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VISIBILTY 
SPRINT
WHO AM I TO 
BE VISIBLE?
Welcome to Ushuaia!
To kickstart our time together and your visibility 
sprint, we’ll start with an exploration of your 
preconceptions, fears and hesitations around being 
visible, and learn some fun facts about yourself in 
an ice-breaking variation on musical chairs. 

You’ll gain deeper understanding of how the 
visibility program connects to personal strategy 
mapping and the 100-day plan, and start your 
thinking about what your priorities may be.
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Goal
 
Audience
 
Message
 
Platform 
 
Evaluation

Refinement 

VISIBILITY  
FUNDA-
MENTALS



If you got in your car knowing you wanted to get somewhere but were without a 
map, didn’t know where you were currently or the location of your destination, 
you wouldn’t get very far: you’d divert down one-way streets, go in the wrong 
direction and ultimately, not get where you want to go (unless you had a big dose 
of luck).

The visibility journey is very similar. You need to know where you’re starting from, 
where you’re heading, and have a solid plan for how to get there. This is where 
the importance of strategy comes into play. In this case, the aspirations in your 
personal strategy map themes are your destinations. The output of your Visibility 
Audit is your current location. The path you’ll take to reach your destination 
requires strategic thinking. 

Strategic fundamentals -- your goals, audience, the messages you want to 
communicate and the platforms or channels you’ll use to engage with people, 
form the map between your present and your future. To know if you’ve been 
effective in achieving your goals, you also need measures for evaluation and 
then, when you’ve gone through that process, get ready to refine your approach 
and start again! In this section we’ll deep-dive on Visibility fundamentals, to 
ensure that forever more, when faced with a communications opportunity, you’ll 
always consult your map (your strategic fundamentals) before starting the car 
and driving down the road (composing a tweet, being interviewed or turning up to 
an important meeting).

Being strategic is not about transaction and broadcasting, but about authenticity, 
meaningful engagement and true collaboration for enduring, purposeful visibility. 
It saves you time and energy and dramatically increases your chance of success. 

THE KEY STRATEGIC PILLARS ARE: 

GOAL

AUDIENCE

MESSAGE

PLATFORM

EVALUATION

REFINEMENT

PLUS OUR IMPORTANT FORMULA:

SPACE
Strategic Purposeful Authentic Consistent Experimental

And the best bit? The more you invest in strategy upfront, the less hustle you’ll 
have to do along the way to achieving your goals.

STRATEGIC 
VISIBILITY:  
A MAP FOR 
THE FUTURE
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The first plank of strategic fundamentals is your GOAL. As with our 
car analogy, if you don’t know your destination, how can you know 
when you’ve arrived? It’s critical that before undertaking any visibility 
tactics, you first get really clear on what you’re trying to achieve. 
That means from the most anodyne of communications tactics to the 
more sophisticated - from composing a tweet, writing an article or 
approaching someone in a strategic networking context to applying 
to give a TED talk - you must first be clear on your goal.

In this exercise you will use the aspiration or priorities in your 
strategy map to guide you towards setting aligned goals for your 
visibility strategy and your action plans. 

Ideally you would in pairs to ensure that the goals you have 
identified are fit for purpose, as well as easy first steps for you to 
take towards achieving your aspiration.

VISIBILITY 
GOAL-SETTING

EXERCISE 1.  
VISIBILITY GOAL 
SHORTLIST
Now that you’ve completed your Personal Strategy Sprint, articulating your key 
aspirations and priorities, plus your visibility exercises as part of the pre-voyage 
program, assessing your current visibility and practicing new skills, it’s time to project 
yourself into the future and set more specific visibility goals. In this goal-setting 
exercise, you’ll think about your visibility in the future, specifically linking it to the 
key aspirations you want visibility to influence in your Personal Strategy Map (or a 
priority that sits within, if that’s more relevant). 

The timeframe for this exercise should be around 3 months, to help you elicit a 
shortlist of potential goals for your Homeward Bound action plans. If it works better 
for you to start with a longer time-frame, say 12 months, and work backwards for 
your shorter action plans, you can approach it that way.

You can repeat this process for any theme, aspiration or priority in your personal 
strategy map, now or in the future.

Please answer all questions as ideals, as you’d like them to be in 3 
months’ time, or your chosen timeframe, not as they are now.



WHAT ARE YOU KNOWN FOR (AT THIS CHOSEN POINT IN THE FUTURE)?

WHICH AREAS OF VISIBILITY ARE YOU EXCELLING AT, OR BEING MORE 
COURAGEOUS WITH?

WHAT ARE YOU DOING DIFFERENTLY ON A DAILY OR WEEKLY BASIS 
AROUND COMMUNICATION OR STRATEGIC VISIBILITY (THAN WHAT YOU 
ARE DOING NOW)?

WHO ARE YOU CONNECTING WITH (AS PART OF YOUR IDEAL VISIBILITY) 
AND HOW / WHERE? 

1.

3.

2.

4.



MY JOURNEY - HOMEWARD BOUND

HOW HAVE THOSE RELATIONSHIPS OR YOUR NETWORKS CHANGED OVER 
THE PAST 3 MONTHS (OR YOUR CHOSEN TIMEFRAME)?

HOW WOULD PEOPLE IDEALLY DESCRIBE YOU - BOTH PEOPLE CLOSE TO 
YOU AND THOSE OBSERVING YOU FROM A DISTANCE (COULD INCLUDE 
YOUR LEADERSHIP, CHARACTER, REPUTATION, VISIBILITY, POTENTIAL)?

HOW HAS YOUR MINDSET CHANGED AROUND VISIBILITY BEING AN 
ENABLER FOR YOUR ASPIRATIONS?

WHAT BROADER VISION OR ASPIRATIONS HAVE BEEN IMPACTED BY YOUR 
INCREASED VISIBILITY AND WHAT KIND OF NEW GOALS OR ASPIRATIONS 
MIGHT NOW BE POSSIBLE (AT THIS POINT IN THE FUTURE)?

WHICH GOAL OR CHANGE ARE YOU MOST PASSIONATE ABOUT PUTTING 
YOUR TIME AND EFFORT BEHIND WITH YOUR VISIBILITY?

