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No bullshit communication planning notes
Samantha Morris, Queensland Landcare Foundation

A communication plan needs to be much more than a promotional or media plan.  A communication plan needs to act as a framework for communicating both within your organisation as well as between your organisation and others.

We often focus on ‘how’ we will communicate rather than why and with whom.

Communication objectives

The whys and whats of communication planning really form our communication objectives:

One of the reasons we need to think about these things is that often communication is proposed as a solution to a problem that communication, on its own, simply won’t fix.

How many of us have been in this situation?

In making this point, I’d like to stress that without clear objectives, a communication plan can easily transform from being a useful tool to a weapon of mass destruction.

Without having a clear idea about why you want to communicate and what you’d like to achieve, the task of developing targeted messages for specific audiences is practically impossible.

Questions to consider in developing objectives:

· Why do we want to communicate

· What do we hope to achieve from our communication activities

· What are the underlying organisational needs that have led us to “communication” as the solution
Many attempts to communicate are nullified by saying too much

Robert Greenleaf

Challenge colleagues
There are a number of genuine motivations for wanting a communication plan – indeed most successful organisations have one.  However, I’m sure most of us have experienced situations where the motivation for having a communication plan seems unjustified or unrealistic.

There are a number of questions you can ask before embarking on the communication planning process.  These questions can be the first step in that process, and if nothing else, should help generate discussion about motivations and implications of developing a communication plan.  Consider:

· Who is responsible for writing the communication plan
· Do we have sufficient resources to develop a communication plan

· Who is responsible for implementing the plan (or monitoring implementation)

· Who will we consult in preparation for writing the communication plan

· How will we involve these people?

· Are there any organisational issues you need to be aware of?

· What resources are available for implementing the plan?

· What support is available for pulling the plan together?

So, with all that in mind, is communication planning worth the effort?
Absolutely and unequivocally, yes!  

Although time and resources to plan and implement a communication strategy may be tight, failure to plan for communication may in fact delay and hinder your efforts in the future.

What goes into a communication plan
The guts of communication planning is about:

· What to communicate (message)

· Who to communicate with (audience)

· How to communicate (method)

· When to communicate (timing)
· Who will communicate (responsibility)

What 
We’ve probably all participated in workshops to discuss communication planning.  The question of what to communicate is a very difficult one.  In the NRM sector it is easy to get bogged down in technical, complex messages.  
Consider the following when developing key messages:

· The challenges we face are the product of the choices we make.  Your communication is about giving people the tools to make better choices;

· You need to think about what motivates people to adopt different views and lifestyles;

· Despair disempowers – so focus on positives, successes and good news stories rather than doom and gloom;

· Be wary of the complexity of many environmental and social problems and the technical data associated with them;

· Simplify your message into a set of instructions that is easy to understand, but keep the message complete nonetheless;

· Don’t just avoid jargon – boycott it all together; and
· Don’t be afraid to identify or acknowledge uncertainties or doubt in the information you are communicating.

Also consider:
· What does your audience most want to know about?

· What do you most want your community to know about?

· What could people misinterpret from this information?

· What do you want to achieve by communicating each specific message?

Who
Now that you’ve thought about what it is you need to communicate, your next step is to think about who most needs to hear those messages.

Messages can be tailored for specific audiences.  

It is easy to assume that ‘everyone’ or ‘the general public’ needs to know about a specific issue or hear one of your key messages.  In reality, this is rarely the issue.   Consider:

· Who will be genuinely interested in this information

· Who does this information genuinely impact upon

· Who can help spread this information further

· Who can significantly influence decisions in relation to your key messages

· Who will have the most impact as a result of their action in relation to these messages

· Who will feel isolated or ignored if you don’t communicate this information to them

· Who has shown interest in this information before

The newest computer can merely compound, at speed, the oldest problem in the relations between human beings, and in the end the communicator will be confronted with the old problem, of what to say and how to say it
Edward R Murrow
How
In an ideal world, our communication efforts would be about giving people the tools to make better choices.  To do this, we need to think about what motiviates people to change their lifestyles.

Learn from others

Consider the approach used by advertising companies to market products.  How do they do it?

· By identifying and exploiting vectors of contagious behaviour

· By educating opinion makers

· By simplifying the message to a set of instructions 
In choosing your communication methods, you must consider your message and target audience.  What is the most effect means of communicating this message to the people who most need to hear it?   

How you communicate, depends largely on who you wish to communicate with and what it is you wish to share.

If I am to speak ten minutes, I need a week for preparation; if fifteen minutes, three days; if half an hour, two days; if an hour, I am ready now  
Wilson Woodrow

Example communication planning contents
1. Objectives

2. Process and consultation

3. Key messages

4. Target audiences

5. Methods of communication

6. Monitoring and evaluation

7. Action plan

Example action plan
	Key message
	Target audience
	Method
	Timeline
	Responsibility
	Resources

	Landcare groups are addressing significant environmental issues and need your financial help
	Corporations, businesses, affluent philanthropists
	Direct mail
	March 2004
	Executive Marketing Officer
	Addressed mailout x 250 @ $2.00 per unit

	Queensland Landcare Foundation needs additional board directors
	Landcare groups, Regional bodies
	Email announcement, Q-links bulletin, additions to other group newsletters
	April 2004
	Executive Marketing officer
	Nil

	2005 Landcare conference will be hosted by Desert Uplands Build Up and Development Committee in Barcaldine from 4 – 7 August.
	Landcare groups, agency staff, local government, primary producers, regional bodies.
	Media release to Qld Country Life and other rural press, email announcement, additions to NRM newsletters
	May 2004
	Executive Marketing Officer
	Nil
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