COMMUNICATIONS

Planning for small
charities and
community groups
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What welll
cover
today

Elements of a simple
plan

Choosing who to reach

What you want them to
know

Ways to reach them:
Next steps



‘Wild tea’ short

: breakouts for peer

do it Answers in chat
Completing a template
Practical plan

A6



What's one
thing that's
working well
for you now?

‘Wild tea’

Pause and reflect
In pairs 4 minutes
Answers in chat




What needs to
be improved
and why?

In chat..



Team comms SWOT analysis?
Opportunities 557

Yellow




Answers in chat




A few ideas...

MERTON CENTRE Fop
INDEPENDENT LIVING

| ers and more
for graphics , social media, flyers, post
canva for gra| ’ iINng designs
reating . eeded
Adobe Eﬁpresesbfstre(; you can use, credit where n
Free photo w



https://www.canva.com/canva-for-nonprofits/
https://www.adobe.com/express/create
https://elink.io/p/free-photo-websites
https://youtu.be/NToS4uPtUHM

What
goals can

comms
help you
with?




Audience

An example of

Goal
communications
planning Barriers

Key

messages
Content
types
Channels
What does
success look KPI
like?

Senior decision makers

Secure investment in strategic approach to comms

Lack of
vision

Internal
politics

Lack of
knowledge

Comms can help us
achieve all of our
business goals

Trust your
comms
team

Thought

Case studies leadershin

Formal internal comms / knowledge
sharing sessions

Open and click rates / Attendance at
sessions

Charity Comms event: value of comms

aversion

Risk Stretched

budgets

Its It delivers

ROI

measurable
& iterative

Snackable data

Informal emails

Conversations started



https://www.charitycomms.org.uk/events/demonstrating-the-value-of-communications
https://www.charitycomms.org.uk/events/demonstrating-the-value-of-communications

A different example

Blends organisational/outcomes and communications goals

GOAL Improve local residents digital
knowledge
OBJECTIVE Recruit digital champions (10)

COMMUNICATIONS Ask trustees and volunteers to
TACTIC/S share on LinkedIn
Presentation at networking event

e.g. University o
e



SMART goals
S M A R T

Specific Measurable Achievable Relevant Timely
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SMART goals
S M A R T

Specific Measurable Achievable Relevant Timely
Awareness: Increase LinkedIn page followers by 10% by the end of
quarter 2022

Recruitment: Identify x number of potential volunteers as leads
from LinkedIn by x



What's your
goal [ SMART
objective

wild ted’

« Pause and reflect

* In pairs 4 minutes

« Back to main space
Complete template




Define your audiences

What does this mean and why should we doit?

It's nO good having powerfu\. or potentially even \ife-cha
unclear on who to sharé them with! go it's iMP

Howwdo'tt

nging messages if you are
hink about this.

Make a list of everyone you want to reach. Think about what you want to

We've made a start with some suggestions below.
are relevent to your organisation. especial\y those

achieve and who you need 10 reach in order 10 achieve your goals.

Tick the ones that
from your \ocal region

and/or the topics you work on, and use the plank space to add your own.

O Local Authority

O Donors

O Local commissioners
O MP

O Police

a policymakers

) potential donors

service users

Service users’ family and/or friends

a

u]

O Trustees
O Central government
u}

NHS

Communicati
unicatio
ns, press and influencing- a
- O quide

O e
a0
D//
SN
D///
e =

e =

u}
u]
a
u]
a

Lloyds Bank Foundation

audiences

. List them
2. Prioritise them


https://www.lloydsbankfoundation.org.uk/media/3zpbufhr/lbf-charity-communications-guide-2019-final-small.pdf
https://www.lloydsbankfoundation.org.uk/media/3zpbufhr/lbf-charity-communications-guide-2019-final-small.pdf

If you're tight on time...

Could do

Should do

It doesnt mean
an audience
doesnt matter to
us because its
not a priority right
NOW.



List some specific people and places

Example Groups Specific Details
London wide — Trust for London, City Bridge Trust
Funders
National Lottery — London regional team?
Small local funders — borough specific e.g. Richmond Parish
Lands, Cripplegate Foundation,
Local Giving schemes — Sutton Giving, Love Kingston etc
VCS Small organisations under £100k income (registered
charities, CICs, community groups)
Intermediaries CVSs — small group workers, development workers,
communication leads
Small Charities Coalition




Take it a step further: creating personas

ust

Glve your persona a first name.

