengthens institutional ' P 9

identity.




. . , o lari Before publication, confirm
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Text is readable (sufficient font size)

Contrast between text and background is adequate

Visual is not overcrowded

Accuracy

Data and figures are correct

Sources are clearly indicated

Dates and references are accurate

Consistency

Logo is correctly placed

Colours follow institutional style

Tone matches the topic (formal, neutral)

Message Alignment and Neutrality

Visuals support the intended message and communication objective
® : : : : .
Wo r ks h e et Images, graphics, and symibols do not unintentionally convey policy positions or advocacy
® messages beyond the agreed communication
Vi S u a / ( " O n te n t Visual elements are politically neutral and appropriate for the target audience

Photographs and illustrations accurately represent the context and stakeholders concerned

C h e C k / I S t Visuals have been reviewed for potential misinterpretation or unintended associations

All content is aligned with approved institutional positions and key messages

Practical Considerations

Formatt fits the selected platform

File size and resolution are appropriate

Links (if included) function correctly

Necessary permissions, licenses, or usage rights have been obtained for all visual materials you
or follow-up messages sent

Copyright and attribution requirements have been respected where applicable
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Engagement Rules for Comments and Feedback
(Digital Interaction Guidelines)

/D PURPOSE € WHENTOUSE € HOWTOUSE ¢ coMMON \
(STEP-BY-STEP) PITFALLS
The Engagement Rules provide e When publishing policy- 1.Define internal responsibility for e Responding emotionally.
chambers and business related posts. monitoring comments. e |gnoring legitimate
associations with clear e When discussions become 2.Distinguish between constructive criticism.
guidance on how to respond controversial. feedback, criticism, and e Engaging in prolonged
to comments, criticism, and e When receiving criticism or inappropriate content. online debates.
feedback on digital platforms. negative comments. 3.Respond calmly and factually ¢ |Inconsistent responses by
Ty hells sl o Whe.n managing social when qpprop.rl.qte: . dlffergnt staff members.
: : : media accounts regularly. 4. Escalate sensitive issues internally o Deleting comments
professionalism, consistency, . : :
: : . if necessary. without clear policy.
and reputational integrity. .
2.Document recurring issues or
concerns.

. v
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/ When to Respond? \

Respond when:
e The comment raises a factual question
e Clarification is needed
e Constructive criticism is expressed

When Not to Respond?

Do not respond when:
e The comment is clearly abusive or inflammatory
e |tis unrelated to the issue

WO r ks h eet ® e |t attempts to provoke confrontation
®

Engagement Rules How to Respond?
Framework " Rofor 1o verfhodinfammation,

e Avoid emotional or defensive language
e Provide links to official information where relevant

Escalation

Escalate internally when:
e Legal or regulatory issues are raised
e Sensitive political allegations are made

\ e The issue attracts significant public attention /
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Crisis Communication
and Monitoring

This module strengthens the ability of
chambers and business associations
to respond to critical situations in a
structured and controlled manner.

It provides tools for coordinated crisis
response, interim communication,
and systematic monitoring of
reactions.

The module concludes with a
reflection tool to support institutional
learning and continuous
Improvement.

Preparedness and clarity are key to
maintaining credibility in challenging
situations.
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Crisis Communication Checklist

€ PURPOSE € WHENTOUSE ¢ HOWTOUSE ¢ comMMON
(STEP-BY-STEP) PITFALLS
The Crisis Communication e When facing negative 1.Assess whether the situation e Reacting too quickly without
Checklist helps chambers and media coverage. requires a coordinated verified facts.
business associations respond e When receiving serious response. ¢ Allowing multiple spokespersons.
in a structured and public criticism. 2.Appoint one responsible e Communicating defensively or
coordinated way to critical e When internal issues coordinator. emotionally.
situations that may affect their lbecome publicly visible. 3.Define who is authorised to ¢ Ignoring internal
reputation or credibility. e When a policy position speak externally. communication.
: triggers strong opposition. 4. Clarify what is known and what e Failing to monitor developments.
It ensures clarity of " . ... .
s : e When sensitive allegations is still unclear. e No clear threshold or designated
responsibility, consistency of . : , "
: are raised. S.Prepare a short internal person to trigger crisis protocol.
messaging, and controlled e : ..
external communication briefing. e Treating communication as
' 6.Decide whether a Holding finished after the initial
Statement is required. statement.

