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Tool #1. Action planning on priority targets for communication 

 

Who is our target 
audience? 
 

Identify the target audience based on the priority targets identified – be 
specific, for example is it municipalities in general or municipal 
councillors, mayors and staff? 
 

Why do we want 
to communicate 
with them? 

Provide a reason (or reasons) as to why this group is important to 
communicate with. 
 

What are the 
messages we 
want to send 
them? 

Identify the key message or messages to be sent, for instance, 
municipalities are a key partner in regional development and the new 
municipal representative for your sub-region is Ms. Jane Doe. 
 

How are we going 
to communicate 
with them? 

Drawing from the types of communication methods available, which 
communications methods will be used. 

When will we 
communicate with 
them? 
 

Identify how often you will communicate with priority targets – will it be 
monthly through their representative on the Board or through an annual 
meeting or consultation? 

Who is 
responsible? 

Identify lead and other staff and volunteer resources who will be 
responsible for implementing this action plan. For example, the 
Executive Director may write up monthly one page summaries on 
activities while it is presented by a relevant director 
 

How will we know 
if it is done? 

Identify a means of measuring whether or not the activity has been 
done and if so, what the impact has been. 

 

Source: Curran, P. (2011). Independent Consultant Group. Communications Action Planning. 
Unpublished. 
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Tool #2. Communications Strategy Template  
 

This one page reviews the essential elements of a communications strategy and provides room for 
you to fill in your own answers. 
 
1. Review: How have we been communicating in the past?  

 
 
 
2. Objectives: What do we want our communications to achieve? Are our objectives SMART? 

 
 
3. Audience: Who is our audience? What information do they need to act upon our work? 
 
 
 
4. Message: What is our message? Do we have one message for multiple audiences or multiple 

messages for multiple audiences? 
 
 
 
5. Basket: What kinds of communications “products” will best capture and deliver our messages? 
 
 
 
6. Channels: How will we promote and disseminate our products? What channels will we use? 
 
 
 
7. Resources: What kind of budget do we have for this? Will this change in the future? What 
communications hardware and skills do we have? 
 
 
 
8. Timing: What is our timeline? Would a staged strategy be the most appropriate? What special 
events or opportunities might arise? Does the work of like-minded organizations present possible 
opportunities? 
 
 
9. Brand: Are all of our communications products “on brand”? How can we ensure that we are 
broadcasting the right message? 
 
 
10. Feedback: Did our communications influence our audiences? How can we assess whether we 
used the right tools, were on budget and on time, and had any influence? 

 

 

Source:  International Development Research Centre (IDRC), “Research Matters: Designing a 

Communications Strategy”, http://web.idrc.ca/uploads/user-
S/1226604865112265957811Chapter_6%5B1%5D.pdf 

http://web.idrc.ca/uploads/user-S/1226604865112265957811Chapter_6%5B1%5D.pdf
http://web.idrc.ca/uploads/user-S/1226604865112265957811Chapter_6%5B1%5D.pdf
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Tool #3. 32 most important email etiquette tips: 

 

1. Be concise and to the point 
2. Answer all questions, and initiate further questions 
3. Use proper spelling, grammar & punctuation 
4. Make it personal 
5. Use templates for frequently used responses 
6. Answer swiftly 
7. Do not attach unnecessary files 
8. Use proper structure & layout 
9. Do not overuse the high priority option 
10. Do not write in CAPITALS 
11. Don't leave out the message thread 
12. Add disclaimers to your emails 
13. Read the email before you send it 
14. Do not overuse Reply to All 
15. Mailings - use the bcc: field or do a mail merge (so that recipients do not receive all other 
recipients’ email addresses) 
16. Take care with abbreviations and emoticons 
17. Be careful with formatting 
18. Take care with rich text and HTML messages 
19. Do not forward chain letters 
20. Do not request delivery and read receipts 
21. Do not ask to recall a message 
22. Do not copy a message or attachment without permission 
23. Do not use email to discuss confidential information 
24. Use a meaningful subject 
25. Use active instead of passive 
26. Avoid using URGENT and IMPORTANT 
27. Avoid long sentences 
28. Don't send or forward emails containing slanderous, defamatory, offensive, racist or 
obscene remarks 
29. Don't forward virus hoaxes and chain letters 
30. Keep your language gender neutral 
31. Don't reply to spam 
32. Use cc: field sparingly 

 

Source: Email Replies, “Email Etiquette”, accessed March 25, 2012, 
http://www.emailreplies.com/  

 

http://www.emailreplies.com/
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Tool #4. 29 Tips for Improving Your Non-Profits Landing Page 

 
What is a landing page and why should you care? 