This will help you personalise the
character and make It easler to refer
to themn In the future,

PERSONA CANVAS

The persona may have different
personal and professional roles, but
this Is the opportunity fo capture the
specifiic role they play for your charlty,

Media Trust’'s Digital Marketing Toolkit has been designed
specifically for small charities to develop an impactful and

effective digital communications strategy. Each template

represents a different stage of developing a digital marketing

sirategy and can be used individually or as a whole.

List some basic demographic
Inforrmnation.

Age

Gendear

Location

RELATIONSHIPS

Who does this persona have In thelr
Ives? Think about farmily, friends and
professional connections.

ACTIVITIES

What do they do on a day-to-day
pasis? This could Include work, hobbles
and hakblts.

DIGITAL EEHAVIOUR

Where can you find them onlinge?
List thelr preferred soclal media
channels, news and shopping webslites.

WIDER WORLD

What frends In soclety affect and/or
precccupy them? These can be
positive, negative, or a mixture of both,

How do they feel at this point In time?

A,


https://mediatrust.org/resource-hub/digital-marketing-strategy-toolkit/

How can we
Know our
audience
better?

‘Wild ted’

Pause and reflect
INn pairs 4 minutes
Answers in chat




Finding out more about them

Ask them!

Ask others that know your audience for insights
Analyse your existing information e.g. social medio
(Facebook Page Insights, Twitter Analytics)

Have a look at similar organisations on social
media or newsletters — what's their tone &
messaging?



Break
10/15 minutes




Think

Feel

ActioN

Do



We want our target audience to
think: | know one in five care leavers
experience homelessness within two
years of leaving care.

'm confident that this charity
ensures care leavers have the early
stage support they need to stop
situations escalating that far.

Donate /
Fund us
Sign @
petition
contact
an MP


https://www.lloydsbankfoundation.org.uk/media/3zpbufhr/lbf-charity-communications-guide-2019-final-small.pdf

We want retired professionals to
think: ‘Local people aren't able to
access the services they need
because they don't know how to use
everyday technology that others
take for granted.

don’t need to be a technical wizard
out someone with a little time and
patience to make a big difference

Sign up
to be a
volunteer

Sign up
for
volunteer

NEeWs

Follow us
on
LinkedIn



Think

Feel

Over to you.

Do



Clear
messages

Makes you memorable
Build on your mission

Adapt or create for
your audiences

d®



Key meSSCIging

-

-

Def‘ ne your messages Have a go at usingsnmanf thafo\.lnuﬂngsemnnna starters to plot

your messages..

What does this mean and why should we do it?

sjlessaging’” I8 how a charity talks about itself, including ffi
its purpose, goals, sarvices and 5o on. four messages

will shape all the communications you put out, 50 it'5

irmportant that you gpend 2 bit of time getting thern right

a charily, we dedieve x ——

How to do it ﬂéwﬂmWMﬂmw that

Yiour charity's key messagels) should express the main ideals)

you want people to understand and remember. Bear in mind that

lots of other messages are competing for their attention, 50 make

gure yours stands out and iz easy w0 digest.
Oure P reeds 2 wnderstand the importance o6

Start by thinking about

. what you stand for
« whyyou are different

. what value you afer :?mmﬂw%fsg{m&aafmwwﬁ o front-pige
. what problems you solve Mﬁ " mﬁ &
. what makes yaur charity different -
» your wision for your tocal community, -
s?&&wmwﬂwms_ —

your gervice Users and wider sosiety k{

Use this irformation 1o decide what key messages
you should be pmmoting. eary simply put, this
ghould be the ey things you want people 0 know.

mamﬁaﬁwwﬁﬂﬁmw;ﬁwﬁ _

pifferent messeges are likely suitable for other

audiences. Commu nication is all abaout sharing ' ; .
Our seroice asers’ famity Wwﬁﬂ«&wﬁwm;

information — you'll prnbahly want to share

"g
Top tip: it's personal

different information with lozal commissionars

and your service Users, for example. -

You can either
write d key
message for
each of your
audiences
that you can
use all the
time.

Or be specific
to your goal.


https://www.lloydsbankfoundation.org.uk/media/3zpbufhr/lbf-charity-communications-guide-2019-final-small.pdf

An example

(eep T/Le Ll:fe/l:"te

Trussell Trust
Digital Toolkit
demonstrates use
of different types
of key messaging
for the Kee o the R chorie o e o s s of oo P oo o i S
Lifeline campaign

DIGITAL TOOLKIT



https://www.trusselltrust.org/wp-content/uploads/sites/2/2021/09/Keep-The-Lifeline-Digital-Toolkit-1.pdf

What
‘channels,
techniques
and formats
could we use?

