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Session Goals 

All communication without defined purpose 

is vanity 

• Understand the whys, whats and hows of 

strategic communication 

– What is strategic communication? 

– Why do it? 

– How to do it? 



• Defining Strategic Objectives 

• Audiences 

• Definable outcomes 

• Messages 

• Medium 

• Measurement 

Strategic Communication 



Defining Strategic Objectives 

• What are the purposes of communications? 

– Garner funding 

– Create or change policy 

– Inform those who need to know of goods, 

resources, or services available 

– Create customers 

Strategic Communication 



Defining Strategic Objectives 
• What is it that you want to accomplish? 

• Who are the actors necessary to accomplish the 

task?  

• What do you want them to do?  

• How will your messages compel them to act as you 

wish? 

• How will you reach them? 

• How will you measure success? 

Strategic Communication 



Objectives and Strategies 

• Different types of communication strategies 

• Organizational goals 

– Ongoing, regular communications with defined sets 

of audiences (which may change) 

• Campaign goals 

– Limited duration communications on an issue or 

activity with defined sets of audiences 

– Networking goals 

• Define measurements for each 



Defining Audiences 

Who are the “audiences” you seek to reach? 

Examples: 
•funders 

•policy makers 

•neighborhood residents 



Audiences 

Internal 
• Employees 

• Partners 

• Affiliates 



Audiences 

External 
• Funders, foundations, donors 

• Policymakers and influencers 

• Organizations with compatible goals 

• Potential clients for services 

• Voters and the general public 



Reaching Your Audience 

• What is the best way (or multiple ways) to reach 

them? 

• Usually more than one mode 

• Usually more than one set of audiences 

requiring different modes of communication 



Messaging 

• Informational 

– What is the issue of interest and where does the 

organization fit into it? 

• Persuasive 

– Why is the issue important? What will we do about 

it? What needs to happen to address issue? 

• Call to action 

– What must happen and what YOU should do 

 



How to Reach Intended  

Audiences 

• Communication takes many forms 
– Mediated (news reporting, what others say) 

– Unmediated 

• Advertising 

• Controlled (newsletters, brochures, etc.) 

– In person (conference, meetings, etc.) 

• A good media strategy integrates all forms of 
media to achieve desired outcomes 

 

 



Media 

• Mode of media must conform to audiences 

• Broadcasting 
– Traditional media, both print and broadcast 

– New media: blogs, Facebook 

– Advertising 

• Narrow casting 
– E-newsletters (or paper) 

– Websites 

– Direct marketing 

• In-between 
– Twitter 

 



Communication Types 

• Broadcast media: radio, television, national, and 

daily newspapers 

− Benefit: broad reach, can be repackaged  

− Negative: little control 

− Best used for “news” stories, innovation, editorial 

• Narrow cast media: blogs, specialty media 

− Benefit: more defined, “interested” audience 

− Negative: smaller reach 

− Best used for news and interest stories, 

developments in field 

 1/2 



Communication Types 

• Unmediated Media: brochures, e-newsletters, 

brochures, advertising, etc. 

− Benefit: total control of stories 

− Negative: no third-party validation 

− Should be used at all times, including when going for 

broad or narrow cast stories as well  
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Media Rhythm 

• Create proactive calendar of activities, stories, 
and events 

• Create once-a-month broadcast media contact 

• Create stakeholders outreach plan 
– E-newsletters and alerts 

– Stories and documents 

 



Media, Measurement,  

and Outcomes 

• Create metrics to measure effectiveness 

– Not just audience, but action 

– What is measurable over time? 

• Create method and opportunity to adjust plans 

and tactics 

– All feedback welcome 

– Not failures, “tests” 

 



Your Communication Strategy 

• Determine goals 

• Determine audiences 

• Determine key messages 

• Match key messages to the audiences who 
need to hear them 

• Find the right medium to make it happen 

• Measure your results 

 



Putting It All Together: The Tools 

• Materials 
– Print and e-newsletters 

– Brochures (e- and print) 

– Videos 

– Fact sheets 

– Flip books 

– Updatable overviews 

– Reports 

 



• Media opportunities 
– The event  
 (press conferences and more) 

– Media tours 

– The press briefing 

– The work in progress 

– The editorial board meeting 

Putting It All Together: The Tools 



Putting It All Together: The Tools 

• Visibility campaigns 

• Advertising 



Putting It All Together:  

Form Follows Function 

• What kind of communications campaign you engage in 
follows what your objectives are or don’t use an 
elephant gun to kill a fly 

• Use tools that meet your campaign or communications 
objectives – nothing more but nothing less 



Putting It All Together: The Public 

Awareness Campaign 

• Goal: Make public aware of a program/ 
 product/action 

• Message: We have something you need/want  
 and here’s how you get it 

• Actions: Press conference, advertising, visibility,  
 direct marketing 

Source: http://www.facebook.com/press/info.php?statistics 



Historic Chicago Bungalow Initiative 

• Goal: Get people to preserve housing 

• Message: Homes worth saving; we have the tools to help 
you do it 

• Campaign Duration: 10 years 

• Materials and Events: Press conferences, monthly 
seminars, expos, stories about successful renovation, 
awards, more 

• Measurements: Membership, loans and grants taken, 
attendance at bungalow events 



Historic Chicago Bungalow Initiative 



Find Your Place in Chicago 

• Goal: Get people to buy homes in down economy 

• Message: Safe investment, bargain prices, city backed; 
here’s how to obtain the housing 

• Actions: Press conferences, tours, outreach, incentives, 
more; e-blasts 

• Measurement: Homes sold 



Find Your Place in Chicago 



Putting It All Together: 

The Legislative Campaign 

• Goal: Pass progressive legislation within certain time 
period 

• Needed: Both editorial and popular support to spur 
legislators to act 

• Message: 
– To legislators: Great demand for action 

– To base: This is something that can help you if you speak out to 
legislators 

– Pass the bill 

• Actions: Visibility; press, press conferences; legislative 
visits 

• Measurement: Passage of legislation 

 
 

 

 



Low Income Housing Tax Credit 

• Goal: Get congress to enact and make permanent LIHTC 

• Message: Appropriate housing, lowers debt burden on 
renters while providing incentives for investors; provides 
local control; pass the LIHTC 

• Actions: 8 years of press conferences, exemplary 
stories, congressional visits, involvement of local officials, 
business people (increasing stake holders) education of 
congress, events with elected officials; local and national 
editorial coverage 

• Measurement: Permanent status 



Low Income Housing Tax Credit 



SB1498 

• Visibility: Yard sign Campaign “Home Owners Faced with 
Extinction” 

• Press Conferences: Giving Legislators chance to stand 
with people and take credit 

• Editorial board work 

• Neighborhood organizing 



SB1498 



The Multi-Faceted Campaign: 

RentBetter 

• Goal: Legislator acceptance, neighborhood acceptance; 
popular action 

• Actions: outreach and education, press conferences, 
multi-layered advertising, free media and direct outreach 
campaign 

• Message: Affordable housing can be had; Section 8 
(HCV) housing is helpful for a broad segment of people; 
here’s how to get it 

• Measurement: Sign-ups for housing 



The Multi-Faceted Campaign: 

RentBetter 



Now It’s Your Turn 

• Pick a problem/challenge 

• Got through the steps 
– Define strategic objectives & goals 

– Define Audiences 

– Messaging 

– Determine communication types & rhythm 


