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Index

Administration. See Management
Advocacy, 172
Annual reports, 35, 250, 251
Apparel, 145
Audience identification. See Target audiences,

identifying (step 3)
Audience responsiveness, 113, 114, 120
Audience segments, 67
Audio

advantages and disadvantages, 137
as communications vehicle, 136–138, 145
guidelines for use of, 138
tips for use of, 137
types of vehicles, 139

Audit of communications. See Communications
audit

Banner art, 145
Benefits of strategic communications planning,

8, 9
Billboards, 145
Blogs, 32, 134
Board of directors

awareness of communications plan, 168
board reviews, 32
crisis communications, 16–18
and framing analysis, 95, 96
internal analysis, input on, 47
interviews of as part of communications audit,

34, 35
leadership, 169
role of in strategic communications planning, 9,

10
SWOT analysis, participation in, 50, 53

Brochures, 35, 36, 130, 251. See also Print media
Browsers, 141
Budget. See Financial planning
Bulletin boards, 32, 134
Bumper stickers, 145
Business cards, 35, 36
Buttons, 145
Buy-in of strategic communications plan

donor community support, 168–174
organizational ownership, 164–168

Calendar of activities, holidays and events,
162, 208

Caring Connections
key themes, 89, 90
message frames, 90
mission statement, 28

Celebrities, 252
Chief executive officer (CEO)

crisis communications, 17–18
leadership, 169
and planning process, 9, 21

Clipping services and analysis, 156
Collaboration. See also Outreach partners

and strategic communications plan, 171, 172
Color, use of in print media, 131
Communications action team (CAT)

communications audit, review of, 31. See also
Communications audit

ethnic community members, 261
forming, 11, 22
identifying potential members, 13
meeting with communication audit team, 37
meetings, 11
members, criteria for selecting, 12–14, 22
number of members, 13
Planet 3000 example, 219–222
and planning process, 2
preparation for planning, tips for, 30, 31
project goals, identifying communications

challenges, 31
recruiting members, 13–14
responsibilities of, 11, 12
and structure of workbook, 4
time management tips, 21
tips for building support for the

communications plan, 166–168
and use of Web site, 5
worksheet for forming team, 22

Communications audit
additional research, 38
audit summary (worksheet 6), 40, 41
communications materials, analysis of, 35, 36
components of, 34
defined, 32
expectations, 33
frequency of, 32
interviews, 34, 35
inventory and analysis, 35–37
methodology for conducting, 34–38
need for, 32
planning, 34
and problems with communications,

31, 32
purpose of, 33
recommendations, 37, 38
report, 34, 37, 38
review of audit, 31
and strategic use of communications vehicles,

144, 145
team. See Communications audit team
tips for conducting, 38
Web site usability testing, 36, 37

Communications audit team
forming (worksheet 3), 23
meeting with communication action team, 37
members, criteria for selecting, 14, 15, 23
role of, 14–15
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Communications inventory and analysis,
35–37

existing communications vehicles and strategies,
worksheet for evaluating (worksheet 21),
147, 148

Communications Network, 7
Communications objectives, defining (step 4)

action verbs, 82, 83, 85, 86, 189
and audience support, 85
creating, 82, 83
and cycle of communications process, 81–85
defined, 25
examples, 83, 84
measurable, 78–81
overview, 77–80, 154
as part of strategic communications planning

process, 2, 3, 161
SMART objectives worksheet (worksheet 13), 86
SMART test, 80, 81, 85
and target audience, 82, 83, 85. See also Target

audiences, identifying (step 3)
target dates, 78, 80
template, 189–191
terminology, 78
tips for developing measurable objectives, 81
tips for developing objectives, 85

Communications vehicles and dissemination
strategies (step 6)

alternative media, 145
audience perceptions, influence on, 113, 115,

116, 120
audience responsiveness, 113, 114, 120
budget issues, 113, 118–120
case studies, 121–127
criteria for selecting vehicles, 113–119
effort required to implement, 113, 117, 118, 120
existing vehicles and strategies, Planet 3000

evaluation, 243, 244
existing vehicles and strategies, worksheet for

evaluating (worksheet 21), 147, 148
Future Generations case study, 120–124
inventory and analysis of vehicles, 35–37
maintaining communications vehicles, 31, 32
for meeting communications objectives,

127–145
message control, 113, 116, 117, 120
new vehicles and strategies, Planet 3000

example, 245
new vehicles and strategies, worksheet for

planning (worksheet 22), 152
number of vehicles, 31
Planet 3000 case study, 124, 125–127, 243–245
and planning process for strategic

communications, 3, 161
portfolio of communications vehicles, 145
potential uses with other audiences, 113, 119,