Write as many as you
can think of in chat in
2 minutes!




It's not always the obvious choice

L d 0 2

Home

Discover

For Sale & Free

Notifications

Messages Watch on @B VouTibe

+ Post



https://enfielddispatch.co.uk/
https://www.beh-mht.nhs.uk/news/trust-matters.htm
https://enfield.simplyconnect.uk/about-us

Use of Media in the UK

OFcom Media use, by age: a snapshot
;:arlgsgr;%r:;nunicatlons - 16-24s: 65-74s:
& 99% use a mobile phone ’ W 28% use a mobile phone
Adults’ Media Use & Attitudes S - Vo on ee cemarniphone
report 2020 A 76% watch on-demand or streamed content W 47% watch on-demand or streamed content
A 95% have a social media profile W 39% have a social media profile
44% correctly identify advertising on Google 48% correctly identify advertising on Google
(among search engine users) (among search engine users)
89% are aware of at least one way in which 82% are aware of at least one way in which
companies can collect personal data online companies can collect personal data online
(among internet users) (among internet users)
W 2% do not use the internet 4 30% do not use the internet

aee

& More likely than the UK average Use a computer Only use
:: go online o devices other
W Less likely than the UK average than a computer
; . . ' § 8;61/2 5%1/9’ to go online
Ofcom Adults’ Media Use and Attitudes " " 6%
2020 n 2014
in 2014

Only use a smartphone
to go online

34%

in 2019

Ofcom Online Nation 2022 Report 3% 11%
in 2014 in 2019



https://www.ofcom.org.uk/__data/assets/pdf_file/0031/196375/adults-media-use-and-attitudes-2020-report.pdf
https://www.ofcom.org.uk/__data/assets/pdf_file/0023/238361/online-nation-2022-report.pdf

OVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES

TOTAL CELLULAR MOBILE
POPULATION CONNECTIONS

68.35 AR

MILLION MILLION

URBANISATION vs. POPULATION

84.4% 105.1%

o SOURCES

INTERNET
USERS

66.99

MILLION

vs. POPULATION

98.0%

COMPARABLLITY

We Are Social & Hootsuite: UK data via

) LZ

GDOM

ACTIVE SOCIAL
MEDIA USERS

57.60

MILLION

vs. POPULATION

84.3%

We vy B
are, . * Hootsuite
social -



https://datareportal.com/reports/digital-2022-united-kingdom

MAIN REASONS FOR USING THE INTERNET %

PRIMARY REASONS WHY INTERNET USERS AGED 16 TO 64 USE THE INTERNET

L=
(S

£V
KING

A%
65 %
63.5%
b0

559%

55.7%
T ©25%

521%

SlmneTomune

4.6%

458%

36.5%

U9

31.7%

T 7: 7

we [ B
° SOURCE: are, ,\C\D Hootsuite
social -

We Are Social & Hootsuite: UK data via



https://datareportal.com/reports/digital-2022-united-kingdom

THEUNITED
KINGDOM

“ RANKING OF THE MOST-VISITED WEBSITES ACCORDING TO SIMILARWEB, BASED ON ANNUAL WEBSITE TRAFFIC FOR FULL-YEAR 202 2 I I s

GOOGLE.COM 12ZM 135 i INSTAGRAM.COM 6M 565
YOUTUBE.COM 22M 145 GOV.UK Ve 3IMOI15
FACEBOOK.COM 9M 425 YAHOOCOM 7M 035
BBCLCO.UK G 5M 325 J DAILYMAILCOUK 7 4M 455
AMAZON.CO.UK 6M 455 . NETFLICCOM 11M 005
GOOGLECO.UK ; A% BM 235 : OFACECOM 9M 025
TWITTER.COM ' 11M 455 THEGUARDIAN.COM 4M 335
WIKIPEDIA ORG 4% 4AM 215 > REDDIT.COM T% 10M 145
EBAY.CO.UK j 9M 535 PORNHUB.COM 9M 055

LIVECOM 7M 535 ' XVIDEOS.COM 8% 2% 13M 135

36 of 116 OIS Bl

We Are Social & Hootsuite: UK data via



https://datareportal.com/reports/digital-2022-united-kingdom

MAIN REASONS FOR USING SOCIAL MEDIA ; é

PRIMARY REASONS WHY INTERNET USERS 10 64 USE SOCIAL MEDIA PLATFORMS

KEEPING IN TOUCH WITH FRIENDS AND FAMILY

208%
188%
185%
I R 165%

16.5%

158%

158%

X

a7

Sivesmens o

We Are Social & Hootsuite: UK data via



https://datareportal.com/reports/digital-2022-united-kingdom

Which social networking
site do you use most
often?