5.

7.

6.

8.

9.



Now craft a statement of no more than three sentences that summarises your 
visibility aspirations, starting with “[Three months / one year / two years] from 
now I will…”.

 
For example, if you lead a Research Institute and want to build awareness of 
your team’s research capabilities amongst potential collaborators / investors and 
your robust advice for decision makers, your visibility goal might be, “One year 
from now I will be known across the country for my leadership of research with 
impact. I’ll be well-connected with government decision makers, have established 
solid relationships with a number of academic institution partners, and be 
negotiating at least three national long-term research contracts. People will be 
describing our work as impactful and making a difference, and I’ll be known as a 
thought leader in our field, who delivers robust, credible programs from a team of 
dedicated, highly experienced and innovative scientists.” 

Use this statement to create a list of potential visibility goals which will be 
refined in the next exercise.
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EXERCISE 2.  
VISIBILITY 
GOAL  
REFINEMENT
Working with a partner, talk them through your Visibility work so far, particularly the 
Visibility Goal statement you just completed, and the shortlist of potential goals you 
came up with. Remember to first let them know your relevant theme, aspiration and/
or priorities from your Personal Strategy Map, from which the visibility goals should 
stem. Work together to rank the top three goals relevant to reaching your aspirations, 
by working through some of the prompting questions below. 

1. What is the purpose behind this goal?

2. Does this goal align with what I've 
articulated in my purpose / visionary goal 
/ other critical elements of my strategy?

3. Is the goal stated in active terms? That is, 
does it start with a verb? (It's critical to 
explore the outcomes you are looking for, 
but the goal itself should be articulated as 
an active proposition.)

4. Have I listed more actions than higher 
goals / aspirations?

5. Have I captured enough of the felt sense 
and wider intention?

6. Is the change agenda clear? That is, what 
am I trying to move from and to?

7. Will I know when I've achieved this?

8. Does it bridge the gap between being 
challenging and realistic?

9. Am I able to influence the realisation of this 
goal / aspiration?

10. What do I care most about from the list of 
potential goals?

11. Where do I already have an existing 
community or opportunity or way to make 
a difference?

12. Which goal is most likely to lead you 
towards your core aspirations (from your 
Personal Strategy Map) in the next 100 
days?

SUGGESTED QUESTIONS 
TO ASK FOR ELICITING 
EFFECTIVE GOALS:
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AUDIENCE

Successful communication starts with your 
audience. Once you have your goal, the basis for any 
communication or visibility activity is always knowing 
who you’re wanting to reach. Understanding your 
audience has profound implications for your whole 
visibility strategy and beyond. The better you know your 
audience, the more effectively you can create a targeted 
plan for what you want to say to connect with them, how 
to communicate it, and where to best engage with them.

From a science communication perspective, if you 
really know who you are talking to, you can more easily 
determine what aspect of your work to talk about, what 
language level you should use, and what they might 
already understand and be interested in. 

Let your audience be your guide when you develop 
your visibility output. Be as specific as possible. Saying 
“the general public” is largely meaningless - people are 
diverse! Who do you really want to talk to? Which group 
is going to be the most influential in helping you achieve 
your goal? You may have a few key groups you want to 
target. Audiences can be a certain age group (i.e. 20 – 25 
year olds) or have a similar interest (i.e. mountain bike 
riders) or role (i.e. primary school teachers) or mindset 
(i.e. climate deniers). Be as specific as possible about 
exactly who you want to reach when approaching the 
following audience exercises.

Repeat after me: I need to help 
others to achieve my goals as a 
visible leader.

SUCCESSFUL 
COMMUNICATION 

STARTS WITH 
YOUR AUDIENCE.  

LET YOUR AUDIENCE BE 
YOUR GUIDE.



EXERCISE 1.  
AUDIENCE 
MAPPING    
In this exercise you will identify the potential audiences and communities 
relevant to achieving your 100-Day Plan Visibility goal. 

On the diagram on the following page, put your key Visibility goal for your 100-
Day Plan in the centre. 

Now brainstorm at least three potential audiences, communities (online or 
offline) or individuals who you might need to connect with, collaborate with, 
influence or be visible to in order to make your longer-term goal a reality. Who 
cares about your goal? Who has influence over the realisation of your goal?

Use the Stakeholder Mapping diagram to plot who cares about and who has 
influence over your goal. Think about who you might want to shift , or migrate  
from  one sector to another, in order to build ‘buy-in’ or influence to support /
collaborate on your goal.

To help you, refer to your answers in the visibility audit. Look at the areas 
you’ve identified you’re strong in, the networks you already have, your existing 
profile. Is there any one person, type of person or community you’re already 
connected to, who you could include in your community map as part of your 
ongoing plan? Consider those who you can collaborate with. They may be 
people on the ship with you right now! 

Now, hone in on one person or community who will move you towards your key 
Visibility Goal most effectively. Think about stepping a little outside of your 
comfort zone; we want you to get results, but we also want you to build skill 
and confidence. If you do things the way you’ve always done them, you’ll get 
what you’ve always got. So try something new!
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100-DAY VISIBILITY GOAL

THEME/PRIORITY
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EXERCISE 2.  
AUDIENCE 
DRIVERS  
In this exercise you really get to know your audience; those who you will work 
with to realise your goals. You need to understand their mindset, wants and 
needs as well as the spaces they inhabit -- which gives you some early insight 
into the ways you could engage with them.

For the key audience or individuals you identified in the previous exercise, 
answer the following questions.

Once you have these answers, read through them and draw out the main 
themes. Break these down further, until you have a clear sense of your 
audience and their most fundamental area of need, particularly as it pertains 
to you and your expertise/story, in one short phrase.

For example: “My key audience is the Minister for Climate Change. Her key 
problems are recognising the views of a polarised community and dealing 
with factions and obligations within her own political party, which also has 
a big focus on employment. I know she is trying to create a reputation of 
leadership in both energy reform and climate change action but she has 
strong opposition from others. In a field full of community misinformation, she 
is seeking clear, compelling evidence and stories. She sources information from 
her advisors and Departmental heads, and she is also very active on twitter. 
I can provide concise modelling and pilot case studies on how increasing 
support to renewable energy uptake could support jobs, reduce emissions (and 
likely reduce costs for consumers)”.    



