
	  
	  

 

Economic Gender Gap Action Kit 
 

In this Action Kit, you will find: 
●    Background Information: What’s at Stake 
●    Tips for Creating Messages that Resonate  
●    Economic Gender Gap Discussion Points 
●    Contacts for DFA Regional Field Organizers  
●    Contacts for Organizations working for Equal Pay 
 

What’s at Stake 
Women have always had an economic disadvantage. Historically, women weren’t 

considered heads of households:, they were paid less because their wages were seen as 
“frivolous.” Yet fifty years after it became illegal to pay women less for the same work, the 
average American woman still earns 23 cents less than her male counterpart. For minority 
women this gap is even bigger. Women have made great strides, surpassing men in the 
number of bachelor’s and advanced degrees but we haven’t seen those gains reflected in 
women’s earnings.  Women still battle a corporate culture that conspires to keep them out 
of high-level positions. Women make up only three percent of Fortune 500 CEOs. 

The United States is the only industrialized nation that doesn’t guarantee workers 
paid family leave.  The Family and Medical Leave Act, passed in 1993, covers less than 
half of American workers.  Employers not covered under this law have no obligation to 
provide time-off, even unpaid, for parents with a new child.  Worries about financial stability 
shouldn’t prevent someone from caring for a family member in need.   

President Obama stands with women on these issues. The Lilly Ledbetter Fair Pay 
Act was the first bill he signed into law.  He has included funding to help states establish 
paid family leave programs in his annual budget proposals.  The GOP has shown time and 
again that they are more interested in fighting for employers than the rights of working 
women and their families.  

On June 5th, Senate Republicans filibustered the Paycheck Fairness Act, and 
Democrats failed to gather the sixty votes necessary for cloture.  The vote was largely 
along party lines, with 52 votes in favor of moving the bill to final consideration.  The bill 
would offer women more protection when filing pay discrimination lawsuits and stop 
employers from forbidding employees to share salary information.  It would also increase 
the penalties for employers who don’t comply with fair pay rules. Senate Republicans 
argued that the bill was anti-business and refused to send it to the floor for a vote. Mitt 
Romney has not taken a position on this bill, making it clear that a Romney administration 
would not consider fair pay for women a priority. 



	  
	  

Tips for Creating Messages That Resonate 
What is your campaign about? 

The theme is the overarching rationale for the campaign. The theme answers the questions 
“Why you? Why Now?” Every message, regardless of the target goes back to the general 
theme of the campaign. Your theme shouldn’t seem hollow; it should have meaning to the 
voter. Challengers and incumbents have inherently different themes. 

The challenger’s theme argues for change. 

Ronald Reagan, 1980: “Are you better off today than you were four years ago?” 
Every issue, every response  in the Reagan campaign went back to this question. 
Whether it was a question on crime, jobs, or national  security, the campaign’s 
message would implicitly or explicitly invoke this theme.  
 
Howard Dean’s “Take our country back” implied the need for change in a way that 
resonated with those  who felt the country was going in the wrong direction – a 
classic challenger position.  
 
Barack Obama’s “Change We Can Believe In” dovetailed with the “Hope” theme.  
  

The incumbent’s theme argues for continuity. From  Abraham Lincoln in 1864 declaring, 
“We must not change horses midstream...” to George W. Bush’s invocations of terror, the 
incumbent must present to the voter a rationale to stay the course.  

Race Democratic Message 

• Carter vs. Ford  
• Carter vs. Reagan 
• Mondale vs. Reagan  
• Dukakis vs. Bush  
• Clinton vs. Bush  
• Clinton vs. Dole  
• Gore vs. Bush  
• Kerry vs. Bush  
• Obama vs. McCain  

• Change 
• Continuity 
• Change 
• Change 
• Change 
• Continuity 
• Continuity  
• Change 
• Change 

 
 



	  
	  

Your Message 
A message is more specific, more detailed, and more focused than the campaign theme. 
It’s a basic idea that you should be able to express in less than 30 words (27 to be more 
precise, and we’ll see that later). 

Messages can be targeted to particular audiences, tailored for common responses, and 
changed up as the campaign goes along. Messages are strongest when they go beyond 
the simple “I support X issue” and start getting to the values the candidate shares with 
those whom he or she wants to represent. Regardless of the specific message, all 
messages must consistently reinforce the theme of the campaign. 

The Message Box 

Our messages don’t exist in a vacuum. We wage campaigns because we are challenged or 
are challenging an opposing idea or candidate. We need to be able to anticipate our 
opponent’s messages and prepare ourselves to respond and bring the conversation back 
to our own message. 