A landing page is a page on your website where you want visitors to complete a specific 
transaction, such as donating money or joining an email list. These are some of the most 
important pages on your website. Bad design, uninspiring text, and slow load times are just a 
few challenges with creating an effective landing page. Below are tips that can help you 
improve your results: 

Before you create your landing pages: 
1. Know your audience. Understand that their motivations are often different from yours. 
2. What’s your goal? Pick one, and only one. 
3. Who’s your audience? It’s tempting to think that your landing page needs to engage all 

of your audiences. But if you try and create a message that speaks to everyone, all 
you’ll end up doing is inspiring no one. 

4. What’s your story? Pick one. 
 
Designing and writing landing pages 

5. Maintain the same branding on all landing pages. On your Facebook custom tab and 
avatar, in your email newsletter template, and in your direct mail pieces. 

6. Use white space to direct the eye. White space at the margins will tend to direct your 
visitor to the centre of the page. 

7. Use a paragraph break every two sentences. No one reads the text on landing pages, 
they scan it. Then, if they’re interested, they’ll read more closely. 

8. Use bullet points and numbered items. Bullet points are extremely humble little 
creatures. But they subconsciously convey two powerful messages: “You will be getting 
several things here” and “These things are very specific.” 

9. Use big fonts. A study conducted by Stamford University confirmed that font size 
influences. 16 is the new 14. 

10. Use big buttons. Amnesty International found that bigger donation buttons help 
convert more donors. 

11. Focus attention with a compelling and concise headline that states the outcome. For 
instance, 'Malaria No More' does this very well. 

12. Optimize your landing page for search engines. Guess who owns the top spot for 
“Donate Now”? Network for Good. 

13. Write copy in second person narrative. The word “you” (second-person pronoun) 
directly addresses the reader, and makes the landing page 100% about them. 

14. Have only one call to action, but repeat it two or three times. Visitors want to be told 
what to do – just tell them! 

15. Focus attention with a compelling image – preferably a person. Are the thousand 
words on your landing page telling people to go elsewhere? 

16. Spend the money on licensing a professionally shot photograph. Good sources for 
these images are Fotolia and Getty Images. 

17. Use fewer words. Only focus on story and call to action. A good exercise is to take your 
existing copy and cut it in half. Chances are you’ll end up with a much more effective 
landing page. 

18. Keep the important stuff above the fold (area of the browser that’s visible without 
scrolling down). 
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Improving functions within landing pages 

19. Reduce clutter. Again, what one thing do you want them to do? If you’re using 
WordPress for your website, a theme like Headway even allows you to eliminate the 
navigation bar on landing pages. 

20. Ditch the sidebars. Unless the information in the sidebars contributes to the landing 
page, get rid of them! 

21. Ditch the pop-ups. If you find them annoying, why wouldn’t your constituents? 
22. Leverage social proof. People will be more likely to act if they see others doing the 

same. 
23. Reduce page load times. People start to drop off if your page takes longer tha 2 

seconds to load. Use Google Page Speed. 
24. Get more out of your thank you page. Your cause is top of mind for people when they 

donate or sign a petition. Use that moment to get them to take another action(share, 
join an email list or text message list, etc.). 
 

Measuring landing page results 
25. Measuring will answer these questions: 

o Where do people arrive from? 
o Where do they exit? 
o Which inner pages point to the landing Page? 
o How long do they stay? 
o What other Pages did they visit? 
o Which social media sites send us the most traffic? 
o How are they finding us in search? 

26. Use heat maps. They will show you where people are clicking most on your landing 
page. 

27. Perform the three second rule: 
1. Have a few people look at your landing page for three seconds. 
2. Close the browser and have them write down the purpose of the page was. 
3. You’ll be very surprised at their response. 

