[image: /Volumes/Fileserver/Housing Action Logos/2011(current) logo/HAI_logo_color.jpg]COMMUNICATIONS PLAN TEMPLATE

SECTION 1 – Current Situation/Background

Before you map out your communications strategy, start by taking a look at where you are currently with communications and marketing. 

· What are you already doing?
· How effective have you been?

This can be accomplished by reviewing the survey you filled out prior to our initial phone call, or by doing a SWOT analysis. 


SECTION 2 – Overall Objectives

Communications and marketing support every department within your organization. Think about how each department’s objectives and goals can be supported by better marketing and communications. Then, use this section to list your key project targets.


SECTION 3 – Communications Goals

Use this section to list your external and/or internal communications goals. What do you hope to achieve as a result of your communications activities? How can communications activities help you achieve the project targets you've listed above (section 2)?

Your goals should be clear, specific, and measurable. As a best practice, also assign a person or position to each goal – this will help with accountability, as well as give you a clear view of what is and is not attainable for each person involved. 

The following are examples of communications goals:

A. Build awareness for foreclosure prevention program workshops through social media advertising.
B. Develop an e-newsletter to share success stories with our supporters
C. Redesign organization website to be more user-friendly and search engine-friendly

When creating goals, be sure to also keep in mind the resources (time, money, technology, etc.), you do and do not have, or will need, to successfully execute your plans.












SECTION 4 – Target Audience

For external audiences, focus on the following:

· Who will best help you achieve your goals?
· Who do you already reach? (Demographics, etc.)
· Who do you want to reach, but are not currently reaching? (Demographics, etc.)
· What do you know about the best ways to reach them?

Target audiences should be described in terms of the following:

· Current behavior
· Level of awareness
· Level of Knowledge
· Preferred methods for receiving information
· Motivations/barriers to hearing and believing/accepting information (if any)

As you think about your target audience, be as specific as possible! Avoid broad descriptions, such as “the general public.” Instead, look back to your goals in section 3 – who would benefit from attending a foreclosure prevention class? Your target audience description should reflect that. The more refined your target audience is, the more effective your communications and messaging will be.

Primary Target Audience – These are the key persons/groups you communicate to directly. You can have more than one primary target audience.

For example: Parents, particularly mothers of children aged 0 – 6 years. 

Secondary Target Audience – people who not the main focus of your communications plan. These are people/groups who…

· Would benefit from utilizing your services, but not necessarily right now
· May influence your primary target audience now or in the future


















SECTION 5 – Key Message per Target Audience

Fill out the following for each target audience you want to communicate to.

· What is it that you want to change?
· What do you want the target audience to know?
· What do you want them to feel – what perception do you want to create?
· What do you want them to do – what action do you want as a result?

Examples of a "result" could be the following: 

· Do you want them to attend a workshop?
· Do you want them to go through a long-term program you offer?
· Do you want them to refer a friend to your organization?
· Do you want them to support your organization?
· Do you want to change the assumptions about the purpose of your organization, or those who use your services?
· Do you want them to volunteer?


SECTION 6 – PLATFORMS

How do you want to get your message across? What tools will you need to be successful? Remember: your choice here will depend on the audience! People only look for information in places they are familiar with – get inside their head and figure out where they get their news.

· Press
· Press release
· Interviews
· Opinion editorial
· Online
· Website
· Social media
· Imagery (video, infographics, gifs, etc.)
· Advertising
· Print
· Radio
· TV
· Social media
· Search engine
· Print
· Brochures
· Posters
· Flyers
· Annual report







SECTION 7 – BUDGET

When creating your budget, think about the resources you have, and the resources you need. This will allow you to accurately budget your money and time. Also, be conscious of the money you have available now, as well as the money you have available in the future. 


SECTION 8 – TIMELINE 

Communications plans can be both long-term and short-term – it will vary by project. Regardless, you need to identify a clear start and end point to each campaign by first addressing:

· What (Main Objective)
· Why (Purpose)
· Where (Communications Platform)
· When (End date)
· How (Tools and Resources)
· Who (Target Audience)


SECTION 9 – EVALUATING SUCCESS 

How will you know if you have succeeded and met your objectives? How are you going to evaluate your success, what performance indicators and evaluating measures will you use?
It's important to assess your strategy/project so that any changes, if necessary, can be made when engaging in a similar strategy/project in the future. 

· Did you achieve your goal? 
· Did you reach the right audience?
· Did you use the right tools?
· What was the end result?
· Did you come in on budget? If you didn't, why not?

To evaluate your success, be sure to keep qualitative data, also known as a narrative. Quantitative data (numbers) doesn’t always tell the full story; by adding a narrative to your numbers, you can paint a fuller picture. Additionally, as you plan for your next campaign, it allows you to remember anecdotal information that numbers may not have told. 
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