Which is more important the Message or the Messenger? 
Looking at the complete picture when developing outreach efforts
In 1972, President Richard Nixon a staunch anti-communist, decided to make the bold step and visit communist China and meet with Chairman Mao Zedong. A widely lauded move that was risky yet calculated and regarded as extremely successful. This event and the expression it spawned, “Nixon Goes to China,” has become synonymous with the fact that the messenger is many times just as import if not more important than the message.
And yet, who the message is from in public outreach efforts is hardly ever given a second thought. Most of the time it is assumed that for example a brochure should have a city logo on the front and be a message from the city; a press release should be about the county’s effort with a quote from the department director. It may be for political reasons the easiest way to develop things, but do we miss something for not thinking this through. Does picking a different messenger help promote acceptance of a message? And can the wrong messenger negate the acceptance of an important message? Where does the academic research stand on the importance of the messenger vs. the message? 
So who is the best messenger and does it matter? This presentation will look at several of the problems that public outreach campaigns face in reaching out to their varied target audiences and will look at studies from the field of applied psychology to highlight some key principles that should be considered when designing outreach efforts. Then look at a couple outreach efforts that tried implementing these ideas and how they faired.