WHO IS YOUR TARGET AUDIENCE? (BE AS SPECIFIC AS POSSIBLE!)

WHAT ARE THEIR VALUES? WHAT IS IMPORTANT TO THEM?

WHAT ARE THEIR BIGGEST PROBLEMS OR CHALLENGES?

WHAT IS THEIR REALITY: TIME CONSTRAINTS, FINANCIAL 
RESTRAINTS, COMMITMENTS AND OBLIGATIONS?

WHERE CAN THEY BE FOUND - ONLINE AND OFFLINE?

WHAT MEDIA DO THEY CONSUME?

WHAT IS LIKELY TO BE MOST INTERESTING TO THIS AUDIENCE? 
(YOUR WORK, YOUR STORY?)

WHAT DO THEY ALREADY KNOW ABOUT YOU OR YOUR TOPIC? 
WHAT WOULD YOU LIKE THEM TO KNOW?

WHAT DO YOU WANT THEM TO REMEMBER/DO/FEEL? THIS 
RELATES TO YOUR GOAL.

WHAT IS LIKELY TO BE CONFUSING OR COMPLICATED FOR THEM 
ABOUT YOUR GOAL OR WHAT YOU WANT TO COMMUNICATE? 

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.
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The way you speak to a room full of 10-year olds will be different 
to how you address an audience at a conference. The topic might 
be the same, but the delivery will be very different. Likewise, the 
language you use in a social media post and a journal article will 
be different. To create effective messages, we need to use language, 
concepts and delivery which have been carefully crafted and made 
relevant for our audience. This means understanding the nexus 
between what you’re trying to communicate and what your audience 
is interested in hearing. Effectively tailoring your message for your 
specific audience is vital. 

But your message is not something you simply broadcast. It’s the 
basis for a reciprocal conversation with real people. This is an 
opportunity to demonstrate what you have in common with the 
people you want to connect to. This is your opportunity to show 
your audience how you can work with them and help them. In a 
transactional world, it’s perceived as, “you have a problem and I 
can solve it”. In our world, the basis for your message is genuine 
reciprocity and collaborative effort to solving problems and 
developing meaningful relationships. This is what creates the long-
lasting visibility that helps you achieve your goals. 

There are two planks to clarifying your message: 

1. IDENTIFY THE OVERLAP WITH YOUR AUDIENCE:  
Understand your audience’s mindset by identifying the nexus 
between your goals/expertise/story and their goals/needs/
story to create a shared understanding. What is your common 
ground? Look a little deeper and understand what key problems 
they have, through the prism of what you can offer. Remember 
the generosity principle here. How can you work together to 
achieve outcomes that you’re both seeking?

2. IDENTIFY YOUR CORE MESSAGE:  
Hone in on the most urgent problem they have and how you can 
support them to solve it - the sweet spot that constitutes your 
message will emerge in that shared zone.

MESSAGE 
OVERVIEW
A message is a blueprint for connecting you to your 
audience. While it’s based on the thoughts, ideas and 
stories of the sender, it is crafted to meet the needs of 
the receiver. Given the ‘fake news era’ we currently find 
ourselves in, it’s essential we pay great attention to the 
way we tailor and craft our messages.



SOME SCIENCE COMMUNICATION TIPS ON MESSAGING:

• If your audience is diverse (and it very often will be), introduce 
and explain complex terms at the beginning while acknowledging 
that there may be people in the room already familiar with 
the terms. Do your very best to be neither alienating nor 
condescending. 

• Ask people external to your discipline for advice to help you find 
out what language might be considered jargon for others. What 
may be simple and obvious to you could be utterly confusing to 
someone from another field. Always check to be sure - the same 
word can mean very different things to people in different fields.

• If defining a concept is challenging, spend time crafting an 
effective metaphor or analogy. If it isn’t an entirely accurate 
metaphor say so, but the purpose is to get the idea across. Use 
analogies that have meaning and are relevant for your audience. 
What do they see or use every day? What do they already 
know? Help them to ‘see’ what you are talking about.

• For example, DNA can be described as a blueprint or recipe book 
(function) or a winding ladder (structure). A nanotube can be 
described as tiny tubes, 1,000 times finer than a human hair. It 
doesn’t matter if the audience doesn’t know the exact size to the 
nearest micron. What is important is that they get a sense of the 
scale (i.e. really, really small) or the concept (a heart is a pump). 

• As someone with a background in science, always be mindful of 
the ways you have been taught to write (and speak). You may 
need to craft and deliver your message quite differently for this 
new audience that you want to engage with.

• Always remember the power of narrative. A story will always 
be the best vehicle for your message - simply telling the facts 
won’t cut it. We now understand just how limiting the ‘knowledge 
deficit model’ of science communication is. To understand more 
about this deficit model, why it persists and why it’s a problem, 
one useful paper is: 

The lure of rationality: Why does the deficit model persist in science 
communication?

https://pdfs.semanticscholar.org/85cd/1c3c6346d8fe3b245cc4
1e2757631301bc27.pdf?_ga=2.199906542.1117476589.1566504060-
696802064.1566326560

WHAT 
DOES YOUR 

AUDIENCE 
SEE OR 

USE EVERY 
DAY? WHAT 

DO THEY 
ALREADY 

KNOW? 
HELP THEM 

TO ‘SEE’ 
WHAT 

YOU ARE 
TALKING 

ABOUT. 

https://pdfs.semanticscholar.org/85cd/1c3c6346d8fe3b245cc41e2757631301bc27.pdf?_ga=2.199906542.1117476589.1566504060-696802064.1566326560
https://pdfs.semanticscholar.org/85cd/1c3c6346d8fe3b245cc41e2757631301bc27.pdf?_ga=2.199906542.1117476589.1566504060-696802064.1566326560
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How often are you asked the question “What do you do?” 
If people walk away remembering one thing about their 
conversation with you, what would it be? That is your 
key message. It can vary with audience and context; 
you may have several different key messages for several 
different audiences. That is fine. But how do you know 
that your message is the right one? Clearly understood? 
The most relevant? 