A tool we use to map this rhetorical landscape is the Message Box. The Message Box is a 
visual representation of the potential messages from both parties in the campaign. It details 
what we say about ourselves, what we say about our opponents, what our opponents say 
about themselves, and what they say about us – covering the campaign from each possible 
angle. It looks like this: 

 
 

What we say about ourselves  

 

 

What they say about themselves  

 

 

What we say about them  

 

 

What they say about us  

 

 

 

To help us refine our message, we plot the general messages in the appropriate 



	  
	  

boxes. To give an idea of what this would look like, we’ll fill out an example using the 
last Presidential election as our template. 

Obama vs. McCain 2008 
 

Change & Hope 

 “Change We Can Believe In” 

 

Experience, Patriotism  

“Country First” 

 

 

“George W. Bush’s 3rd Term”  

“More of the same” 

 

Different / Dangerous  
“Biggest Celebrity in the world” 
 “Palls around with terrorists” 

 

How to Use the Message Box 

Going through this exercise early on in the campaign will help you anticipate and think 
through your strengths, weaknesses, potential opportunities, and potential threats. (see box 
to the right). In addition to helping you refine your own message, the message box allows 
you start plotting defenses and planning attacks beforehand. You will have to respond to 
your opponent. Having a message box allows you to respond in a way that brings it back to 
your message. 

Because you can anticipate what your opponent will say, you can pre-empt his/her 
message. If, for example, you anticipate a campaign where your opponent will emphasize 
his own experience, you might talk about the need for a fresh perspective and somehow 
attempt to paint your opponent’s time in office as a liability. At all times, the message of 
your campaign should work to bring the dialogue back to your side of the column – back to 
“what we say about....” 

The message box keeps us grounded and prevents the campaign staffers from becoming 
an isolated echo chamber. This exercise is useful to start off a campaign, but don’t just let it 
sit there. Update it every week. If your campaign is switching to a different message or if 
your opponent is attacking you from a different angle, you’ll be ready.  



	  
	  

A good message box will predict how the campaigns will be defined if you control the 
message (first column), or how the campaigns will be defined if your opponent controls the 
message (second column). 

 
 

 

 
 

 
 

 

 
 

 

 

 

 

 

 

 

 

 

What we say about:__________________ 

 

 

What they say about:_________________ 

What we say about:__________________ 

 

 

What they say about:_________________ 



	  
	  

Making Your Message Stick 
Now we have to make sure the message we’re using is getting through to our audience. 
Make sure the message you are developing sticks to the following criteria. 

Good messages are CONCISE  

• Go directly to the point. Avoid complicated syllogisms. It’s a message, not a thesis. 

Good messages are CLEAR  

• Use stark language. Leave no doubt about whose side you’re on. This is most effectively 
done when you base your message on values. 

Good messages are CONSISTENT  

 

 

 
 

 
 

 

 
 

 

• Repeat, repeat, repeat. Voters are barraged with a steady stream of conflicting 
information every day.  Having multiple messages dilutes your ability to reach the voter. 
Make sure your earned media reflect what is said in your paid media. Consistency and 
repetition reinforce the message. Consistency and repetition reinforce the message. 
Consistency and repetition reinforce the message. 

Good messages are CONVINCING  

• Never, never, never lie. No short-term advantage gained through deception is worth the 
loss of credibility that occurs when caught in a lie. But being convincing is more than just 
telling the truth. You risk your credibility by talking about issues people simply do not care 
about. Is your message relevant to the people hearing it? 

Good messages are CONTRASTIVE  

• Your job is to draw a distinction between you and the opposing candidate or issue 
position. Your job is to draw a favorable contrast. People can not decide if the alternatives 
are unclear or unimportant to them. Again, contrasting your values – why and how you 
came to support/ oppose an issue – is more effective than your stance on a particular 
issue. 

Finally, don’t forget to K.I.S.S. or Keep It Simple Stupid! Long or confusing 
messages get lost or misinterpreted. 

 



	  
	  

A Note on Repetition ... Another Note on Repetition 
The vast majority of the population does not make following the 
nuances of  politics a priority in their lives. They are inundated with 
messages. The only messages that get through are those which 
adhere to the above criteria and which are constantly present in the 
people’s lives.  

Average voters will only occasionally notice a political message and 
you must make sure yours is the one they notice. 

Corporate marketers use the ‘700 impressions’ rule. A consumer 
must see the same thing 700 times before it alters their buying 
behavior. The most successful marketers are so omnipresent that 
our use of their brand is unconsciously emblazoned in our thinking. 
How many times have you said the brand name “Kleenex” when you 
meant the product “facial tissue?” 