/.Monitor reactions and update
communication if necessary.
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Checklist:

Crisis Communication

\&

Internal Coordination

Message Control

Communication Channels

Follow-Up

Before communicating externally, confirm:
Situation Assessment

Nature of the issue clearly identified
Facts verified
Legal implications considered

One responsible person appointed
Spokesperson defined
Internal leadership informed

Person authorised to declare crisis level identified (e.g. the Secretary General or o
senior board member, making it explicit prevents paralysis or premature activation).

Core message agreed
Public interest perspective considered
No speculation included

Appropriate format selected (statement, interview, social media)
Timing agreed
Stakeholders identified

Reactions and media coverage monitored after initial communication
Internal debrief scheduled

Stakeholders updated as situation evolves or follow-up messages sent

After-Action Review conducted once crisis is resolved
Crisis Communication Plan updated based on lessons learned
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Holding Statement Template

€ PURPOSE

The Holding Statement
Template enables chambers
and business associations to
respond quickly and
responsibly when a situation
requires immediate public
acknowledgment but not all
facts are yet confirmed.

It helps maintain credibility
while allowing time for

\clorification.

¢ WHENTOUSE

o When media inquiries
require an immediate
response.

e When facts are still being
clarified.

e During emerging or
escalating public issues.

e When internal review is
ongoing.

¢ HOWTOUSE
(STEP-BY-STEP)

1.Confirm that a coordinated
response is required.

2.Clarify verified facts only.

3.Avoid speculation or detailed
explanations.

4. Keep the statement short (2-4
sentences).

S.Indicate that further
information will follow if
appropriate.

6.Share internally before
publication.

¢ CcoMMON
PITFALLS

Including unverified
information.

Assigning blame prematurely.
Writing overly long
statements.

Appearing dismissive or
defensive.

Failing to follow up with
updates.

v
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/ Acknowledgement \

Briefly recognise the issue or concern.

Current Status

State what is currently known (facts only).

Action Being Taken

Indicate that the matter is under review or being addressed.

Wo Y ks h eet : Next Steps (if relevant)

Commit to providing further information when available.
Holding Statement Examle Structure
Struc ture “Chamber X is aware of the concerns raised regarding [issue]. We are

currently reviewing the matter and clarifying the relevant facts. We take this
issue seriously and will provide further information as soon as it becomes
available.”

o /
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Monitoring & Feedback Template

(Communication Tracking Tool)

€ PURPOSE

The Monitoring & Feedback
Template helps chambers and
business associations
systematically track reactions
to their communication
activities.

It supports informed decision-
making and timely
adjustments to advocacy and
communication strategies.

¢ WHENTOUSE

e During advocacy
campaigns.

o After issuing press releases
or public statements.

e During crisis situations.

e When monitoring media
and social media
reactions.

e When preparing internal
reports.

¢ HOWTOUSE
(STEP-BY-STEP)

1.Record key communication
activities (date and channel).

2.Monitor media coverage,
stakeholder reactions, and
online discussions.

3.Categorise reactions (positive,
neutral, critical).

4. ldentify whether follow-up
action is required, based on
pre-defined triggers.

5. Update the template regularly
during active phases.

¢ CcoMMON
PITFALLS

Monitoring only negative
reactions.

Not documenting informal
feedback.

Failing to assign responsibility.
Not acting on identified
follow-up needs.
Discontinuing monitoring too
early.

Treating follow-up as purely
reactive rather than applying
consistent criteria.
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Worksheet: Monitoring Template Structure

Type of Summar Follow-up A

Column explanation

Date Follow-Up Needed

When the reaction occurred. Yes / No (with short explanation).

Chon“mel . . . | Follow-up should be considered when one or more of the following triggers apply:
Media, scaialiuicelgisEionoldepEE eI aliete. * Factual inaccuracy or misrepresentation in coverage

Type of Reaction e Direct question or inquiry addressed to the organization

Article, comment, inquiry, meeting feedback, etc. e Significant negative reaction from a priority stakeholder

e Rapid spread or amplification of a critical narrative
¢ A reaction that risks escalating to crisis level
e A positive opportunity worth reinforcing or acknowledging

Summary
Brief description of the reaction.