Working in pairs you will test this out with each other, 
taking turns to deliver your message over increasingly 

shorter time periods. By the end of this process you will 
have a short, pithy, relevant elevator pitch  ready to use, 
relevant to the communities/audiences or individuals 
you’ve defined as relevant to connect with to achieve 
your 100-Day Plan Visibility Goal.

Key steps for this process:

1. Who are you talking to? Identify your target 
audience.  State who you are trying to connect with 
in relation to your short-term goal, as identified in the 
audience mapping exercise.

2. What do you want to achieve? What’s your goal? 
Tailor your message to be most appropriate to your 
audience to help you achieve that goal. 

DISTILLING YOUR  
MESSAGE/CREATING  
AN ELEVATOR PITCH

INSIGHTS OUTCOMES
POTENTIAL 

100-DAY 
GOALS

DISTILLING YOUR  
MESSAGE



SCIENCE  
COMMUNICATION:  
BEHAVIOUR CHANGE 
AND FRAMING

SCIENCE COMMUNICATION 
IS SCIENCE
Today we face many major ‘wicked problems’ and 
complex issues such as climate change, and there 
has arguably never been a more important time to 
communicate science effectively. Understanding 
what constitutes effective science communication is 
increasingly important, especially in a world crowded 
with misinformation.

The public generally has high trust and confidence in 
science as a process and discipline, yet people continue 
to deny many of the conclusions of science.  Current 
examples include climate change and vaccination. How 
can we resolve this? We go to the science.

Science communication is a science in itself.

It is a science informed by linguistics, communications 
theory, behaviour, cognitive and social scientists, 
helping us understand how people perceive information 
and how they respond to the world around them.

Often, science communication is essentially a behaviour 
change program.

Think about your goal in communicating your science. 
Is it to share knowledge? Persuade policy makers to 
change policy? Get farmers to adopt different grazing 

practices? Shift practices in medicine? Change fire 
management regimes? Trigger a revolution in plastics 
use, or energy reform? 

Whatever your goal, many science communication 
objectives are aimed at: “Getting someone to do 
something differently” 

What you want is behaviour change.

So we will explore some of the principles and tools of 
behaviour change programs. 

This thinking is beyond the knowledge deficit model, 
which assumes that if you give people information, they 
will change their behaviour. However, people’s behaviour 
is informed by much more: by social norms, attitude, 
capability, opportunity, habits, context, emotions and 
biases.

To effectively communicate with people, we need to 
understand their context and their world, and the social 
norms around them. We need to communicate in a way 
in which the audience will be receptive to our ideas.

One important part of this is Framing.

FRAMING MEANS THAT WE CAREFULLY THINK ABOUT RELEVANT:

• Values

• Metaphors and language

• Visuals

• Numbers

• Trusted messengers

• Tone

• Solutions

References:

BehaviourWorks Australia (2017). The Method. A tried and tested approach to behaviour change. Monash Sustainable Development Institute, Melbourne. 

Olsen, S. (2017) The science of science communication III. Inspiring novel collaborations and building capacity. National Academic Press. Washington DC.
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PLATFORMS
Platforms are the spaces, places and channels used 
to connect with your target audiences. They are the 
activities that enable you to build the relationships that 
propel you towards your visibility goal.

The platforms you could use to build your visibility 
will have begun to become clearer to you during the 
audience mapping exercise. Understanding where to 
engage your collaborators, the platforms they already 
use, and reviewing the communication and visibility skills 
you already have, plus doing some work to understand 
norms and trends in your industry, will help you prioritise 
the platforms you will likely engage with. 

The key challenge is how to optimise the time and effort 
you invest in visibility to reach the right communities with 
the right message through the platform/s that are the 
best fit for you.

This is why we tackle the platforms after goal, audience 
and message in the fundamentals - it relies on the other 
pillars to be determined first.

KEY CONSIDERATIONS WHEN 
SELECTING PLATFORMS:

• Reminder: What is your goal?

• Most importantly, know your audience: The key 
consideration for selecting your platforms is knowing 
your audience really well and where they spend their 
time.

• Quality not quantity: You can’t engage on all 
platforms and do justice to them. Better to pick one 
and show up consistently and authentically with 
good content and engagement than contribute to 
multiple channels ineffectively. 

• Know your industry: There are usually dominant 
channels for every industry or niche - it’s about 
finding those most relevant to your goal and 
audience.

• Evaluation: how will you know if you are meeting 
your objectives and goals? 

 

COMMON PITFALLS:

• Channels-first mentality - e.g. “I want to be on 
Twitter” or “I need to put videos on my website”, 
rather than starting with your goal and audience.

• Not integrating your fundamentals - e.g. 
selecting channels on the basis of only your 
objective OR your communication strengths OR your 
message, rather than an integrated equation: goal + 
audience + capability + message = platform/s

• No defined strategy or approach, so end up just 
spending time on socials, not consciously investing 
time working towards known goals.

• Vanity goals: Aiming to ‘go viral’ or reach the 
largest audience, rather than authentically engaging 
with the right people through 1-2 channels that hit 
your target market. 



