
COMMUNICATIONS
Planning for small 
charities and 
community groups



What we’ll 
cover 
today

✓Elements of a simple 
plan
✓Choosing who to reach
✓What you want them to 
know
✓Ways to reach them·
✓Next steps



How we’ll 
do it

✓‘Wild tea’ short 
breakouts for peer 
sharing
✓Answers in chat
✓Completing a template
✓Practical plan



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?



What’s in 
my 

toolbox?
Answers in chat



A few ideas…

Canva for graphics , social media, flyers, posters and more
Adobe Express for creating designs
Free photo websites you can use, credit where needed

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


Goals What 
goals can 
comms 
help you 
with?



What does 
success look 
like?

An example of 
communications 
planning

Charity Comms event: value of comms

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

Improve local residents digital 
knowledge

Recruit digital champions (10) 

Ask trustees and volunteers to 
share on LinkedIn
Presentation at networking event 
e.g. University

GOAL

OBJECTIVE

COMMUNICATIONS 
TACTIC/S



SMART goals

Specific Measurable Achievable Relevant Timely

S M A R T



SMART goals

Specific Measurable Achievable Relevant Timely

S M A R T

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 tea’ 
• Pause and reflect
• In pairs 4 minutes
• Back to main space
• Complete template



Define your 
audiences
1. List them
2. Prioritise them

Communications, press and influencing- a guide
Lloyds Bank Foundation

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…

It doesn’t mean 
an audience 
doesn’t matter to 
us because it’s 
not a priority right  
now.

Must do

Could do

Should do



List some specific people and places



Take it a step further: creating personas

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


How can we 
know our 
audience 
better?

• ‘Wild tea’ 
• Pause and reflect
• In 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 media 

(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 Do



Example
✓Donate / 

Fund us
✓Sign a 

petition
✓Contact 

an MP

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

I’m confident that this charity 
ensures care leavers have the early 
stage support they need to stop 
situations escalating that far.
Lloyds Foundation guide

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


Example
✓Sign up 

to be a 
volunteer 

✓Sign up 
for 
volunteer 
news

✓Follow us 
on 
LinkedIn

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.

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



Think Feel Do

Over to you…



Clear 
messages

✓Makes you memorable
✓Build on your mission
✓Adapt or create for 
your audiences



Key messaging
You can either 
write a 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

Trussell Trust 
Digital Toolkit 
demonstrates use 
of different types 
of key messaging 
for the Keep the 
Lifeline campaign

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

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 Adults’ Media Use and Attitudes 
2020

Ofcom Online Nation 2022 Report

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


We Are Social & Hootsuite: UK data via Datareportal

https://datareportal.com/reports/digital-2022-united-kingdom
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We Are Social & Hootsuite: UK data via Datareportal

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


Which social networking 
site do you use most 
often? 

Which is your favourite?

In chat…



We Are Social & Hootsuite: UK data via Datareportal

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


Audience 
behavior:
UK Social 

Media 
Statistics 

2022 

✓YouGov data on the 
most popular social 
networks in the UK
✓Giraffe Social Media ‘ 
How to use Social 
Media to discover more 
about your audience
✓Avocado Social blog

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/


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


Could a scheduling tool help?

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…



What 
does 

‘good’ 
look like?

✓ Be realistic
✓ No vanity metrics!
✓ Real engagement
✓ Meaningful to your 

goal
✓ 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.



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 1:1 about your draft 
communications plan:
sorrelparsons@superhighways.org.uk

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

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