120
relationship with audience and/or messenger,

113–115, 120
and strategic communications plan, 171
strategic options, worksheet for evaluating

(worksheet 20), 146
strategic use of communications vehicles,

144–145

strategies for meeting objectives, evaluating,
119–127

template, 198–203
types of communications vehicles, 32, 35, 36,

127–144, 145
Community position and leadership potential, 70,

71
Consumer products, 145
Controversies. See Crisis communications
Crisis communications

controversies, 16
crisis control team, 17, 18, 24
emergencies, 16
forming crisis communications team (worksheet

4), 24
planning for, 16–18
planning team, 17, 18, 24
purpose of, 17
staff as members of crisis control team, 17

Demographics
external analysis, 48, 52, 54, 179, 212
target audiences, 69, 70

Development
financial planning and fund development, 170,

171
internal analysis, 45, 47

Direct mail as communications vehicle, 130, 173.
See also Print media

Dissemination strategies. See also Communications
vehicles and dissemination strategies (step
6)

as part of strategic communications planning
process, 3

Documentation needed for strategic
communications planning process, 30

Domain names, 141, 142
Donors. See also Stakeholders

audience segments, 67
donor community, obtaining buy-in from,

168–175
interviews with, 34

Drucker, Peter, 26

E-mail
advantages and disadvantages of, 135–136
as communications vehicle, 133–136, 145
discussion groups, 32
guidelines, 136
tips for using, 137
types of vehicles, 136

E-newsletters, 32
Economic forces, external analysis, 49, 54, 212
Electronic communications as communications

vehicle, 133–136, 145. See also E-mail
Elevator speech, 88, 100, 249
Emergencies. See Crisis communications
Environmental scan. See Situation analysis (step 2)
Ethnic communities, reaching through

partnerships and coalitions, 259–261
Evaluation surveys

communications impact, 156, 157. See also
Measurement and evaluation (step 7)

target audience research, 72
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Evaluation tools, 155–157
Exit interviews, 72
External analysis (opportunities and threats)

demographic forces, 48–49, 52, 54, 179
economic forces, 49, 54, 179
overview, 43, 48
partners and stakeholders (worksheet 10),

61–64
Planet 3000 example, 212–214
political forces, 49, 55, 180
situation analysis worksheet (worksheet 7),

54–56
social forces, 48, 49, 56, 180
and SWOT analysis, 50, 53
technological forces, 48, 49, 55, 58, 179
tips for, 50

Face-to-face meetings as communications vehicle,
127–130, 145

Fact cards, 251
Fact sheets, 35, 250
Financial planning

budget planning, 162
budget sheet, 209
communications vehicles and dissemination

strategies, 113, 118–120
financial stability, 170
fund development, 170
and internal analysis, 44, 57
Planet 3000 internal analysis, 215
priorities, reviewing, 29–31

First impressions, 98, 99
Focus groups

as evaluation tool, 155
and internal analysis, 47
target audience research, 73
use of in developing communications plan, 38
use of in monitoring communications, 32

Fonts, 253
For-profit organizations, communications needs

versus nonprofit sector, 8
Form 990, 251
Fund development, 170, 171

Geographic information, target audience, 69, 70
Gladwell, Malcolm, 70
Goals. See also Objectives

defined, 25
functional, 30
internal management, 30
mission statement and goals (worksheet 5), 39
Planet 3000, 211
program goals, 30, 78, 85
project goals, 31, 78
review of, 29–31

Graphic design
consistency, 36
style manuals, use of, 36, 253, 254
use of in print media, 131

Graphs and charts, use of in print media, 131

Headlines and titles, use of in print media, 131
Human resources, internal analysis, 45, 46, 52, 57
Hypertext links, 141

Hypertext markup language (html), 141
Hypertext transfer protocol (http), 141

Image, defined, 87
Impact objectives, 85
In-kind contributions, 174
Informal discussions

stakeholders, 50
target audience research, 73

Infrastructure, internal analysis, 45, 46, 47, 58
Planet 3000 example, 215, 216

Instant messaging, 32
Internal analysis (strengths and weaknesses)

administration, 45, 46, 52, 56
development, 45, 47
and financial planning, 44, 57
human resources, 45, 46, 52, 57
infrastructure, 45, 46, 47, 58
organizational culture, 44, 45, 47, 48
overview, 43–44
Planet 3000 example, 214–216
programs, 45, 46
situation analysis worksheet (worksheet 7),