PLATFORM ACTIVITIES PROS CONS

PUBLIC SPEAKING

• Conferences

• Keynotes

• Workshops

• Panel events

• Meetings

• Face-to-face
• Networking pre/post
• Unmediated
• Large-scale impact: 

one to many
• Building influence + 

reputation
• Thought leadership + 

expert status
• Personalise public 

reputation
• Credibility
• Forming connections
• Sharing information
• Entertainment
• Easily recordable for 

wider dissemination
• Opportunity to 

practise messaging 
potential

• Financial gain
• Sales potential

• Generally limited to 
the audience in the 
room (plus/minus 
live social sharing)

• Needs tailored 
messaging

• Requires particular 
skills set to execute 
effectively

• Risk of backlash if 
messaging goes 
awry

• Easily recordable for 
wider dissemination 
(plus/ minus)

STRATEGIC  
NETWORKING

• Meetings

• Events

• Conferences

• Online Meetings

• Face-to-face

• Forming connections

• Sharing information

• Reputation building

• Personalise public 
reputation

• Collaborative 
potential

• Opportunity to 
practise generosity 
principle

• ‘Sales’ potential

•  Relies on 
interpersonal skills/
rapport

• Limited to individual/ 
in-person impact: 
one-to -one rather 
than one-to- many
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ACADEMIC/ BOOK 
PUBLISHING

• Writing

• Reviewing

• Mentoring

• Targeted audience

• One to many

• Potentially large-
scale impact 
(global)

• Building influence + 
reputation

• Thought leadership 
+ expert status

• Credibility

• Collaborative 
opportunities

• Forming connections

• Sharing information

• Longevity and 
legacy

• Dissemination for 
wider sharing 

• Requires data, 
analysis,  skill

• Significant time 
effort

• Long time frame for 
results

• Narrow audience

• Competitive 
environment

SOCIAL MEDIA

• Content curation

• Thought leadership

• Networking

• Influencer 
engagement

• Showcase expertise

• Easily accessible

• Don’t need skills to 
get started - test and 
learn ops

• Unmediated

• One to many

• Large-scale impact 
(global)

• Building influence + 
reputation

• Thought leadership 
+ expert status

• Personalise public 
reputation

• Professionalise 
personal reputation

• Credibility

• Community-building

• Forming connections

• Sharing information

• Entertainment

• ‘Sales’ potential

• Fast-paced

• Requires consistent 
effort

• Diffuse: messaging 
can get lost

• Vulnerable to 
trolling/direct 
criticism

• Lacks longevity

PLATFORM ACTIVITIES PROS CONS



MEDIA / PR

• Press releases

• Journalist 
relationships

• Media briefing

• Media packs

• Fast-track to impact 
on audience

• Credibility

• One to many

• Wide + diverse 
audiences

• Longevity

• Influence by 
association

• Expert status

• Can leverage for 
relationships

• Sharing information

• Lose control of 
message

• Unintended 
consequences e.g. 
going out to tertiary 
audiences

• Risk of inaccuracy

INTERNAL COMMS / 
ENGAGEMENT

• Leadership

• Relationship 
management

• Strategic alliances

• Influencing

• Promotion

• Unmediated 
(generally)

• Relationship-
building

• Credibility

• Personalise 
professional 
reputation

• Community-building

• Forming connections

• Sharing information

• Building influence + 
reputation

• Opportunity to 
practise messaging

• Limited audience

• Specific to single 
organisation 
(usually)

PLATFORM ACTIVITIES PROS CONS
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WEBSITE / BLOG / 
WRITING

• Thought leadership

• Showcase expertise

• Creating a content 
hub for use in other 
areas eg media/
social

• Community-building

• Opportunity 
to quietly and 
consistently build 
skills and test 
messaging

• If contributing to 
an established site, 
with high profile 
and reach (such as ‘ 
The Conversation’), 
opportunities 
for global reach, 
influence, 
reputation, 
becoming a ‘go to’ 
person, and greater 
longevity than other 
online social media  

• Requires consistency 
and care to build 
audience

• Requires particular 
skills set

• Can lose sense 
conveyed in person 
or verbally

• Competitive/diffuse 
environment

AWARDS
• Industry-specific or 

individual; collective 
or personal

• Industry recognition

• Leadership status

• Credibility

• Leverable for media/
sales/relationship 
building

• Can expand 
audiences 

• Can elevate profile 
too quickly

• Can land on less 
important audiences 
or confuse 
messaging (eg if win 
award in area that’s 
lesser priority)



COLLECTIVE  
VISIBILITY  
CHALLENGE.

The third pillar of the visibility methodology is Collective Visibility; that is, using your visibility platform in service to 
a cause, issue, organisation or movement that’s bigger than you. 

You’ll be working in teams on board the ship to workshop a live problem or challenge, and develop a collective visibility 
strategy to take out into the world post-Homeward Bound, for greater impact.

Using the Visibility Plan template, consider, discuss and articulate:

• Collective visibility goal 

• Audience

• Key message/s

• Platforms

• Evaluation

• Refinement  
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RISING SKILLS
WHAT TO DO WHEN  
IT DOESN’T GO TO PLAN.

THE [WO]MAN IN THE ARENA
“IT IS NOT THE CRITIC WHO 
COUNTS; NOT THE MAN WHO 
POINTS OUT HOW THE STRONG MAN 
STUMBLES, OR WHERE THE DOER 
OF DEEDS COULD HAVE DONE THEM 
BETTER. THE CREDIT BELONGS TO 
THE MAN WHO IS ACTUALLY IN THE 
ARENA, WHOSE FACE IS MARRED 
BY DUST AND SWEAT AND BLOOD; 
WHO STRIVES VALIANTLY; WHO 
ERRS, WHO COMES SHORT AGAIN 
AND AGAIN, BECAUSE THERE IS 
NO EFFORT WITHOUT ERROR AND 
SHORTCOMING; BUT WHO DOES 
ACTUALLY STRIVE TO DO THE DEEDS; 
WHO KNOWS GREAT ENTHUSIASMS, 
THE GREAT DEVOTIONS; WHO 
SPENDS HIMSELF IN A WORTHY 
CAUSE; WHO AT THE BEST KNOWS 
IN THE END THE TRIUMPH OF HIGH 
ACHIEVEMENT, AND WHO AT THE 
WORST, IF HE FAILS, AT LEAST FAILS 
WHILE DARING GREATLY.”
THEODORE ROOSEVELT



WE ARE GUARANTEED TO FALL

• The physics of vulnerability identify that when we commit to leading, living and 
communicating bravely and visibly in the arena, we are guaranteed to experience 
setbacks at some point. Because in being brave, we take on risk, uncertainty and 
emotional exposure as necessary for doing brave work.  There is no bravery without 
these three elements. And bravery, or courage, is critical in visibility.

• What makes great leaders is how they get back up in the face of a fall in the arena in 
service of being brave. So how do we get back up?

