Message-Building Template
Use this template to bring together what you know about your stakeholders and craft a compelling and relatable message about digital preservation. By combining insights from your stakeholder analysis, user stories and the motivators you have identified for them, this worksheet helps you frame digital preservation in a way that is meaningful, persuasive and tailored to their needs.

See Steps 4 and 5 of the ‘Step‑by‑Step Guide to Planning your Advocacy activities’ Section of the Advocacy Toolkit or the Novice to Know-How Quick Guide step 3. ‘Use Storytelling to Shape a Message that Resonates’ for more guidance on how to complete this section.

1. Stakeholder Details 

Stakeholder name / role: 



Power–Influence Quadrant / priority: 



Key motivators: 






Key barriers / concerns: 







User Story: 
As a... 

I need to... 

So that I can... 




2. Build your message (tell the story)
Effective advocacy is not just about presenting the facts; it is about telling a story that resonates with your audience. People connect with meaning, emotion and relevance, not always just logic and data. That is why storytelling can form an important part of your digital preservation advocacy activity. You could use one of the two model templates provided below – or your own variation - to turn what you have learned about your stakeholders into messages that feel meaningful, persuasive and tailored to their needs.

a. NOSE Framework 

Need
Empathise with your audience by showing them that you understand their own needs – what is the problem they might be trying to solve? (their motivator)




Opportunity
Use motivators to identify a way to introduce the opportunities that digital preservation enable - how can digital preservation form part of a solution to their problem? See Section 4. Messages for Digital Preservation Advocacy for inspiration.




Solution
Identify what you need to move your solution forward (your “ask”) e.g. a meeting to showcase digital preservation benefits, extra training, more server capacity or an updated policy. Remember, start with a small, achievable ask that supports your larger goal!




Evidence
Use facts and figures, graphs and charts to show how this might work or what could happen in the absence of digital preservation e.g. projected cost savings and efficiencies, data losses, case studies.




Your NOSE-based message 
Bring these steps together to create your message





b. Head–Heart–Hand Model 

Head (thinking)
Provide clear, evidence‑based explanations of risks, benefits and long‑term value so your audience understands why digital preservation matters.





Heart (feeling)
Use motivators to create stories, values and messages to make preservation meaningful and emotionally resonant.





Hand (action)
Offer practical next steps, tools and achievable starting points so people feel empowered to contribute (your “ask”).






Your Head-Heart-Hand-based message 
Bring these steps together to create your message
 







 
 
Thinking ahead:
Once you have created your messages you can use this section to think about:
· The best communication channel(s) or engagement strategy
· Any other considerations which might help you frame a message to your stakeholder