56–58
and SWOT analysis, 50, 53
tips for, 47

Internet. See also E-mail; Web sites
background, 141
online surveys, 156, 157

Interviews
exit interviews and target audience research, 72
as part of communications audit, 34, 35
with target audience members, 50

Intranet, 142
Inventory of communications. See

Communications inventory and analysis
IRS Form 990, 251
Issue frames and message development (step 5)

episodic frames, 93
first impressions, 98, 99
framing analysis, 93–96
framing analysis, simple (worksheet 14), 106
framing analysis worksheet (worksheet 15), 107
‘‘human face’’ worksheet (worksheet 19), 112
key themes, identifying, 89–96
language, use of, 100, 101, 103, 104, 192, 193
language worksheet (worksheet 16), 108
media role in framing, 91–93, 96
message development, 88, 89, 98, 99
message frame, 89–91
message platform, 103
message triangle (issue, relevance to target

audience, action request), 89, 102, 103
and mission statements, 99
organizational description worksheet

(worksheet 17), 109
organizational descriptions, 87, 88, 99–101, 249,

250
as part of strategic communications planning

process, 3
persuasive message development worksheet

(worksheet 18), 110, 111
persuasive messages, 101–105, 192, 193, 194,

236, 237
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Issue frames and message development (Continued)
as process, 87–89
reframing, 91, 96–98
terminology, 87, 88
thematic frames, 93
tips for conducting framing analysis, 96
tips for creating persuasive messages, 104, 105
umbrella message, 89

Iyengar, Shanto, 93

Karel, Frank, 7

Lakoff, George, 90
Language usage

action verbs, 82, 83, 85, 86, 189
issue frames and message development, 100,

101, 103, 104
language worksheet for message development

(worksheet 16), 108
mission statements, 29, 31
Planet 3000 example, 234
style manual guidelines for, 254

Leadership
characteristics, 70, 71
and obtaining buy-in from donor community,

169
potential for and identifying key audiences, 70,

71
Letterhead, 35, 36
Levinson, Jay, 105
Listservs, 32, 134
Logos, 253

Magazines, 35
Management

and framing analysis, 95, 96
internal analysis of administration, 45, 46, 52, 56
interviews of as part of communications audit,

34, 35
leadership, 169
support and commitment, 45, 46
SWOT analysis, participation in, 50, 53

Management objectives, 44, 56, 230
March of Dimes, changes in mission, 26, 27
Measurement and evaluation (step 7)

clipping services and analysis, 160
communications objectives, 78–80
evaluating strategic options, Planet 3000

example, 250
evaluation process, 155, 156
evaluation tools, 159–161
focus groups, 159. See also Focus groups
impact of communications, measuring, 158, 159
objective performance measures, 175
objectives, specifying, 158. See also

Communications objectives, defining (step
4)

outcome measures, Planet 3000 example, 246
outcome measures, template for

communications plan, 205–207
outcome measures, worksheet for developing

(worksheet 24), 159
as part of strategic communications planning

process, 3, 162

performance standards, 171
report, 157, 158
review of strategic communications plan

concepts, 152, 153
surveys, 156, 157. See also Surveys
template, 204–207
tips for successful evaluations, 158
tracking communications activities, 154

Media review, 72
Meetings

communications action team and audit
team, 37

face-to-face meetings as communications
vehicle, 127–130

Membership
applications, 35
leadership potential, 71
surveys, target audience research, 72

Message, defined, 88
Message development. See Issue frames and

message development (step 5)
Message framing. See also Issue frames and message

development (step 5)
Caring Connections, 90
defined, 88
episodic frames, 93
framing analysis, 93–96
framing analysis worksheets, 106, 107
media role, 91–94, 96
multiple frames, 92
Planet 3000, 90, 91
reframing, 91, 96–98
thematic frames, 93

Message platform
defined, 88
elements of, 101
purpose of, 103

Message triangles, 89, 102, 103, 165
Metatags, 142
Metrics. See Measurement and evaluation (step 7)
Mission

as basis for strategic communications, 26
defined, 25
mission statements. See Mission statements
and purpose of strategic communications, 8

Mission statements
and analysis of communications materials, 36
Caring Connections, 28
clear and simple language, 29, 31
defined, 87
elements of, 27
examples of, 28
as foundation for message platform, 29
and identifying key themes for message, 90
length of, 29, 31
and message development, 99
and message platform, 103
mission and goals (worksheet 5), 39
The National Conference, 28
as part of communications materials, 36
Planet 3000, 28, 211
purpose of, 26, 30
review of, 26–31