28. Perform the “Header Removal Test..“ If you remove the logo and tagline from your 
website, will people still know what your site is about without scrolling? 
 

Debrief and discuss your results 
29. Data means nothing if there’s no discussion about its meaning and how you’ll respond 

to what you’ve learned. 
 

Source: Socialbrite, “29 Tips to Improve Your Nonprofit Site's Landing Pages”, accessed 
March 25, 2012, http://www.socialbrite.org/2011/05/10/29-tips-to-improve-your-nonprofit-
landing-pages/  

http://www.socialbrite.org/2011/05/10/29-tips-to-improve-your-nonprofit-landing-pages/
http://www.socialbrite.org/2011/05/10/29-tips-to-improve-your-nonprofit-landing-pages/
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Tool #5. Common Website Mistakes to Look Out For 

 
 Not clearly establishing what you want from your website 

 Failure to appreciate what good design brings to a website 

 Not editing the content of your site 

 Not taking full advantage of what an interactive medium has to offer;  

 Not tracking site results in a useful manner; 

 Not putting together an in-house web team; 

 Not recognizing that the web site is a system that must be continually maintained and 
updated 

 
Source: Cause Communications, “Communications Toolkit: A guide to navigation 
communications for the non-profit world” p.55 
 

 

Tool #6. Dos and Don’ts when Working with the Media 

 
DO 

 Make sure your story is newsworthy. Tailor your pitch to the specific reporter and 
publication; 

 Be sure your spokespeople receive adequate media training; 

 Develop an internal policy for how your organization will respond to calls from the media 
and familiarize all staff and volunteers with the policy; 

 Introduce yourself long before you need to pitch a big story; 

 Return phone calls in a timely manner; reporters are usually on a tight deadline; 

 Make it easy for the media to reach you; 

 Be brief; 

 Be on time; 

 Avoid jargon (keep language simple); 

 Ask for clarification if you don’t understand a question; 

 Be as helpful as possible, even if you must defer to another expert; 

 If you don’t know the answer, say you’ll get back to them and be sure to follow up; 
 Offer feedback when appropriate. If a story contains a major error, bring it to the reporter’s 

attention. If you like a story, send a thank-you note.  
 
DON’T 

 Don’t ask to review or approve a story before it is published; 

 Don’t say “no comment.” It makes you sound as though you have something to hide; 

 Don’t ask to speak off the record. Presume everything you say is on the record;  

 Ignore a reporter’s request for an interview; 

 Mislead or lie to a reporter; 

 Contact more than one reporter per editor at the same news organization about the same 
story without letting them know; 

 Have more than one person from your organization pitch to the same media outlet;  

 Schedule a press conference unless you have news that warrants significant coverage;  
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Tool #7. Tips for Crisis Communications  

 
Planning for potential crises can prevent you from being caught off guard. Your plan doesn’t 
need to be elaborate, but it should include the following steps:  
 

 Assemble a crisis management team to brainstorm about potential crises and how your 
organization will handle them;  

 Designate spokespeople for various potential crises (subject experts as well as 
someone who could address an employee or financial scandal); 

 Respond as fast as the media covering your crisis. Make sure your donors, community 
leaders and other key groups hear from you first;  

 Be prepared with alternative means of communicating should your normal channels 
become inaccessible (for example, an ice storm destroys your web server); 

 Establish partnerships with institutions in other regions or in your community that can 
back you up during an emergency;  

 Test your plans and make sure that all staff and volunteers know what to do in a crisis;  

 Continuously update your plan and make sure you have current contact information for 
all staff;  

 Never tell the media “no comment.” If the crisis is your organization’s fault, be 
accountable and straightforward about how you address the issue.  

