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Rules for Communication Planning

Good call.

Let’s end global 

warming.

• Start with strategy



• Start with strategy

• Go in order

Rules for Communication Planning



• Start with strategy

• Go in order

• Make choices

Rules for Communication Planning

Hmm….



• Perception vs. fact

Rules for Communication Planning

Oh jeez.





• Perception vs. fact

• Repetition and 
consistency

Rules for Communication Planning

The ice is melting. 
Be afraid.

The ice is melting. 
Be afraid.

The ice is a 
complicated and 

nuanced issue… it 
seems to be melting, 

and I believe it is 
melting, but let me tell 
you what I have said in 
the past about melting 

and its effects…



• Perception vs. fact

• Repetition and consistency

• Targeted

Rules for Communications Planning

I like it hot. I love the cold.

I suppose I 
never really 

thought 
about the 

temperature.





We have this great idea for an 
ad campaign featuring washed 

up celebrity penguins.

Hold up peeps, we 
gotta go in order.



Smart Chart 
BOX ONE



Program 
Decisions 

Good call.

Let’s end global 

warming.
Good call.

Let’s end global 

warming.



Goal, Mission & Objectives

GOAL
Big, audacious statement about the 
world you are trying to create.

MISSION
Statement of why (and sometimes how) 
your organization does its work in 
pursuit of your vision.

OBJECTIVE Element of incremental progress you 
will use to advance your mission.



Setting Objectives 

pecific 

easurable

ttainable

ealistic

ime-bound

Be SMART!

•S 

•M

•A 

•R 

•T



Hub Farm
Bull City Open Streets
Childhood Obesity



Setting Goals – Rock Star

??? ?

3 to 5 YearsToday
12 to 18
Months

Doable and 
Measurable

Objective

Big, Broad Goal 
You Ultimately 

Want to Achieve

How to Get to 
Carnegie Hall

By Mark



Setting Objectives

•S 

•M

•A 

•R 

•T

pecific 

easurable

ttainable

ealistic

ime-bound

Behavior Change

Policy Change

Fundraising



Setting Objectives – SMART or Not?

• Policy change: Pass bill to increase access to 
women’s health programs

• Behavior change: Increase by 20 percent the 
number of speakers at town hall 
meetings in 2015

• Corporate change: Get 6 companies to increase 
support for housing programs

• Fundraising: Raise $1 million dollars



Who really has the power to help reach your goals?

Decision Maker

Decision Maker?







Your Turn

Complete BOX 
ONE of your 
Smart Chart.
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What do you control?

Internal Scan

• Money

• Staff time

• Expertise

• Spokespeople

• Relationships

• Allies & 
coalitions

• Communications 
channels



What outside influences 

must you consider?

External Scan

• Planned events

• Opposition

• Competition

• Audience 
perceptions

• Media coverage

• External forces











Example A:
Your organization has strong relationships with the city council, local school 
board, and mayor’s office.

Example B:
The NYC Health Department has a $618 million budget deficit and multiple 
programs are on the chopping block.

Example C:
Your organization has 10 years experience working with the community on 
summer programs but now you are launching a new program that few know 
about focused on bringing middle-school tutors into the neighborhood.

Internal or External?



• Frame

• Fortify                                                
and amplify

• Reframe

Define Your Position



Complete BOX 
TWO of your 
Smart Chart.

Your Turn



Smart Chart 
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Who must you 
reach to achieve 
your objective?

Target Your Audience

Which humans will convey our 
message of global cooling?



Only Time There is One Audience



VS.

Think Small!

Audience Targeting



The Millennial

The Catholic

The Long-Term 
Unemployed

The Latino

The Single Woman

The Evangelical





Target Your Audience

Decision maker

Audience 4

Audience 3

Audience 2



Target Your Audience

Neighborhood

Customers

Corner

Store

Owner

Public

Health Officials



Target Your Audience - Questions

1.

2.

3.

How close are they to the decision-
maker?

How easily can we reach them?

How ready are they to activate?

Audience 2











Readiness 

Ladies and Gentleman, 
are you ready to stop 
global warming?





SHARE KNOWLEDGE

• Doesn’t know information
• Knows but doesn’t care
• Knows but doesn’t believe



Wait! What? Soda is not 
just a pause that refreshes? 

Sugary drinks can lead to 
visceral fat, a fat that builds 
up in and around organs. 
Visceral fat can lead to a 
child developing diabetes, 
heart disease or a fatty 
liver.

Share Knowledge



Diseases from 
unsanitary drinking 
water kill more people 
than war and violence 
each year

Share Knowledge



BUILD WILL

• Know what their barriers are
• Stay in the comfort zone
• Make the reward bigger than the risk



Build Will



23.5 Hours a Day Video



Like A Girl



REINFORCE ACTION

• Pat on the back
• Convey win



Reinforce Action

Bright spots are 
important. Show 
support for the 
right decisions to 
encourage the 
same behavior 
from others. 







NOW, FOR YOUR AUDIENCE



What do THEY 
care about?

Core Concerns



Core Concerns

•Tap into existing 
values.

• Recognize “big” 
values vs.                  
“small” values

•Remember: it’s 
not about you.                   
It’s about your    
audience. 







• How do you connect?

• How should you grab their 
attention?

Theme

How about “Ice is nice”? Or maybe “Sun sucks”?

How to grab their 
attention?



Laugh, Hug or Shake?



https://www.youtube.com/watch?v=Y1g_i6SlY
Ns

https://www.youtube.com/watch?v=Y1g_i6SlYNs
https://www.youtube.com/watch?v=Y1g_i6SlYNs
https://www.youtube.com/watch?v=Y1g_i6SlYNs


https://www.youtube.com/watch?v=Vtil_kFMvoU
https://www.youtube.com/watch?v=Vtil_kFMvoU


https://www.youtube.com/watch?v=1gCTX2EfUUs
https://www.youtube.com/watch?v=1gCTX2EfUUs