Moeller, Susan, 91
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Mothers Against Drunk Driving (MADD), 93
My Space, 134

The National Conference, mission statement, 28
Need for effective communications strategies, 1
Newsgroups, 135
Newsletters, 165

Objectives. See also Goals
communications objectives. See Communications

objectives, defining (step 4)
defined, 25, 77
impact objectives, 85
management objectives versus program

objectives, 44, 56
outcome objectives, 77, 78, 80
process objectives, 77–80, 85
program objectives, 44, 56, 78
review of, 29–31

Opportunities and threats (OT). See Strengths,
weaknesses, opportunities and threats
(SWOT) analysis

external analysis. See External analysis
(opportunities and threats)

Organization culture, internal analysis, 44, 45, 47
Organization description

defined, 87, 88
description worksheet (worksheet 17), 109
importance of, 249, 250
and message development, 99–101
as part of communications materials, 36
Planet 3000 example, 235

Organization development, 169, 170
Outcome measures. See Measurement and

evaluation (step 7)
Outcome objectives, 77–80
Outreach partners. See also Partnerships and

coalitions
and identifying target audiences, 68, 73
and strategic communications plan, 171, 172

Partnerships and coalitions
advantages and disadvantages of, 256, 257
coalition assessment form, 257
ethnic communities, reaching, 259–261
guidelines for, 257, 258
new audiences, outreach to, 258
new partnerships, forming, 258, 259
outreach partners, 68, 73, 171, 172
purposes of, 255
tips for building partnerships and coalitions, 260
use of, 255

Photos
style manual guidelines for, 254
use of in print media, 130, 131

Physical environment, infrastructure analysis, 45,
46, 58

Piggyback surveys, 72
Planet 3000

audience profile worksheet, 229–232
communications action team (CAT), worksheet

for forming, 219–222
existing vehicles and strategies, worksheet for

evaluating, 243, 244

external analysis, 212–214
goals, 211
human face on project worksheet, 238–241
internal analysis, 214–216
key themes, 90
language worksheet, 234
message frames, 90, 91
mission statement, 28, 211
mission statement and goals worksheet, 211
new vehicles and strategies, planning worksheet,

245
organization description worksheet, 235
outcome measures, worksheet for developing,

246
persuasive messages, worksheet for developing,

236, 237
situation analysis, 212–216
SMART communications objectives, worksheet

for developing, 233
strategic options, worksheet for evaluating, 242
strengths, weaknesses, opportunities, threats

analysis worksheet, 218
strengths, weaknesses, opportunities, threats

worksheet, 217
target audience identification worksheet, 227,

228
Planning process for strategic communications

benefits of, 8, 9
board, roles and responsibilities, 9, 10
commitment to, 19
communications action team. See

Communications action team (CAT)
communications audit team. See

Communications audit team
communications objectives. See

Communications objectives, defining (step
4)

crisis communications. See Crisis
communications

documents needed, 30
frequency of strategic planning, 25
issue frames and message development (step 5).

See Issue frames and message development
(step 5)

measurement and evaluation (step 7). See
Measurement and evaluation (step 7)

preparing to plan (step 1). See Preparation for
planning (step 1)

readiness for strategic communications
(worksheet 1), 6

roles and responsibilities, 9–16. See also
Communications action team (CAT)

situation analysis (step 2). See Situation analysis
(step 2)

staff, roles and responsibilities, 9–11
steps, overview of, 2, 3
strategic framework, tips for creating, 53
target audiences, identifying (step 3). See Target

audiences, identifying (step 3)
terminology, 25
time management, tips for, 21
timeline for, 19, 161
worksheets and action steps, chart of, 19, 20

Political forces, external analysis, 49, 55, 213
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Power and leadership potential, 70, 71
Preparation for planning (step 1)

communications action team. See
Communications action team (CAT)

communications audit. See Communications
audit

goals, objectives, and financial priorities, review
of, 29–31

and mission of organization, 26–29
mission statement and goals (worksheet 5), 39
as part of strategic communications planning

process, 2
readiness assessment (worksheet 1), 6
terminology, 25

Press kits, 250
Print media

advantages and disadvantages of, 131–132
audience response to, 130
as communications vehicle, 130–133, 145
elements of, 130, 131
guidelines, 132
taking advantage of exposure, 174
tips for use of, 132, 133
types of, 131

