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Achieving more with less



What we will discuss today

1) What digital communications results look like

2) Strategy: a map for getting to your goal

3) Engagement & communicating the issues

4) Some websites that do it well

5) First steps: An action plan













Join global campaigns





Multimedia engagement around issues





The benefits of blogging



The benefits of blogging



Why strategic communications?



The process

• Think 

• Prepare 

• Do 

• Improve

Courtesy of “Ripple”



Think: Your Organization

• What is your vision, what is your mission, 

what are you doing and why?

• What kind of institution are you? What can

you do?

• Who are your ‘competitors’ out there? What is 

your unique value proposition? 



Think: your network

• Who are your target audiences?

• Who should know about your work?

• Who do you need to engage with to address 

your issues?

• Who are you trying to affect/influence?



Think: Networking

• How can communications activities help you 

achieve your objectives?



Think Networking (2)

• What are you trying to achieve with each 

audience?

• What are your communications goals?



Think: Not Working

• What is not working for you?

• What communications-related challenges are 

you facing?



A planning worksheet

Item Network Office 1 Office 2

Overall objective

Situational analysis

Stakeholder analysis

• Primary target 

audience

• Secondary target 

audiences

Communication objectives

Key message(s) per audience

Appropriate channels for 

each audience

Activities, outputs and 

milestones

Resources available 

(capacity, budget, time)

Processes to support 

activities

Capacity development plan

Opportunities and support 

for allies

Monitoring plan and 

indicators



Prepare Messaging

• What is the key message you have to convey 

to each audience?

• What is the barrier you have to overcome?



Messaging: Molding

• What channels should you use to reach each 

audience?

• What products/services/outputs do you plan 

to produce?



Do: Resources

• What budget do you have?

• What capacity (skills + time) do you have to 

carry out your activities?

• What can you do yourself, and where do you 

need to hire external capacity?



Do: Roles and responsibilities

• Who will carry out what activity?



Do realignment

• What is your implementation plan? 

� What activities?

� What outputs?

� What milestones?



Learn and improve: Capacities

• What could have been improved?

• Where did you lack skills and capacities?

• Capacity development needed?



LinkedIn: An opportunity?





Join the conversation. 

Because it is happening all around us.



Good example of 

starting a conversation



Capturing success



Communicating results



Communicating results (2)



Websites











Suggested website improvements

• You are largely about outreach and 

engagement, but your websites take a more 

organizational approach

• It is not clear what the issues are around 

which you are engaging

• It is not clear what action people are to take 

when they visit your website



An action plan

• Develop clear communication strategy with 
terms of reference for all communications 
functions in your office

• Fix/expand the spokes (Twitter, Facebook, 
LinkedIn), then your websites

• Move from organizational web presence to an 
issue-based presence

• Move to web based model based on 
engagement



The ‘preconditions’

• Communications shouldn’t be seen as an 

afterthought after you have done a number of 

activities

• In order to demonstrate results, you need to 

think and plan strategically

• Invest in communications (otherwise it won’t 

happen!)



Thank you!