• Introduction to the 3-part Rising Strong process from Dr Brené Brown’s research, 
reported in her book Rising Strong:

•  The Reckoning: Walking Into Our Story (reckoning with emotion)

•  The Rumble: Owning Our Story (writing a SFD)

•  The Revolution: Process Becomes Practice (rewriting the ending)

• To walk through this process, pick a story of visibility or communications struggle that 
you want to explore.  What have you struggled most with? This could be interpersonal, 
professional, public, private or closer to home, around your own mindset. What was 
your biggest fall or ‘face down’ in the arena moment? Write 2 -3 sentences about it.

"WHEN WE DENY 
OUR STORIES, 

THEY DEFINE US; 
WHEN WE OWN 

OUR STORIES,  
WE GET TO WRITE 

THE ENDING."
DR BRENÉ BROWN
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1. THE RECKONING: 
WALKING INTO OUR 
STORY.  
BY RECKONING WITH EMOTION

SUMMARY: Recognise emotion and 
get curious about our feelings and how 
they connect with the way we think and 
behave.

• When something hard happens, our emotions get the 
first crack at the story that is unfolding.  So, we have 
to understand our emotional selves to get back on our 
emotional feet, or we can’t lead ourselves or others 
effectively.

• In struggle, we feel emotions in our body, before our 
thoughts or behaviour have had a chance to process 
what’s going on.  We can become ‘emotionally 
hooked’ on some tough emotions – anger, shame, 
disappointment, fear, anxiety, disgust, frustration, 
sadness, guilt, humiliation, hurt, jealousy, loneliness, 
regret, overwhelm, worry.  These emotions can lead 
us to become tearful, numb, withdrawn, people-
pleasing, critical, vengeful, irritated, short-tempered, 
aggressive, avoidant, stuck, shut-down, retreating, 
defensive, blaming. Over time, this can lead to 
physical and/or mental illness.

VIDEO: Dr Brené Brown ‘Blaming’ video from RSA that 
demonstrates using ‘blaming’ as an offloading emotion 
strategy. 

In order to become unhooked, we need to get curious 
about the emotions we’re feeling when we’re face down.

Dr Brené Brown’s research makes it clear that a lot of how 
much or how little we value emotion comes from what we 
were taught or saw as we were growing up.  That value 
usually results from a combination of several of the seven 
ideas:

1. Being emotional is a sign of vulnerability, and 
vulnerability is weakness.

2. Don’t ask. Don’t tell. You can feel emotion all you 
want, but there’s nothing to be gained by sharing it 
with others.

3. We don’t have access to emotional language or a full 
emotional vocabulary, so we stay quiet or make fun 
of it.

4. Discussing emotions is frivolous, self-indulgent, and a 
waste of time. It’s not for people like us.

5. We’re so numb to feeling that there’s nothing to 
discuss.

6. Uncertainty is too uncomfortable.

7. Engaging and asking questions invites trouble. I’ll 
learn something I don’t want to or shouldn’t know.

But emotional energy doesn’t just vaporise. It manifests 
into unhelpful or destructive thoughts and behaviours. 
And those thoughts and behaviours will significantly 
influence how you show up in the world: in how you bring 
your personal strategy and 100-day plan to life, through 
the areas in which you choose (or choose not) to be 
visible.

IN ORDER TO BECOME 
UNHOOKED, WE NEED TO 
GET CURIOUS ABOUT THE 

EMOTIONS WE’RE FEELING 
WHEN WE’RE FACE DOWN.

https://www.youtube.com/
watch?v=RZWf2_2L2v8&t=74s

https://www.youtube.com/watch?v=RZWf2_2L2v8&t=74s
https://www.youtube.com/watch?v=RZWf2_2L2v8&t=74s
https://www.youtube.com/watch?v=RZWf2_2L2v8&t=74s


EMOTIONAL  
FIRST AID.
So we need to pay attention to emotions 
in order to recognise what’s happening 
and bring our executive brain function 
back online. How? With a little emotional 
first aid:

 

1. Acknowledge you’re emotionally 
hooked – tight chest, sweaty palms, 
dry mouth, sick stomach, red cheeks 
etc.

2. While emotion is driving, don’t talk, 
text, tweet or email anyone.

3. Take a few tactical/box breaths 4sec 
in x4sec hold x4sec out x4sec hold.

4. Pay attention to what emotions are 
happening.  Name your emotions in 
order to tame them.

5. Where possible, take some kind of 
break – excuse yourself from the 
meeting, close your office door, go for 
a walk, put your phone away, close 
your computer, have a shower, cry.

EXERCISE: Thinking about the visibility 
struggle you identified, write down the 
specific emotions you were feeling, 
the thoughts you were having, and the 
behaviours that lead to. 

 (Tip: ‘anger/angry’ is an ‘iceberg’ 
emotion that sits on top of other emotions, 
so try and get in underneath it. What 
lead to anger? Frustration? Hurt? 
Disappointment? Humiliation? Shame? 
Get specific.)
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2. THE RUMBLE: 
OWNING OUR  
STORY.  
WRITING A SFD

SUMMARY: Get honest about the 
stories we are making up about 
our struggle, then challenge these 
confabulations and assumptions to 
determine what’s the truth, what’s self-
protection, and what needs to change.

INTRODUCTION: When we are emotionally hooked, 
our brain is looking to make sense of what happened – it 
is looking for the storyline.  It will take the limited data 
points we have, and make up a feasible story, no matter 
if it’s true or not. It will fill the gap between facts with 
assumptions.

We need to recognise the story we’re making up about 
what’s happening. To process it, we need to write a ‘shitty 
first draft’ or an SFD, that starts with the words ‘The story 
I’m making up is…’  This is a written activity, that is your 
most honest, unedited, unfiltered, probably unshareable 
version of the story you’re creating.

TASK: From the visibility fall down moment you identified, 
write your SFD story. ‘The story I’m making up is….’l

(Tip Stories can also be typed into notes on a phone, or 
even written in the air with a finger.  They needn’t be long: 
3 - 4 lines is fine. Based on trauma research by Dr James 
Pennebaker, Uni of Texas.)