You must deliver your message multiple times before the target 
audience will notice it. 

 

How to Develop Your “Elevator 
Pitch” on Women in the Economy 

 
So, what the best way to engage people in a discussion on equal pay? You have to find 
a good way to start that conversation, a way to catch people’s attention.  
 
Too often our messages get lost on people 
because we assume that other people are 
lining up to hear what we say; we forget that 
we need to give them a good reason to listen 
to us first. Instead, we bombard them with 
dry, long-winded imperatives. 
             
Fitting our message into the 27 – 9 – 3 format 
allows us to get our foot in the door.  
 

Does it work? 
Complete these 
phrases: 
 
“Milk, does a body___.” 
 
“Beef, It’s what’s 
for____.” 
 
“Pork, the other_____.” 
 
Corporate advertising has 
used steady repetition of 
simple phrases to cut 
through the clutter of 
everyday life. We know 
these old phrases 
because of repetition. 

27-9-3 Exercises: Try these out. 
 
Why do you deserve a raise? 
 
 
Why is equal pay for women’s 
work so important? 
 
 
What’s at stake for women in this 
economy? 
 



	  
	  

What is 27 – 9 – 3? 
             
27 words ● 9 seconds ● 3 points 
 
You have 27 words in 9 seconds using no more than three quick points (it’s ok to make 
only one or two).  
 
The 27 – 9 – 3 method forces you to use clear, concise language. It allows for easy 
repetition. 
  
Successful speakers use the 27 – 9 – 3 to hook listeners and will continue to use the 27 
– 9 – 3 for any point that the speaker wants quoted or remembered. 
             

Share Your Message – Tweet Us!! 
Jennifer Granholm - @JenGranholm 

Jenifer Daniels - @thefriendraiser 
Jim Dean - @theJimDean 

 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 



	  
	  

Staying on Message 
 

Message discipline requires three things:  

1. Repeat the message 

2. Repeat the message  

3. Stay on message 

Constantly repeating your message is easy enough, but staying 
on message is a learned skill.  

Keeping your campaign on message is the best way to reach 
your audience in a manner over which you have control. The 
worst communications gaffes nearly always result from an 
undisciplined speaker. Straying from your message will 
open the door to distortion - or worse, lack of coverage. 

Those who stay on message control the message. The media can 
only report what it sees and hears. If you provide nothing but your 
message, it will repeat only your message. Message discipline 
has a vastly greater effect on what we see and hear in the media 
than any partisan or corporate bias. 

Answering vs. Responding – Mastering ‘The Pivot’ 

The most likely – and most dangerous – place where we stray 
from our message is when someone is deliberately pushing us 
away from it. Assertive reporters may come in with their own 
angle or their own agenda. But no matter what the reporters’ 
angle, they can only quote what you say.  

The common pitfall for an undisciplined campaign or candidate is 
to answer whatever question is asked of them. This puts control 
of your message in the hands of someone who does not have 
your success as their goal.  

All of your answers to any question should tie back into the 
current message of the campaign. If the question is completely 
off-base, that’s fine, you’re just going to talk about your message.  

“She	  just	  keeps	  saying	  
the	  same	  thing	  over	  
and	  over.	  People	  are	  
going	  to	  get	  tired	  of	  

this.”	  
	  

Nope,	  not	  really.	  Most	  
people	  aren’t	  tired	  of	  it	  
yet,	  because,	  unlike	  you,	  
most	  people	  haven’t	  

even	  heard	  it.	  

“He’s not even 
answering the 

question. People are 
going to see right 

through this.” 
 

What’s to see through? 
People are going to see 

and hear only the 
message of the 

campaign. 
 

“Well it looks like 
evasion and it doesn’t 

look good.” 
 

It doesn’t look like 
anything. Few people 
watch the press 
conferences. Most 
people only see the 
snippet. We can control 
these moments by 
staying on message 
whenever we speak. 



	  
	  

It’s fine to say “I can’t comment on that right now.” Even confessing that you simply 
don’t know the answer is better than making a statement with an unprepared 
answer. Often the reporter will ask a loaded question, one that assumes an untrue or 
unconfirmed premise. The best response is to return to your message. 

Remember, it’s your campaign. You are campaigning for a reason and the people 
deserve to hear what that reason is. It’s not about being polite; it’s about being on 
message. 

Stay on Message Exercise 

 
“My dog has three legs.” 

 
This exercise is simple. One 
person, the spokesperson, 
is charged with a simple 
message.  

The message is “My dog 
has three legs.” 

Others in the activity are 
charged with getting the 
spokesperson off message, 
to fluster and distract.  