Tone

Positive / Neutral / Critical. Responsible

Person assigned to handle follow-up.
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After-Action Review Template

€ PURPOSE € WHENTOUSE ¢ HOWTOUSE ¢ coMMON
(STEP-BY-STEP) PITFALLS

The After-Action Review Template o After completing an 1.Schedule a short internal review e Skipping the review due to

helps chambers and business advocacy initiative. meeting. time pressure.

associations systematically reflect o After a communication 2.Invite relevant team members e Avoiding critical reflection.

on communication activities, campaign. involved in the activity. e Failing to document

advocacy initiatives, or crisis e After a crisis situation. 3.Discuss key questions in a outcomes.

e e After major media structured manner. e Not implementing agreed
engagement. 4.Record conclusions and agreed improvements.

It supports institutional learning e When evaluating project improvements. e Treating the review as a

and continuous improvement. outcomes. 5.Assign responsibility for formality.

implementing changes.
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Worksheet:

After-Action Review
Structure

/ What was the objective?

What did we intend to achieve?

What actually happened?

Brief description of key events and outcomes.

What worked well?

|dentify successful approaches or tools used.

What could be improved?

|dentify gaps, weaknesses, or coordination issues.

Lessons Learned

What concrete insights should guide future actions?

Agreed Follow-Up Actions

e Action
e Responsible person
e Timeline

o

~
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About the International Chamber of
Commerce in Albania (ICC Albania)

|ICC Albania is the National Committee of the
International Chamber of Commerce (ICC) in
Albania since 2012. ICC Albania is the
representative voice of ICC in Albania and
provides mechanisms for the Albanian private
sector to engage effectively in shaping
international policy, standards and rules.

Through a unique mix of advocacy, solutions and
standard-setting, we promote international trade,
responsible business conduct and a global
approach to regulations, in addition to providing
market-leading dispute resolution services.

Supported by:

0

European Bank

for Reconstruction and Development

About the European Bank for
Reconstruction and Development
(EBRD)

The European Bank for Reconstruction and
Development (EBRD) is a multilateral bank that
promotes the development of the private sector
and entrepreneurial initiative in 40 economies
across three continents. The Bank is owned by 77
countries, as well as the European Union and the
European Investment Bank.

EBRD investments are aimed at making the
economies in its regions competitive, well
governed, green, inclusive, resilient and integrated.

Schweizerische Eidgenossenschaft
0 Confédération suisse

Confederazione Svizzera

Confederaziun svizra

State Secretariat for Economic Affairs SECO

About the State Secretariat for
Economic Affairs (SECO

The State Secretariat for Economic Affairs (SECO)
is the Swiss Confederation's centre of expertise for
all core economic policy issues, including
economic cooperation and development. Ilts aim
is to ensure sustainable economic growth by
putting in place the necessary regulatory and
economic policy conditions.

Through its economic development cooperation,
SECO works to facilitate economic growth and
sustainable prosperity in its partner countries,
strengthening their ability to compete
internationally, helping them develop sustainable
trade and encouraging climate-friendly business
practices, thereby reducing poverty and fragility.
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	It builds on the foundation of Module 1 and provides practical tools to transform analysis into concise and actionable communication.
	The tools in this module help clarify the core message, align communication across audiences, and ensure that advocacy positions are framed in the public interest.
	Clear messaging is the basis for effective stakeholder engagement, media communication, and digital outreach.
	Message Crafting and Framing
	Communication Toolkit for Business Organizations  |  14


	Message Canvas
	PURPOSE
	WHEN TO USE
	HOW TO USE
	(STEP-BY-STEP)
	COMMON PITFALLS
	Communication Toolkit for Business Organizations  |  15


	Worksheet: Message Canvas
	Evidence
	Core Message
	Public Interest
	Call to Action
	Issue / Problem
	Proposed Solution
	Communication Toolkit for Business Organizations  |  16


	Policy Message Template
	(One-Pager)
	PURPOSE
	WHEN TO USE
	HOW TO USE
	(STEP-BY-STEP)
	COMMON PITFALLS
	Communication Toolkit for Business Organizations  |  17

	Issue
	Key Message
	Why It Matters (Public Interest)
	Key Evidence
	Proposed Action
	Contact


	Worksheet:
	Policy Message Structure (One-Pager)
	Communication Toolkit for Business Organizations  |  18


	Member-Oriented Message Template
	PURPOSE
	WHEN TO USE
	HOW TO USE
	(STEP-BY-STEP)
	COMMON PITFALLS
	Communication Toolkit for Business Organizations  |  19
	What Is the Issue?
	Why Does It Matter for Members?
	What Is the Association Doing?
	What Happens Next?
	How Can Members Contribute? (if relevant)