EXERCISE: Now it’s time to interrogate your visibility 
story and open up the lines of enquiry:

1. What more do I need to learn and understand about 
the situation? What are the facts in the story? What 
are the assumptions you’re making?

2. What more do I need to learn and understand 
about the other people in the story? What 
additional information do I need? What questions or 
clarifications might help?

3. What more do I need to learn and understand about 
myself? What’s underneath my response? What am I 
really feeling? What part did I play?

(Common topics often emerge: anxiety, boundaries, 
criticism, forgiveness, grief, guilt, integrity, over/under 
functioning, shame, trust and vulnerability).



LIVING BIG. 
Thinking about your answers to 
interrogating your story, let’s think about 
living B.I.G. and how it might help to dig-in 
a little deeper:

• Boundaries: getting clear on what’s 
OK and what’s not OK

• Integrity: choosing courage over 
comfort; choosing what is right 
over what is fun, fast or easy; and 
choosing to practice our values rather 
than simply professing them

• Generosity: working from 
assumptions and intentions of 
compassion and grace

EXERCISE: Ask yourself and journal your 
answers to:

• What boundaries do I need to put 
in place so I can work from a place 
of integrity and extend the most 
generous interpretations of the 
intentions, words and action of this 
person?

TRUST IS BRAVING. 
Drawing on research from Charles 
Feltman and Dr Brené Brown, the 7 
elements of trust can be described in the 
acronym BRAVING:

Boundaries

Reliability

Accountability

Vault

Integrity

Non-judgement

Generosity

BRAVING can be explored two ways – in 
relation to others, and in relation to our 
self.

BRAVING WITH OTHERS:

BOUNDARIES: You respect my 
boundaries, and when you’re not clear 
about what’s OK and not OK, you ask.  
You’re willing to say no.

RELIABILITY: You do what you say you’ll 
do.  At work, this means staying aware of 
your competencies and limitations so you 
don’t overpromise and are able to deliver 
on commitments and balance competing 
priorities.

ACCOUNTABILITY: You own your 
mistakes, apologise and make amends.

VAULT: You don’t share information or 
experiences that are not yours to share.  
I need to know that my confidences are 
kept, and that you’re not sharing with me 
any information about other people that 
should be confidential.

INTEGRITY: You choose courage over 
comfort.  You choose what is right over 
what is fun, fast or easy.  And you choose 
to practice your values rather than simply 
professing them.
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NON-JUDGMENT: I can ask for what I need, and you 
can ask for what you need.  We can talk about how we 
feel without judgment.

GENEROSITY: You extend the most generous 
interpretation possible to the intentions, words and 
actions of others.

BRAVING FOR BUILDING SELF-TRUST:

BOUNDARIES: Did I respect my own boundaries?  Was I 
clear about what’s OK and what’s not OK?

RELIABILITY: Was I reliable?  Did I do what I said I was 
going to do?

ACCOUNTABILITY: Did I hold myself accountable?  
Did I blame others?  Did I hold other’s accountable with 
honesty and respect?

VAULT: Did I respect the vault and share appropriately?

INTEGRITY: Did I act from my integrity?  Did I choose 
courage over comfort?  Did I choose what was right over 
what’s fun, fast and easy?  Did I practice my values?

NON-JUDGMENT: Did I ask for what I needed?  Was I 
nonjudgmental about needing help?

GENEROSITY: Was I generous toward myself?

EXERCISE: Think about the visibility struggle you 
identified, how might BRAVING with others or yourself 
play a role?



3. THE REVOLUTION: 
PROCESS BECOMES 
PRACTICE.  
WRITING OUR ENDING

SUMMARY: Write a new ending to our story based on the 
key learnings from our rumble and use this new, braver story 
to change how we engage with the world and to ultimately 
transform the way we live, lead and communicate.

EXERCISE: Having taken some time to think about the struggle from three different angles 
(situation, other, myself):

• What did you learn?

• How could you act on the key learnings?

• How could you write a different ending to your story?

• How could you integrate these key learning into your strategy and leverage them as you 
work on new struggles?

DO YOU NEED TO  
CIRCLE BACK? 
Sometimes the rising process only needs to be done only with ourselves, and only requires 
ourselves to resolve it. But often, rewriting an ending will mean it’s necessary to engage in a 
conversation with after the emotional heat has been taken out.  

A strategy for this is called ‘circling back’. Circling back means:

‘I moved forward too quickly and I’d like to revisit a conversation’, or ‘I’d like to talk more 
about what happened’ or ‘I need to make amends for something I did or said or for not 
showing up.’ 

An example of this might be:

'Can I circle back with you on this? Here's what I'm making up in my head about what's 
happening...'

EXERCISE: Reflect if you need to circle back, and how you might approach it.
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WHOSE OPINION  
REALLY MATTERS? 
“A LOT OF CHEAP SEATS 
IN THE ARENA ARE FILLED 
WITH PEOPLE WHO NEVER 
VENTURE ONTO THE FLOOR. 
THEY JUST HURL MEAN-
SPIRITED CRITICISMS AND 
PUT-DOWNS FROM A SAFE 
DISTANCE. THE PROBLEM 
IS, WHEN WE STOP CARING 
WHAT PEOPLE THINK AND 
STOP FEELING HURT BY 
CRUELTY, WE LOSE OUR 
ABILITY TO CONNECT. BUT 
WHEN WE’RE DEFINED BY 
WHAT PEOPLE THINK, WE 
LOSE THE COURAGE TO BE 
VULNERABLE. THEREFORE, 
WE NEED TO BE SELECTIVE 
ABOUT THE FEEDBACK WE 
LET INTO OUR LIVES. FOR 
ME, IF YOU’RE NOT IN THE 
ARENA ALSO GETTING 
YOUR ASS KICKED, I’M 
NOT INTERESTED IN YOUR 
FEEDBACK.”
– DR BRENÉ BROWN

EXERCISE: Draw a 2cm x 2cm (1 inch x 1 inch) square in your notebooks. Write the names of 
people whose opinion really matters to you inside the box.



