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HOW TO CREATE YOUR
COMMUNICATIONS PLAN

GOALS

Why are you communicating?

AUDIENCE

Who do you want to talk to?

MESSAGE

What are you going to say? How are you going to say it?

TACTICS

Which tools will you use to tell people what you want to say?
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RIDE

Volunteer for the 7th Annual Buzzards Bay
Watershed Ride

Join more than 70 other volunteers to help to support the 75-mile event that takes
cyclists throughout the watershed. Join the fun and help the Coalition raise critical
funds to save our irreplaceable bay.

Volunteer Needs

Volunteers are needed on Oct. 6 but also in the weeks and days before the event,




SHIFTING FOCUS

What do you want people to know?

What do you want people to do?

What will people remember?




GOALS
WHY ARE YOU COMMUNICATING?

A goal Is the end, not the means.

Without clear goals that everyone agrees on,
conflict can arise.

Set SMART goals that put you on a
path toward success.




SETTING SMART GOALS

ﬁjEALISTIC
AC ST L D e

N W) T




EXAMPLES OF SMART GOALS

“To get more members.”
“To grow our membership by 200 people by the end of 2014.”

“To raise awareness of our land trust.”

“To increase awareness of our land trust’s publicly accessible
protected properties among outdoor enthusiasts
with children under age 13.”

“To find more volunteers.”

“To recruit and retain 20 new quality volunteers through existing
relationships with current staff, board members, and volunteers.”




AUDIENCE

WHO DO YOU WANT TO TALK TO?
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DEFINING YOUR AUDIENCE

Retirees

Mothers of children under age 18

Voters

Local elected officials
Elementary school students

Outdoor enthusiasts

Land owners




CREATE A PERSONA

Create a character that embodies your audience.

Who is this person?
What is he/she interested in?
What does he/she value?

Why might he/she resist your message?




EXAMPLE OF A PERSONA

Janet, 64, Westport
Occupation: Retired teacher
Family: Husband and three grown children

Household income: $55,000/year

Ever since Janetretired from herjobas an
elementary schoolteachertwo years ago,
she feelslike she’s been more active than
ever. Most mornings she wakesup at
sunrise and heads to the New Bedford
Y¥MCA to swim laps. Once a week she drives
to Rhode Island to watch her grandson for
the day while her daughter and son-in-law
are at work. She loves being grandma, and
she hopes herothertwo children have kids soon.

But Janet's favorite place to beis at home in Westport. She and her husband, Henry, recently finished
paying off theirdream home on the East Branch of the Westport River. She doesn"t know what she
would do without her serene little piece of paradise. She hopes to pass her home on to one of her
children someday soit can stayin the family for yearsto come.

Every day, Janettries to take a few minutes to sit in her Adirondack chair in the backyard and enjoy the
guiet view of the river. Sometimes she brings a book or knits; other times she just watches the water
flow by. She often sees people in kayaks, but she’s nevertried it herself —it looks a little too dangerous
to her.

On weekends, Janet mostly stays at home. Her children and friends often visit for tea or a home-cooked
meal. Henry likes to golf on weekends, but lanet has never taken much of an interestin the activity, so
she usually lets him go on his own with his friends.

Janet is connected to Buzzards Bay, but she is unaware of local environmental issues and is not
motivated to take action to protect and restore the Bay.




MESSAGE

WHAT ARE YOU GOING TO SAY?
HOW ARE YOU GOING TO SAY IT?




WHAT WILL PEOPLE
REMEMBER?

What s A Land Trust?

LAND TRUST ADVANTAGES




MESSAGE PYRAMID

1 SECOND

First impression

10 SECONDS

FPrimary message

2 MINUTES

Suppeort, proof

Brain Traffic: Content Strategy 101



EFFECTIVE MESSAGE
TECHNIQUES

TELL A STORY

Hook your audience on an ongoing narrative about your mission.

SOLVE A PROBLEM

Offer a solution to your audience’s wants and needs.

ANSWER A QUESTION

Provide information your audience is seeking.

USE TESTIMONALS

Find supporters who are part of your target audience.




TALK ABOUT HEALTH AND
SAFETY FIRST

Talk about water first and foremost.

Connect land conservation to public health.

Show how land conservation keeps
your community safe from natural threats.

The Language of Conservation 2013



TIE IN PEOPLE’'S VALUES

Emphasize benefits to people as the best reason to
conserve land over protecting nature for its own sake.

Stress the importance of protecting natural areas
to help children spend more time outdoors.

Talk about protecting land and water for future generations.
Use inclusive language such as we and our.

Tap into people’s pride of place.

The Language of Conservation 2013



USE WORDS THAT WORK

Open space -> Natural areas
Recreation - Family activities
Watershed = Upstream and downstream

Biodiversity = Fish and wildlife

Sprawl = Poorly planned growth

The Language of Conservation 2013
Water Words That Work LLC







SHOW FACES



SHOW BEHAVIORS




TACTICS

WHICH TOOLS WILL YOU USE?




MANY OPTIONS
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USE THE BEST CHANNELS FOR
YOUR MESSAGE AND AUDIENCE

Only take on what you have time to commit to.

Keep your content updated and fresh.

Be consistent.

Include lots of great photos.




ALWAYS KEEP IN MIND

What do you want people to know?

What do you want people to do?

What will people remember?




QUESTIONS?

Alicia Pimental
Communications and Outreach Manager
Buzzards Bay Coalition
(508) 999-6363 x226

pimental@savebuzzardsbay.orq

Twitter: @aliciapimental
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