If time allows, switch out the 
spokesperson so everyone 
in the group has a turn 
fielding questions. 

 
 

Practice Using Your Own Message  
or the Discussion Points on the next page. 

 

Sample Dialogue 
 

R: “Why are we here today?”  
 
S: “We’re here because my dog has three legs.” 
 
R: “Mm, hm. Don’t you think there more important issues 
to discuss?”  
 
S: “The most important thing for this community right now 
is that my dog has three legs.”  
 
R: “Given what we know about pre-war Iraq intelligence, 
where do you stand on the war?” 
 
 S: “Well, in my neighborhood, people are concerned 
about my three-legged dog.” 
  
R: “But the American people want to know why we went 
to war on faulty intelligence.”  
 
S: “I don’t know much about that, but my neighbors are 
asking why my dog has three legs.” 



	  
	  

Economic Gender Gap  
Discussion Points 

• Fifty years after it became illegal to pay women less for the same 
work, women still earn seventy-seven cents for every dollar a man 
earns in the US. 

• Women earn less than men within all ethnic groups. 
• African-American women earn seventy-cents on average for each 

dollar earned by a white man.  Latina women in America earn sixty-
cents for each dollar earned by a white man. 

• $310 is missing from the average woman’s bi-weekly paycheck.  If 
she had that money, it would pay 16.8% of the average consumer’s 
expenses. 

• If all women were paid equally, it would add $523,900,000,000 to the 
consumer economy each year. 

• The earnings gap has shrunk by only twenty-cents the last fifty years. 
• Over a 40-year career, the average American woman will lose 

$431,000 as a result of the wage gap. 
• The United States is the only industrialized country without paid 

family leave. 
• Women have made great strides, surpassing men in the number of 

bachelor’s and advanced degrees, but we haven’t seen those gains 
reflected in women’s earnings.  

• Women still battle a corporate culture that conspires to keep them out 
of high-level positions. Only 3% of Fortune 500 CEOs are women. 

• The GOP has shown time and again that they are more interested in 
fighting for employers than the rights of working women and their 
families. 

 
 



	  
	  

Democracy for America  
www.DemocracyForAmerica.com  

 
@DFAaction @DFAtraining on Twitter | www.facebook.com/DFAaction  

 
Training Department 

We offer trainings online and on-the-ground for grassroots organizers, 
candidates and campaign staff/volunteers.  

 
For more information about our upcoming trainings, please email 

Training@DemocracyForAmerica.com or call (802) 651-3217. 
 

Regional Field Organizers 
Our regional field organizers are here to support your activism. We can help you 

form a DFA group in your community and connect you with local DFA members who 
care about the issues you do, and who want to take action together. 

 
If you live in the South: 

Franco Caliz-Aguilar | (786)-443-7831 
Southern Field Organizer 
fcaliz@democracyforamerica.com 
@fcaliz on Twitter 

 
If you live in the Midwest: 

Karli Wallace | (802)-651-3226 
Midwest Field Organizer 
kwallace@democracyforamerica.com 

 
If you live in the West: 

Tim Nicholas | (434)-409-2163 
Western Field Organizer 
tnicholas@democracyforamerica.com 
 

If you live in the East: 
Max Stahl | (781)-540-9648 
Eastern Field Organizer 
mstahl@democracyforamerica.com 



	  
	  

Organizations Working for Equal Pay 
 

National Committee on Pay 
Equity  
www.pay-equity.org/index.html  
Email: Fairpay@pay-equity.org  
Phone:  (703) 920-2010 
 
National Organization for Women  
www.now.org  
Phone:  (202) 628-8NOW (8699) 
Mail:  1100 H Street NW, Suite 
300 
Washington, D.C. 20005 
 
9to5 National Association of 
Working Women   
www.9to5.org  
Email: 9to5@9to5.org 
Phone: (414) 274-0925  
 
9to5 Job Survival Helpline  
1-(800)-522-0925 or 
helpline@9to5.org 
 
National Partnership for 
Women and Families 
www.nationalpartnership.org  
info@nationalpartnership.org 

Phone: (202) 986-2600 
Women Employed  
www.womenemployed.org 
Email: 
info@womenemployed.org 
Phone: (312) 782-3902  
 
Equal Rights Advocates 
www.equalrights.org 
Email: info@equalrights.org 
Phone: (415) 621-0672 
 
American Association of 
University Women 
www.aauw.org 
Email: connect@aauw.org 
Phone: (202)785-7700 
 
Families and Work Institute 
 www.familiesandwork.org 
Phone: (212) 465-2044 
 
The WAGE Project  
http://www.wageproject.org 
 
 

 


