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Part I

Presentation on Collaborative Communications from Cheryl 

Fields (See attached PowerPoint) 
Cheryl Fields Background

· Currently works for Langhaum Mitchell Communications
· Previous work experience as Congressional Aide, working in a non profit, public relations, and journalist

· As a journalist focused on higher education and was the editor of a higher education journal

Collaborative Communications Presentation

Communicating

Diversity is an important issue in communication because people get 
information in different ways

Increased diversity and awareness of diversity has changed 
communication


Technology is used by diverse groups in different ways


Non-profits need strategic communication to help with media relations
Do you have a strategic communications plan?


Colleges and business have them but departments within organization 
also need to 
know how to use the plan

“Personal Experience” is more important than media relations

Example: The city of L.A. wanted to build a freeway in a community. They wanted to excite the citizens before the freeway was built, but they were having trouble. 
· Business community needs to show what the highway will bring

· An educational experience

· The city finally started speaking at grassroots meetings and placed articles in business journals. 

Strategic Communication: “Getting people you want to reach to know and do what you want”

Without communication you can’t get people to do what you want


Role of Communication is not just to communication with staff

Need to talk to all the players including: the Development, Programming, 
Service and Delivery departments of an organization

Example: A Public Relations Firm came in with a strategic communications plan but the service delivery department felt things were missing
The board of the organization also needs to be involved

Benefits

Everyone in the organization is doing some sort of communication; you need a plan to get focused.

The strategies and tools used to implement the plan need to be evaluated. 

You Can Afford a Strategic Communications Plan

People often use the excuse that they can’t afford a strategic communications plan
These days with the internet people that think that way are naïve.
Even if you don’t have much money a basic plan needs to be established.
Evaluate what your company is doing and how they are spending money. Examine your budget to see what the best use of your resources is.
Larger Non-profits

Can create collaborations around communication

This allows you to take advantage of organizations and affiliates you are already in relationships with

Example: LA freeway


When looking for an external firm to create your strategic communications 
plan makes sure that the firm has a history of working in your niche

It is best to find someone familiar with your area because this will save 
money and time spent explaining what you do.
Communication 

· Goals & Objectives

· Audience

· Theme & Messages

· The entire organization needs to be involved in creation
· Strategy

· Tactics

· Evaluation

Theme and Messages:


What is your message?


Example: “We have a product that is the gold standard in teaching and we 
want a memorable experience to be standard”


Do you evaluate /survey


Experience is networking


Do you survey? Yes common thread “we have gone here now what”


Talk about before hand


Need to talk to individuals about before and after to assess

Developing message process

· Talk to participants

· Testing

· Focus group: “Non Scientific” includes your audience

Branding- More Non Profits need to brand

Example:  Kellogg Leadership for Community Change (KLCC)
Kellogg has a leadership development process and as the population of participants changed, they needed to refocus their message to collective leadership.

The message needed to capture the idea of KLCC and note that it is not about just any one person.

Lots of new information had to be included and it took some time to create something that didn’t sound hokey.

Ultimately people like the new message because it was more inclusive.

KLCC also has various different sites that required their own dynamic plan
Kellogg gave each site grant money for communication, with the option to use spend it however they wanted including developing a strategic communications plan.

Not all sites developed a communication plan, but the sites with the most success had a plan.

Example: Buffalo, New York Site

The Buffalo site was very sophisticated on grassroots community organizing.

The site was convinced to hold a workshop on communication and realized that they need a communication plan. After the plan was created, they had immediate change.

When the Buffalo site wanted to engage voters in order to get a new school board, they were frustrated about how to get people.

They came up with a plan that included use of the media and coffee talks about the issues

· Doubled voter turn-out

However three years later: the communication director left and site Fellows moved so communication stalled. The host organization was embedded into certain people and not the strategic communication plan, they forgot their audience.

Themes:
KLCC is crossing boundaries to engage traditional leaders as well as non-traditional leaders.

You have to tailor your message to each different community.
Tactic: You should always use a multi-tactic approach


Example: The Jena Six Mass March


The demonstration had a clear beginning and an end; it was effective 
enough to get change.


Also used digital story telling, which allows people to tell what is on their 
mind.

- The Digital Age opened up the ability to use more guerrilla tactics

Evaluate: Ask what works and why it does or does not work.  

Plan to refer back to the lessons learned.

The Advent of the Digital Age: you don’t have to rely on media alone
Example: Jena Six bloggers

Don’t be fooled that newspapers will go away, but they aren’t they only media you should go to. 