Process objectives, 77–80, 85
Program objectives, 44, 56, 78
Programs

goals, 30, 78, 85
internal analysis, 45–46
objectives versus management objectives, 44

Project goals
defined, 78
identifying communications challenges, 31

Psychographic information, target audience, 70
Publications, 35

Question-and-answer sheets, 251
Questionnaires, use of for target audience

research, 72

Readiness for strategic communications. See also
Preparation for planning (step 1)

readiness assessment worksheet (worksheet 1), 6
Reports

communications audit, 34, 37, 38
measurement and evaluation, 157, 158

Reputation, and leadership potential, 70

Scheduling. See Time management
Seal of approval, 252
Search engines, 141, 142
Sidebars and boxes, use of in print media, 131
Situation analysis (step 2)

defined, 25
external analysis (opportunities and threats). See

External analysis (opportunities and
threats)

internal analysis (strengths and weaknesses). See
Internal analysis (strengths and
weaknesses)

as part of strategic communications planning
process, 2, 161

Planet 3000 example, 211–216
purpose of, 43

SWOT analysis. See Strengths, weaknesses,
opportunities and threats (SWOT) analysis

template, 177
Slogan, defined, 88
SMART (specific, measurable, appropriate,

realistic, and time-bound) objectives, 2, 3
achievable objectives, 81
communications objectives, 80, 81, 85, 161
measurable objectives, 81
Planet 3000 example, 233
realistic objectives, 81
specific objectives, 80, 81
time-bound objectives, 81

Social forces, external analysis, 48, 59, 214
Social networking, 134
Specific, measurable, appropriate, realistic, and

time-bound (SMART) objectives. See
SMART (specific, measurable, appropriate,
realistic, and time-bound) objectives

Staff
assessments, 32
human resources, internal analysis,

45, 46, 57
internal analysis, input on, 46, 47
as members of crisis of control team, 17
morale, 44
and organizational culture, 44, 45
role of in strategic communications planning,

9–13
Stakeholders

and communications audit, 38
critical partners and stakeholders, worksheet

(worksheet 10), 61–64
informal discussion groups with, 50
and internal analysis, 47
interviews of as part of communications audit,

34, 35
key financial stakeholders, 47
and SWOT analysis, 50

Strategic communications. See also Strategic
communications plan

defined, 7
framework for plan, tips for creating, 53
importance of, 8
planning. See Planning process for strategic

communications
purpose of, 25
and strategic planning, 25

Strategic communications plan
benefits of strategic communications planning,

8, 9
organizational ownership), 164
creating support for, 167–168
donor community support, 170–177
elements needed, 173
financing, 172, 173
flexibility of, 162
implementing, 171
income-producing possibilities, 174
nonfinancial contributions (in-kind

contributions), 174, 175
opportunities for communications, taking

advantage of, 172-173, 175
overview, 163, 164
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planning process. See Planning process for
strategic communications

and sustainable capacity, 168
template, 177–209

Strategic plan
and communications plan, 1, 2, 25, 29, 77
goals and objectives, 30
strategic planning model, 45

Strengths, weaknesses, opportunities and threats
(SWOT) analysis

board and management participation in, 50, 53
identifying (worksheet 8), 59
matrix, example, 46
matrix (worksheet 9), 60
overview, 43, 51–53
Planet 3000 example, 185, 186
strategic initiatives, identification of, 53
tips, 76

Strengths and weaknesses (SW). See Strengths,
weaknesses, opportunities and threats
(SWOT) analysis

internal analysis. See Internal analysis (strengths
and weaknesses)

Style elements, 36
Style manuals, 36, 253, 254
Surveys

by e-mail, 134
and external analysis, 48
online, 156
sampling surveys as evaluation tool, 156
target audience research, 72
use of in developing communications plan, 38
use of in monitoring communications, 32

Sustainable capacity, 168–175
SWOT analysis. See Strengths, weaknesses,

opportunities and threats (SWOT) analysis

Tagline, defined, 88
Target audiences, identifying (step 3)

active public, 65–66, 81, 85
audience profile, 76, 187
audience profile worksheet (worksheet 12), 76
aware public, 65, 90, 155
critical partners and stakeholders, worksheet

