HOW TO DEVELOP A COMMUNICATIONS PLAN 
adapted from  ww.hieran.com
What is a communication plan?  When should it be developed? Where does the information in the plan come from?  How do you write one, and why should you bother?
Overworked and under-funded communicators (Are there any other kind?) have a right to ask whether the work involved in developing a plan is worth it.  The answer is yes because a written communication plan will:

· Increase overall effectiveness of the communications of your partnership
· Give your day-to-day work a focus

· Help you set priorities

· Provide you with a sense of order and control,

· Help get support for your partnership program

· Protect you against last-minute, seat-of-the-pants communications decision-making
What Is a Communication Plan?

A communication plan is a written document that describes:
· What you want to accomplish with your partnership communications (your goals and objectives)

· Ways in which those communications  goals/objectives can be accomplished

· To whom your partnership communications will be addressed (Your audience—What do they need/want to know?)

· How you will accomplish your communications goals and objectives (the tools and timetable)
· How you will measure the results of your partnership program communications plan (evaluation)

Communications include all written, spoken, and electronic interaction with partnership audiences such as:

· Periodic print publications (newsletters, brochures, etc.); online communications (e-mail distribution list, website, ETSAL, etc.); meeting materials (Project Management website system: www.zohoprojects.com), etc., status reports; Presentations, etc.

How to Develop the Plan 
1.  Conduct a formal or informal communication audit (Evaluate your current communications) [OPTIONAL]
· How does your partnership communicate with stakeholders?
· What is each communication activity designed to achieve?

· How effective is each activity?

2.  Define your goals/objectives (Examples below)
Goal 1:  To cultivate a strong sense of involvement and control of the partnership by those most directly involved in implementing partnership activities.
Objective:  To create communication mechanisms and structures to improve/centralize partnership communication efforts and agree upon “who needs to know what, when and how.”    
Goal 2:  To cultivate investment and ownership of the partnership in people beyond the initiators and primary leaders.

Objective:   To make the partnership work visible to all current and potential stakeholders.
3.  Identify stakeholders (Examples below) 
· Internal
· Primary: Implementation Team, students and others closely involved in the work (e.g., parents of students involved in the program)
· Secondary: Less active teachers, school administrators, cultural organization personnel, parents, other arts partners
· External
· Cultural organization board members, administrative staff; school board, current funders/potential funders; media
4.  Determine what each particular stakeholder needs/wants to know about the partnership.  Determine what information is essential to all stakeholders and what information is specific to specific stakeholders. (Speculate what individual sensibilities must be considered—think about it from their point of view. Better yet, ask them what they want to know and the best way to communicate with them—what are their preferences?)
5.  Brainstorm ideas for the best communication strategies and/or resources to use to impart the information.

6.  Determine a timeline for imparting the information ((e.g., weekly, monthly, semi-annually, annually, etc.) and the person/group responsible. 
Nan Westervelt, Faculty

ESP Summer Seminar 2008

 
 
