
WRITING A COMMUNICATIONS PLAN

Developing a communication plan can help focus your message and reach your target audience. A plan can also
influence the efficiency and simplicity of your.

Channels of communication What does your intended audience read, listen to, watch, engage in? Design your
message and distribute it to your intended audience. Ask yourself what you can do within communications to
help your organisation achieve its core objectives. Planning is a way to organize actions that will lead to the
fulfillment of a goal. How do you want to communicate it? And finally, you'll evaluate your effort so that you
can continue to make it better. Evaluation and amendment Objectives Your objectives are the key to the
success of your communications strategy. Stakeholder analysis Next step is to identify the people that need to
know. You might be concerned with one or a combination of the following: Becoming known, or better
known, in the community Educating the public about the issue your organization addresses Recruiting
program participants or beneficiaries Recruiting volunteers to help with your work Rallying supporters or the
general public to action for your cause Announcing events Celebrating honors or victories Raising money to
fund your work Countering the arguments, mistakes, or, occasionally, the lies or misrepresentations of those
opposed to your work. While drawing up your strategy, you should involve your team, and on a smaller scale,
the entire organisation. Keeping your tone positive will usually reach more people than evoking negative
feelings such as fear or anger. The purpose, audience, message, and channels may change, but the need to
maintain relationships with the media and with key people in the community remain. There are many
objectives you might view as important, but you should just prioritize and choose the most important ones.
Refer back to your one sentence at the top of page one to keep you focused. The media is not necessarily your
friend. Ensure that you tailor your tools and activities to the level of time and human and financial resources
available. The remainder of your communication plan, involves three steps: Implement your action plan. You
know what your purpose is and whom you need to reach to accomplish it, what your message should contain
and look like, what you can afford, what problems you might face, what channels can best be used to reach
your intended audience, and how to gain access to those channels. If what you need to communicate has a
potential bad news angle it might be best to communicate directly with the people that need to know first, and
at the same time get ready for media enquiries rather than give the media the story and expect it to run your
way. Example audiences to consider are your staff, funders, key political targets and media. Newsworthy
elements , from the Berkeley Media Studies Group, includes a checklist of questions by category to help you
prepare and focus your story. Choosing Goals or Objectives The first step is to set the goals that you would
like the plan to achieve. Learn how to develop a plan for communication to raise awareness about community
issues and your organization's accomplishments. You may also be able to get materials, air time, and other
goods and services from individuals, businesses, other organizations, and institutions. Now the task is to put it
all together into a plan that you can act on. Situation analysis Next comes a brief story on what has brought
about the change. Do you have the people to make it possible? Theater and interactive theater - A play or skit,
especially one written by people who have experienced what it illustrates, can be a powerful way to present an
issue, or to underline the need for services or change. Effective communication, the giving and receiving of
information, is the most vital thing that must take place in all businesses. Having a clear communication plan
for your business or project is paramount to ensure the smooth running and happy customers. As soon as your
organization begins planning its objectives and activities, you should also begin planning ways to
communicate them; successful communication is an ongoing process, not a one-time event. Worse, you might
have to deal with a real disaster involving the organization that has the potential to discredit everything you
do. Keep it brief and punchy, using active speech and plain English. Demographics are simply basic statistical
information about people, such as gender, age, ethnic and racial background, income, etc. Example objectives
are:. Put your list into your communication plan under the heading of Stakeholder analysis. Why do we need
better communication? Consider and discuss the results carefully and use them to amend your strategy.
Knowing who your audience is makes it possible to plan your communication logically. What do you want to
see more of? Identify your audience.