	Template:
	Member Oriented Message
	Communication Toolkit for Business Organizations  |  20


	30-Second Message Test
	PURPOSE
	WHEN TO USE
	HOW TO USE
	(STEP-BY-STEP)
	COMMON PITFALLS
	Communication Toolkit for Business Organizations  |  21


	30-Second Message Test
	TEST QUESTIONS

	Bad vs Good
	Example
	GOOD
	Communication Toolkit for Business Organizations  |  22


	30-Second Message Test
	BAD
	EXAMPLE
	TESTING
	30-SECOND TEST


	Module 3
	Stakeholder Mapping and Engagement
	This module helps chambers and business associations identify, prioritise, and engage relevant stakeholders in a strategic and structured manner.
	It translates core messages (Module 2) into targeted interaction with decision-makers, partners, and other actors.
	The tools provided support informed preparation, coordinated outreach, and systematic follow-up.
	Effective stakeholder engagement increases the likelihood of policy impact.
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	Stakeholder Mapping Grid
	(Interest–Influence Grid)
	PURPOSE
	WHEN TO USE
	HOW TO USE
	(STEP-BY-STEP)
	COMMON PITFALLS


	Worksheet:
	Stakeholder Mapping Grid
	Low Interest - High influence
	High Interest - High influence
	KEEP SATISFIED
	KEY PLAYERS
	VS

	LOW PRIORITY
	KEEP INFORMED
	Low Interest - Low influence
	High Interest - Low influence
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	Stakeholder Profile
	PURPOSE
	WHEN TO USE
	HOW TO USE
	(STEP-BY-STEP)
	COMMON PITFALLS
	Communication Toolkit for Business Organizations  |  27
	Stakeholder Identification
	Role and Influence
	Assign a Relationship Status
	Interest in the Issue
	Expected Position
	Page 1



	Worksheet:
	Stakeholder Profile
	(One stakeholder per sheet)
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	Forecasted Risks / Sensitivities
	How to Address Them?
	Likely Motivations and Interests
	Key Arguments to Use
	Access Points
	Page 2



	Worksheet:
	Stakeholder Profile
	(One stakeholder per sheet)
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	Engagement Objective
	Follow-Up Notes
	Page 3



	Worksheet:
	Stakeholder Profile
	(One stakeholder per sheet)
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	Engagement Planning Table
	PURPOSE
	WHEN TO USE
	HOW TO USE
	(STEP-BY-STEP)
	COMMON PITFALLS

	Module 4
	Media and Public Relations
	This module provides practical tools for structured and professional media communication.
	It enables chambers and business associations to communicate policy positions clearly, respond to political developments, and prepare spokespersons effectively.
	The tools ensure consistency, clarity, and credibility across press releases, media outreach, and public appearances.
	Media communication should reinforce – not replace – structured advocacy work.
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	Press Release Template
	PURPOSE
	WHEN TO USE
	HOW TO USE
	(STEP-BY-STEP)
	COMMON PITFALLS
	Communication Toolkit for Business Organizations  |  34
	Headline
	Lead Paragraph (2–3 sentences)
	Key Message
	Quote
	Background / Context
	Contact


	Worksheet:
	Press Release Template
	Press Release


	Example:
	Press Release
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	Media Pitch Email Template
	PURPOSE
	WHEN TO USE
	HOW TO USE
	(STEP-BY-STEP)
	COMMON PITFALLS
	Communication Toolkit for Business Organizations  |  37
	Subject Line
	Opening (1–2 sentences)
	Core Message
	What We Can Offer
	Contact Information


	Media Pitch
	Email Template
	Subject: Comment on Draft Law amending late payments legislation – Business Association Perspective


	Example:
	Media Pitch Email Template
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	Quote Sheet
	(One Number – One Quote Tool)
	PURPOSE
	WHEN TO USE
	HOW TO USE
	(STEP-BY-STEP)
	COMMON PITFALLS
	Communication Toolkit for Business Organizations  |  40

	Key Number or Fact
	Core Quote
	Context (optional, 1–2 lines)


	Worksheet:
	Quote Sheet Structure
	Example based on the draft law amending the “Late Payments” law


