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APPENDIX | GETTING TO IMPACT: SHIFTING
AWARENESS AND WILL

This Appendix shares Calgary’s Payday Lending Reform as a sample for those
completing Workbook | Getting to Impact: Shifting Awareness and Will.

Question 1: Who are your target audiences?
The table below provides a list of Calgary’s select key audiences by category.

e Residents of International e Editorial Board of Calgary e City Council,
Avenue Herald e Calgary Ministry of

e Recent immigrants sending e Influential Local Finance, Alberta
remittances to families Philanthropists e Local Credit Unions,
back home e Poverty activists Calgary

e Persons receiving social
assistance

Question 2: What strategies are you using/will you use to shift the behaviour of those
audiences?

The matrices below depict the strategies that Calgary advocates have used to shift the
awareness, will and action of the audience members identified in Question One.

Matrix 1: Strategies Template Matrix 2: Payday Lending Strategies
City of Calgary,
International Ave Gov. of Alberta Litigation
- e S,
Community Mobilization e Coalition Building Regulatory Feedback

i S rn

Community Organizing Champion Development Local Philanthropist
9 @ = mwcwm Political Will Campalgns et
o = Public Will Campaigns MediRANVOCACY  pojivica) will Campaigns s Communications and Messaging
5 § Communications and Messaging Advocacy Capacity Building PO P
5 Advocacy Capacity Building Public Forums L =
Leadership Development Y [teromad: @Cnh Crunch Loan
Voter Outreach u By Credit Unions
a S z Fublc fmcenass Cueslens Costs of payday lendin
i Public Awareness Campalgis iyl o
- : [—
% Public Polling Policy Analysis/Research 3
3 b<q  Public
4 Public Pe
[ |  PusLic INFLUENCERS | DECISION MAKERS
. PUBLIC INFLUENCERS DECISION MAKERS
AUDIENCES

AUDIENCES



APPENDIX | GETTING TO IMPACT: SHIFTING AWARENESS AND WILL

Question 3: What outcomes are most relevant for your table to track and report on?
The below matrices organize a cross-section of outcomes to indicate changes being made
amongst each of Calgary’s audiences on a spectrum from raising awareness to taking action.

Matrix 3: Outcomes Template

Relevant Interim Outcomes

Successful
Mobilization of
Public Voices

Increased Public
Will or Support
Increased Advocacy
Capacity

Policy Change

New Political
Champions

Increased Political
Will or Support

CHANGES

WILL

172

| Changed Attitudes Changed Attitudes
w i

Z or Beliefs or Beliefs

w

(+'4

g Increased Increased

< Knowledge Knowledge

[ |  pusLC INFLUENCERS | DECISION MAKERS

AUDIENCES

Matrix 4: Payday Lending Outcomes

Relevant Interim Outcomes

AB Act on Payday
Lending Reform

International Ave Philanthropist Change to 2 City
& Poverty Activists Group advocates By-Laws
organize public to City & Province
education efforts. Credit Unions offer
Cash Crunch Loans

Philanthropist
Group formed Key informant on

City & Provincial

CHANGES

Calgary Herald policy
Editorial Coverage consultations.:
support Credit

Union Pilots

Broad reach, and positive feedback to Cost of Payday lending
research.

Inclusion of payday lending in City-wide Poverty Reduction Plan.

[ |  pusLIC INFLUENCERS | DECISION MAKERS

AUDIENCES

AWARENESS
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Question 4: What methods will you use to gather data on your outcome indicators?
The matrix below depicts the measurement methods employed by Calgary to track their

outcome indicators.

CHANGES

| | AWARENESS WILL

CHANGES

| | AWARENESS WILL

Matrix 5: Measurement Methods Template

Percentage & # & quality of
ratings of mentions in media; percentage
awareness and qualitative ratings of
will over time; assessment of awareness,
insights into influencer support of
factors, re: awareness & decision-makers

changes. support

PUBLIC INFLUENCERS

AUDIENCES

DECISION MAKERS

Matrix 6: Payday Lending Methods

Percentage & # & quality of
ratings of mentions in media; percentage
awareness and qualitative ratings of
will over time; assessment of awareness,
insights into influencer support of
factors, re: awareness & decision-makers

changes. support

PUBLIC INFLUENCERS

AUDIENCES

DECISION MAKERS
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