NOTES FROM  
THE FIELD. 
Dealing with online visibility is a hotspot for 
many women, and has emerged as one area 
that we feel particularly vulnerable and /
or silenced. However, we should never allow 
the negativity of others silence our stories, 
knowledge, insights, value and contributions. 

Here is some advice specifically about being 
visible online: Keeping your head in an online 
space

• REMEMBER RISING SKILLS: Deal with emotion, 
interrogate the story, write the ending

• ACKNOWLEDGE YOUR FEELINGS: You’re allowed 
to be upset. But try not to deplete your emotional 
strength by defending yourself against every 
unwarranted attack. Question whether this is worth 
your time and energy

• PAUSE AND REFLECT: Cyber abuse can be 
overwhelming. Give yourself space and time so that 
you respond rather than react

• MAINTAIN PERSPECTIVE: While the situation may 
seem challenging in the moment, remember to focus 
on the big picture and your main priorities in life

• REMEMBER YOUR STRENGTHS: Don’t let the 
opinions of others define your self-worth. Remind 
yourself of your best qualities and attributes

• REMEMBER YOUR PURPOSE AND REASON FOR 
BEING ONLINE: Come back to your overall goals 
you are striving to achieve

• SURROUND YOURSELF WITH SUPPORTIVE 
PEOPLE: Or build a supportive network. You don’t 
need to handle this on your own. Talk with family, 
friends, peers and mentors who may be best placed 
to help. Consider professional support, if needed

• BE KIND TO YOURSELF: Practice self-care through 
leisure, exercise, good nutrition, adequate sleep, 
meditation and other relaxation techniques

• CREATE A SAFE SPACE OFFLINE: Go for a walk, 
catch up with a friend or read a book. Consider 
turning off notifications at night or during periods 
when you want to disconnect

• STAY POSITIVE: Emotional reactions can feed 
the trolls. Don’t be afraid to respond to negative 
comments with a positive attitude. Set the standard 
for positive online behaviour by communicating with 
respect, tolerance and empathy

• BE PREPARED: Clarify your thoughts and be 
informed on issues so that you are better prepared to 
take part in online discussions

• BE CONFIDENT AND ASSERTIVE: In your beliefs, 
opinions and values. Don’t be afraid to advocate for 
your beliefs and opinions online. Stay true to your 
character and your sense of right and wrong

• BE A ROLE MODEL: You can gain a sense of 
purpose by knowing that you’re contributing to an 
improved online world for other women

• SUPPORT OTHER WOMEN: Be an upstander. Help 
other women when they experience abuse online by 
safely speaking up or showing other forms of support. 
Express your solidarity and report the content

• Additionally, immediately report any behaviour that 
is harming and/or dangerous
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TIPS FOR DEALING  
WITH TROLLS...
• Know it can happen - forewarned is 

forearmed!

• Be silent to the trolls, but not to each other

• Don’t feel obligated to engage with the 
troll – you’re under no obligation to - if you 
wouldn’t talk to them at a dinner party, don’t 
talk to them online!

• Accept from the beginning that you’re not 
going to convert them. If you decide you’re 
going to argue with someone, know that 
you’re not going to change their mind. The 
only reason to engage is there might be 
other people watching, and you might have 
a positive effect on them. (Jane Caro)

• It’s your online space, and you can control 
who you do and don’t talk to. (Jane Caro)

• Don’t do anything in the offline world that 
you would do in the online world

• When posting, take the posting oath: T.H.I.N.K 
before you post

• Is this True?

• Is it Helpful?

• Is it Inspiring?

• Is it Necessary?

• Is it Kind?

• Get clear on your boundaries: i.e. When 
do I ignore something? When do I block 
something? When do I report something? 
For example: If the commenter is anonymous 
and cannot be held accountable for their 
actions, I will not engage.

• Ignore > mute > block > (gather evidence) 
> report (either to the platform or a federal 
agency/law enforcement)

• Deleting comments/blocking people can 
sometimes backfire and incite a bigger 
pile on. Choose these options carefully, 
dependent on the situation. You may choose 
to mute and report instead (Jane Caro)

• Review and update your social media 
privacy and security settings

• Check if the troll is a bot: https://botcheck.
me/, https://botsentinel.com/, https://
botometer.iuni.iu.edu/

• Additionally, immediately report any 
behaviour that is harming and/or dangerous

https://botcheck.me/, https://botsentinel.com/, https://botometer.iuni.iu.edu/
https://botcheck.me/, https://botsentinel.com/, https://botometer.iuni.iu.edu/
https://botcheck.me/, https://botsentinel.com/, https://botometer.iuni.iu.edu/
https://www.youtube.com/watch?v=RZWf2_2L2v8&t=74s


SHARING OUR 
STORIES  

HELPS US FIND 
OUR OWN, 

AND DISCOVER 
NEW WAYS 
TO HANDLE 

SITUATIONS.

EXERCISE: Open up to group discussion about 
tactics you've used or seen used to combat difficult 
situations. Ideas will be captured on butcher’s 
paper for further collating and processing.
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YOUR  
VISIBILITY  
STRATEGY.

As you solidify your thinking about 
your visibility strategy, capture 
your key strategic fundamentals in 
this template, and how they might 
play out over different timeframes 
as you implement your visibility 
strategy. Observe how the dynamics 
of the strategy work together as 
you refine your strategy and relate 
it back to the central aspirations in 
your Personal Strategy Map. You 
can, and should, repeat GAMPER 
for each visibility opportunity in 
addition to using here for your 
overarching visibility strategy.
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PERSONAL  
STRATEGY 
MAP 
Considerations 
(e.g. visionary goal, 
aspirations, priorities etc)

GOAL

OVERARCHING 100 DAYS 6 MONTHS 9 MONTHS 12 MONTHS

AUDIENCE

MESSAGE

PLATFORM

EVALUATION

REFINE

VISIBILTY  
STRATEGY TEMPLATE
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TELL A STORY. 
HUMANS LOVE STORIES. 

BRING A LITTLE MAGIC 
AND WONDER TO 

YOUR WORK.