Need to use media sources strategically and remember the audience you want to reach.

- Everything must be tied to a strategy of overall reaching goals

Part II

Discussion 
“What are some of your organizations experiences with the Digital Age?”

Example: Impact Silver Spring

The organization wanted brand and tag lines in order to improve community development and social networking 
The organization worked with a “sub-sub-subcontractor” from a big communication firm that had no skill.

Eventually they had to fire the firm and contact a “creative and hip” person.

Lesson: Always be clear about what you need from any firm.

Suggestions: Use Facebook


Need to hire a professional to provide technical assistance 



Establish a wiki site

When looking for tech support, ask other non-profits around you if they are willing to share a person.

When using technology be careful of all the new tools and modifications to old tools. Just because it’s new and improved doesn’t mean it’s appropriate.


Example: Kellogg created a social networking site after requests from their 
Fellows


They invited Fellows to help in creation of site, had fifty people come and 
most never returned.


Today there are only 250 members in their networking site.


The organization thought that young people would use the site but came 
to realize that young people use technology for play 

The site has already been created, but no one wants to invest more 
resources into it

· How can we create messages from what is already in use?


Lesson: Typically when people use a website and don’t find what they 
want they stop using it and it’s harder to get them to return.

Denise: The words that we use are very important to strategic communications


It’s a concept that I learned many years ago but it’s hard to get people 
to use.  Take the word communication out of plan and emphasize results 
when speaking to your organization.

· Results driven strategies are important because your message changes according to your audience.

· If the overall organization is not listening, target different programs individually and 

Robert: The product doesn’t always change but the people you are speaking to does.

· For example, if you are speaking to a group in Charleston South Carolina or teachers

Cheryl: Charles feels that his company has a business plan but not a communication plan.

· Ideally you should have a plan that integrates both

· Internally institutions need language too and the people we work with are part of the audience


Example: Kellogg has an internal newsletter that it got rid of last year


The organization wants to use the money something else, but they need 
another way to get their message out there.

“What are some other experiences people had with strategic communications plans?”

Jeff: DTI is a national organization and our funding has been program to program. We wanted to attract funding for an endowment, so we hired seven fundraising consultants for 1 day. They said 10% of the organization’s assets are a quality staff and connection to the board. While 90% of the organization’s assets are the stories of that people have about the results of their relationship with DTI.
It took seven years, but we are finally ready to invest money into getting stories and we have developed a framework to collect stories.

Andy Goodman, a former comic, is a master of telling stories

· www.agoodmanonline.com
· Why Bad Presentations Happen to Good Speakers
· Why Bad Ads Happen to Good Causes
· He also has a monthly newsletter called “Free Range Thinking”

· Al Gore used him to get training for 1,000 people who were giving “An Inconvenient Truth” presentation

Applicants are asked six questions including “What is your greatest achievement?”

· When given 5 facts and 1 story, the story is always more compiling.
Digital story telling is a very powerful tool

Jeff: We really want stories that will matter to the audience, something that they can connect to both emotionally and intellectually.

· Stories create a call to action and move people to get involved with the program.


Who the storyteller is also very important; if you change the 
spokesperson then you change the message.

“What if your message is considered outside the main stream, but you want to get people in the door and remain authentic?”

Sometimes in order to survive you have to go with different messages.


For example, you can change your resume to highlight different skills, 
strategic embellishment.



- If embellishing gets to gets to be dishonest then it’s wrong.
“How do you market needed skills to your organization”


Part of strategic communications is implicit on listening and learning. 
Listening and learning is essential to understanding what kind of 
communication a group needs.


The problem is that the balance of communication is skewed toward 
people who are always in your face.



- Need to diversify tactics so communication is not always peer to 


  peer 

“How do you communicate if people within the organization become adversarial and territorial?” 

The KLCC idea of collective leadership is not just everyone who gets 
along. You have to ask, what is our common ground? What can we agree 

to disagree on? Overall objective must be agreed on. All groups must at 
the table.

You have to find common definitions. Basic conversations can’t happen 
when people are territorial.


Need to get to a gracious space. We have to understand and not all 
argue.


This is a key question, because it applies across groups. Leadership is 
needed here because leaders set the tone for rule of engagement. 


Use stories from the people the organization serves because that’s the 
one group everyone cares about.



- Invite these stories into the conversation

Additional resources:
KLCC “The Collective Leadership Framework: A Workbook for Cultivating and Sustaining Community Change.”

www.klccleadership.org 