Which is your favourite?

INn chat...




MOST-USED SOCIAL MEDIA PLATFORMS

PERCENTAGE OF INTERNET L 4 WHO USE EACH PLATFORM EACH MONTH

we

are. . “ Hootsuite
social -

We Are Social & Hootsuite: UK data via



https://datareportal.com/reports/digital-2022-united-kingdom

Audience
behavior:
UK Social
Media
Statistics
2022

vYouGov data on the
mMost popular social
networks In the UK

v Giraffe Social Media
How to use Socidl
Media to discover more
about your audience

v Avocado Social blog

ROC


https://yougov.co.uk/ratings/technology/popularity/social-networks/all
https://www.giraffesocialmedia.co.uk/how-to-use-social-media-to-discover-more-about-your-audience/
https://www.avocadosocial.com/uk-social-media-statistics-2022/

Apr-15 May-15 Jum-15 Jul-15 Aug-15 Sep-15 E
ACTIVITY 1a - Online advice an Promote Eward o St | LTOmoie SWard o ot [ LTomoie award 1o s
accraeditation & AWARD volunteers volunteers volunteers
ACTIVITY 16 - 3 x RH Indety nauonal

engagement campaigns per year

fmarksting hooks

Al::ﬂ'u'rlj' ¢ - Promote
volunteering opportunities in
libraries

Promate sign up for
volunieering with
Summer Reading

" ™

Activity 1d - Links with national
youth campaigns via social and
website content

iDResdingHack

Promote sign up for
wvlunteering with
Summer Reading

an

Promase sign up for
wvolunieering with
Summer Reading

Sare SIones o
volunteering with SRC

SNare SInes of
volunteering with SRC

Tare SIOnes o
volunteering with SRC

5‘-'.-|t-:r' orver all social 1o EEEE'ETEJ" nabional

and local campaign
Ilin'-:s

Mlocal campaign links

esearch nabonal ard | |ocheoule oontent jor

each weeak

hedule content or
each waak

Ehedule Contan: or
each weak

Activity 1e - Regular offers thro
newslatters and social madia

Familiarise with
database data and

Fei up -'mau:llng Hack
newslstter tamplate |

ail people signed up to
volunteer with SCR S

ail peopla signed up to
volunteer with SCR S

kail people signad up to
volunteer with SCR S

¥ail people signed up to
volunteer with SCR S

sagmentation Identify incantives and Jowild database of bwild database of twild database of bwild database of o

publisher offars contacis contacis contacis contacis C

Activity 1f - Easy to use guides RVt palce Qroups develop R groups develop |[Froduce online "
to help YP take part marketing materials marketing matenals marketing matarials with |{m
pilot groups ]

ACTIVITY 2a - Online advice on Anayse potantial for Tdentiy any UplEappes F
accredilation & AWARD supporiers databass for potential for giving and b
giving potantial - potantial for growth =

triangulate with audi m

findings 5

3 memmoaimELa mE a4 BB EET R PR

k|


http://www.redpencil.co.uk/blog/using-theory-of-change-to-develop-strategies/

Could a scheduling tool help?

&S Hootsuite Q lightful

The 7 Best Free Social Media Management Tools in 2022



https://lightful.com/lightful-social-platform-pricing
https://www.hootsuite.com/en-GB/plans/free-account
https://buffer.com/pricing
https://app.later.com/user/signup/
https://www.wordstream.com/blog/ws/2018/01/17/best-free-social-media-management-tools

What does
‘good’ look like
to you and
why?

In chat..



look like?

v" Be realistic

v~ No vanity metrics!

v Real engagement

v Meaningful to your
godal

v Focus on goal not
scale



What does Superhighways do?

Superhighways helps small charities and
community groups gain essential digital
and data skills backed by the right tech to
achieve their goals.

d©



Related training & extra resources

Look at our current training offer

Sign up to our monthly eNews — for
updates from us on all things charity sector
and digital/data, plus future training and
support offers

Email me to book a I:1 about your draft
communications plan:
sorrelparsons@superhighways.org.uk

d®


https://superhighways.org.uk/training-advice-and-technical/training/
http://www.superhighways.org.uk/e-news
mailto:sorrelparsons@superhighways.org.uk

Thank you for
taking part today

Sorrel Parsons

info@superhighways.org.uk
www.superhighways.org.uk
@SuperhighwaysUK

@’ superhlghwoys

sing tfechnology for community benefit


mailto:info@superhighways.org.uk
http://www.superhighways.org.uk/