	Example:
	Quote
	Communication Toolkit for Business Organizations  |  42


	Spokesperson Preparation Checklist
	(Media & Public Appearance Preparation Tool)
	PURPOSE
	WHEN TO USE
	HOW TO USE
	(STEP-BY-STEP)
	COMMON PITFALLS
	Communication Toolkit for Business Organizations  |  44


	Press Conference Preparation Checklist
	PURPOSE
	WHEN TO USE
	HOW TO USE
	(STEP-BY-STEP)
	COMMON PITFALLS
	Strategic Preparation
	Speakers
	Materials
	Logistics
	Risk Management
	Follow-Up
	Communication Toolkit for Business Organizations  |  45



	Worksheet:
	Press Conference Preparation

	Module 5
	Digital and Social Media Communication
	This module supports chambers and business associations in organising digital communication in a realistic and strategic way.
	It links advocacy priorities to online communication and helps maintain message discipline across platforms.
	The tools provided focus on planning, clarity, and risk management rather than volume or marketing reach.
	Digital communication should complement stakeholder engagement and media work.
	Communication Toolkit for Business Organizations  |  47



	Monthly Social Media Planning Template
	(Digital Communication Planning Tool)
	PURPOSE
	WHEN TO USE
	HOW TO USE
	(STEP-BY-STEP)
	COMMON PITFALLS

	Format
	Responsible
	Status

	Worksheet: Monthly Planning Template Structure
	Date
	Channel
	Topic
	Core Message
	Column explanation
	Date
	Channel
	Topic
	Core Message
	Format
	Status
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	Policy-Related Post Template
	PURPOSE
	WHEN TO USE
	HOW TO USE
	(STEP-BY-STEP)
	COMMON PITFALLS
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	Opening Hook
	Core Message
	Public Interest Framing
	Call to Action / Link


	Worksheet:
	Policy Post Structure
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	Visual Content Checklist
	PURPOSE
	WHEN TO USE
	HOW TO USE
	(STEP-BY-STEP)
	COMMON PITFALLS
	Clarity
	Accuracy
	Consistency
	Message Alignment and Neutrality
	Practical Considerations
	Communication Toolkit for Business Organizations | 53



	Worksheet:
	Visual Content Checklist
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	Engagement Rules for Comments and Feedback
	(Digital Interaction Guidelines)
	PURPOSE
	WHEN TO USE
	HOW TO USE
	(STEP-BY-STEP)
	COMMON PITFALLS
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	When to Respond?
	When Not to Respond?
	How to Respond?
	Escalation


	Worksheet:
	Engagement Rules Framework

	Module 6
	Crisis Communication and Monitoring
	This module strengthens the ability of chambers and business associations to respond to critical situations in a structured and controlled manner.
	It provides tools for coordinated crisis response, interim communication, and systematic monitoring of reactions.
	The module concludes with a reflection tool to support institutional learning and continuous improvement.
	Preparedness and clarity are key to maintaining credibility in challenging situations.
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	Crisis Communication Checklist
	PURPOSE
	WHEN TO USE
	HOW TO USE
	(STEP-BY-STEP)
	COMMON PITFALLS
	Situation Assessment
	Internal Coordination
	Message Control
	Communication Channels
	Follow-Up
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	Checklist:
	Crisis Communication
	Communication Toolkit for Business Organizations  |  59


	Holding Statement Template
	PURPOSE
	WHEN TO USE
	HOW TO USE
	(STEP-BY-STEP)
	COMMON PITFALLS
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	Acknowledgement
	Current Status
	Action Being Taken
	Next Steps (if relevant)
	Example Structure


	Worksheet:
	Holding Statement Structure
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	Monitoring & Feedback Template
	(Communication Tracking Tool)
	PURPOSE
	WHEN TO USE
	HOW TO USE
	(STEP-BY-STEP)
	COMMON PITFALLS

	Tone
	Responsible
	Follow-up needed

	Worksheet: Monitoring Template Structure
	Date
	Channel
	Type of reaction
	Summary
	Column explanation
	Date
	Channel
	Tone
	Responsible
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	After-Action Review Template
	PURPOSE
	WHEN TO USE
	HOW TO USE
	(STEP-BY-STEP)
	COMMON PITFALLS
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	What was the objective?
	What actually happened?
	What worked well?
	What could be improved?
	Lessons Learned
	Agreed Follow-Up Actions


	Worksheet:
	After-Action Review Structure