(worksheet 10), 61–64
demographics, 69, 70
donors, 67
engaged public, 65–67, 81, 85
general public, 65
geographic information, 69, 70
key audiences, 68, 73
leadership potential, 70, 71
and message development, 88, 89. See also Issue

frames and message development (step 5)
and outreach partners, 68, 73
overview, 65–67
as part of strategic communications planning

process, 2, 161
Planet 3000 example, 223–228
priority audience, 68, 71, 73, 76, 188
psychographic information, 70
research on, 72, 73
segments, 67, 69, 70, 73
and strategic communications plan, 172

template, 177, 178
tips for, 76
understanding the audience, 67–73, 261
worksheet for (worksheet 11), 74, 75

Technology
external analysis, 49, 50
infrastructure. See Infrastructure, internal

analysis
and strategic communications plan,

171, 172
Time management

calendar of activities, holidays and events, 162,
208

importance of in planning process, 19
planning process tips, 21

U.S. Census Bureau, as source of demographic
information, 69

Vehicles for communication. See Communications
vehicles and dissemination strategies (step
6)

Videos
advantages and disadvantages, 139
as communications vehicle, 137–140
guidelines for use of, 139, 140
inventory and analysis of communications

materials, 35
production, 139
tips for use of, 140
types of vehicles, 139
vlogs (video blogs), 32

Vision
defined, 25
and mission statement, 26
as part of communications materials, 36
and strategic communications plan, 29

Vlogs (video blogs), 32

Web browsers, 140
Web sites

advantages and disadvantages of, 143
analysis as part of communications audit, 35
banner art, 145
Communications Network, 7
as communications vehicle, 144–146
content and purpose of, 141
design, 142, 254
guidelines for, 143
importance of, 252
light, layered, and linked, 36, 37, 141, 252
maintenance, 32, 37, 142
metatags, 142
Strategic Communications Planning, 5
style manual guidelines for, 254
tips for use of, 144
types of, 142
usage-centered design, 36, 37
user-centered design, 36, 37
usability testing, 36, 37

Workbook
audience for, 1
structure, 3, 4
use of, 4, 5
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Worksheets
audience identification (worksheet 11), 74, 75
audience profile (worksheet 12), 76
communications action team, forming

(worksheet 2), 22
communications audit summary (worksheet 6),

40, 41
communications audit team, forming

(worksheet 3), 23
crisis communications team, forming

(worksheet 4), 24
existing communications vehicles and strategies,

worksheet for evaluating (worksheet 21),
147, 148

external analysis, partners and stakeholders
(worksheet 10), 61–64

external environment, situation analysis
(worksheet 7), 54–56

framing analysis, simple (worksheet 14), 106
framing analysis worksheet (worksheet 15),

107
‘‘human face’’ on project (worksheet 19), 111
internal environment, situation analysis

(worksheet 7), 56–58
language worksheet (worksheet 16), 108
mission statement and goals (worksheet 5), 39
new communications vehicles and strategies,

worksheet for planning (worksheet 22), 149
organization description (worksheet 17), 109
outcome measures, worksheet for developing

(worksheet 24), 159
persuasive message development (worksheet

18), 110, 111
Planet 3000 examples. See Planet 3000
planning worksheets, chart, 20
readiness assessment (worksheet 1), 6
SMART communications objectives, developing

(worksheet 13), 86
strategic options, worksheet for evaluating

(worksheet 20), 146

strengths, weaknesses, opportunities, and
threats, identifying (worksheet 8), 59

and structure of workbook, 3, 4
SWOT analysis matrix (worksheet 9), 60
use of in developing written plan, 3
worksheet 1, readiness for strategic

communications, 6
worksheet 2, form a communications action

team, 22
worksheet 3, form a communications audit

team, 23
worksheet 4, form a crisis communications team,

24
worksheet 5, mission statement and goals, 39
worksheet 6, communications audit summary,

40, 41
worksheet 7, situation analysis, 54–58
worksheet 8, strengths, weaknesses,

opportunities, threats, 59
worksheet 9, SWOT analysis, 60
worksheet 10, external analysis, 61–64
worksheet 11, audience identification, 74, 75
worksheet 12, audience profile, 76
worksheet 13, develop SMART communications

objectives, 86
worksheet 14, simple framing analysis, 106
worksheet 15, framing analysis worksheet, 107
worksheet 16, language worksheet, 108
worksheet 17, organization description, 109
worksheet 18, develop persuasive messages, 110,

111
worksheet 19, put a human face on your work,

112
worksheet 20, evaluating strategic options, 146
worksheet 21, evaluate existing vehicles and

strategies, 147–148
worksheet 22, plan new vehicles and strategies,

149
worksheet 24, develop outcome measures, 159

Written communications plan, elements of, 3
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