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Sample -- Communications Strategy
Overall communication objective:

· To change behavior, i.e., increase Target readiness to change the way they perform their jobs

Guiding principles:

· Message needs (objectives), not communication vehicles, will drive the communication plan, e.g.,

· To build awareness re the change

· To share and/or obtain information

· To help obtain commitment or compliance

· To achieve understanding

· To source resistance

· To pinpoint expectations re personal behavior/action

· Provide support (to reinforce, help align, provide focus)

· There must be a frame of reference fit for messages and vehicles

· Communicate out of probability not out of certainty -- do not hold onto information until all details are known

· Be timely, what we know when we know it

· Strive for balanced communications – the good news plus the price to be paid, avoid corporate speak/spin

· Create a shared responsibility, establish and monitor feedback loops to check for understanding

· It’s a continuous process, e.g., say it “7 times, 7 different ways.”

Measurement:
· AIM Communication Audit Tool
· Data obtained from feedback loops attached to individual communication campaigns

Key target audiences *:

· Sponsors
· Agents
· Targets
· Other key stakeholders

* All audiences are targets for specific and tailored communications
Structure

· Core Team – organizes communication campaigns, liaises with project teams, brokers communication activities with Governance Team, provides AIM  communication perspective 

· Core Team + Communication Professional – identify communication needs, source content experts, edit & review

· Communication Professional – creates communications, leads campaign design, maintains Implementation Program Communication Plan

Communication Plan Template
	TARGET AUDIENCE
	ONGOING MESSAGES


	SOURCE

(who)
	VEHICLE

(how)
	DELIVERY DATE
	Feedback Loop
	CRITICAL MESSAGES CHECKLIST

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15

	A Sponsors 


	High level status, progress, Sponsor contract requirements 
	
	
	
	
	

	R Sponsors 


	Status, progress, events, priorities, contracts
	
	
	
	
	

	Agents 


	Priorities, roles, status, deliverables, interdependencies, obtain/share resistance type feedback
	
	
	
	
	

	Targets 
	General info, implementation  news, progress, events, collect feedback, behaviors
	
	
	
	
	

	Partner Lines


	General info, pertinent events, dependencies, impacts
	
	
	
	
	

	Other Key Stakeholders


	Pertinent events, status, dependencies, commitments, impacts
	
	
	
	
	


Critical Messages:

1. Definition:  What is ABC Implementation
2. Rationale:  Why is this critical to XYZ 

3. Objectives:  What are the targets for ABC 
4. Why is it critical to you?

5. External Drivers for the change:  What are the business, market driven challenges, to XYZ and ABC.

6.  How does ABC fit within the wider XYZ business strategy and prioritization schema

7. What is the consequence of not changing 

8. What is the timeframe for the overall ABC project

9. What is the timeframe for you to be involved in ABC
10. Why (sponsors) personally believe in the change – primarily via a face-to-face vehicle

11. What is changing for you/and your (target) group

12. What is not changing for you/and your (target) group

13. Where to go for more information (e.g., next steps, project information, FAQ’s)

14. How to provide feedback and input re implementation

15. Progress have we already in ABC
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