 
Source: Cause Communications, “Communications Toolkit: A Guide to Navigating 
Communications for the Non-Profit World.”, p. 11 accessed March 25, 2012, 

http://www.causecommunications.org/resources.php   

 
 
Tool #8. Social Media Alternatives 

 
1. Facebook  
 
Quick Description: Each person creates and maintains a profile, and can post updates--- 
including photos or videos--- of what they’re doing or thinking. Their Facebook “friends,” or 
people in their network, can automatically see those updates and can comment on them. 
Non-profits have Facebook Pages to allow people to follow their organization through posts, 
videos, photos and links. Facebook users can “like” your organization and are automatically 
updated when you post something. Non-profits can also “create” events and “invite” 
supporters. Supporters can get involved in discussions with other supporters and your 
organization easily. Research shows that organizations should seriously think about having a 
presence on Facebook because more and more people will judge an organization’s legitimacy 
based on whether they have a “profile” or not. It’s worth thinking about creating a page simply 
to ensure that people looking for you can find you.  
 
 
 
 

http://www.causecommunications.org/resources.php
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The Rooms Facebook Page:  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Benefits: Non-profits that devote time to managing and maintaining the page see specific 
benefits:  

 Facebook drives traffic to their websites 

 It increases the number of people who attend their event(s); 

 It provides some help in building an e-mail list 

 Comments can help you receive feedback and start discussions; 

 It can help reaching out to new supporters or beneficiaries for your programs through 
targeted ads 

 
Time Commitment:  
Setting Up: 8- 16 hours to define a strategy, experiment with different functions, launch a page 
Lifetime: 2-4 hours a week, multiple times a week: posting updates, answering questions, 
doing additional outreach. Facebook users expect pages to be frequently updated--- a page 
that hasn’t been updated in two weeks or more seems defunct and will do you more harm 
than good.  
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2. Twitter 
 
Quick Description: Twitter is an Internet- based service that lets you create a (minimal) 
profile for your organization, and send out a stream of short messages called “tweets”--- 
updates about what you’re doing, conversation starters, requests for help, or links to 
resources of interest. Messages are limited to 140 characters or less. People can choose to 
“follow” your tweets, which is like subscribing to your feed, and if they particularly like one they 
can “retweet” it--- post it again so their own followers can see it. This is where the power of 
Twitter lies--- if you post something interesting and it is retweeted exponentially, you can 
reach lots of people very quickly. You can also use “hashtags” (the # symbol) to precede a 
keyword to try to reach a certain group. For instance, including the #nptech hashtag will flag 
your post as relating to non-profit technology and make it more likely to be seen by those 
following #nptech tweets. Twitter users are likely to dip into a stream of passing tweets and 
ignore others. They’re also likely to only be listening to a small number of the people they are 
following.  
 
Benefits:  

 Organizations have reported success in connecting with like-minded organizations and 
media outlets, allowing an organization to provide near real- time updates of a rally or 
current event to followers 

 
Users: Users are older than the average Facebook user, and comparatively media and 
technology savvy. Interesting way to reach media, partners and skilled potential volunteers.  
 
Time Commitment: 1-2 hours a week.  
 
Expectation: Users will post several times a day, but less likely to notice than if you skip a 
week on Facebook or a month of blogging. Make sure to leave enough time to read other 
people’s tweets as well. It is good practice to make sure you re-tweet other people’s posts 
and to make sure at least half of your posts are not self- promotional. Twitter is about 
conversations!  
 
Getting Started:  
Set up an account and post a few interesting tweets to have something visible when people 
start to check you out. Then, find and follow a number of people in your topic area and 
community--- there’s a Twitter ethic of following the people who follow you. Just because 
people are following you doesn’t mean that they are listening to you though.  
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This is what a Twitter Feed looks like: 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
These are the topics that are most popular in Canada right now in twitter speak, you say 
these are “trending.” Notice that I have added a customized background image. 
 

Source: Idealware, “Social Media Decision Guide”, accessed March 25, 2012, 
http://www.idealware.org/reports/nonprofit-social-media-decision-guide  
 

http://www.idealware.org/reports/nonprofit-social-media-decision-guide
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Tool #9. Communications Effectiveness: An Online Self- Assessment Tool  

 
Using this tool you will be asked a series of questions about your organization. The results will 
display your responses and how they relate with the survey findings of other non-profits.  
 
Access the survey here: http://www.communicationseffectiveness.org/self-assessment.aspx  
 
 

http://www.communicationseffectiveness.org/self-assessment.aspx

