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You will use this worksheet in both Communications Planning 1 (morning) and 2 (afternoon)

Step 1 – Objective 
A good objective is S.M.A.R.T. – Specific, Measurable, Attainable, Realistic, and Time-bound.  Ask yourself “What will success look like?” _______________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Step 2 – Decision Makers (Who has the power to make this objective a reality?)
Decision Maker(s) - The person or persons you are ultimately seeking to influence / who have the power to make your objective a reality.
DM 1. _________________________________________________________________________________________ 
DM 2. _________________________________________________________________________________________
DM 3. _________________________________________________________________________________________
Decision-Maker Readiness (How is your issue currently perceived by your Decision Makers? Are you educating them about the issue? Needing to change their perception?  Motivating them to take action? Or thanking them for taking action and asking them to do more?) 
DM 1. ______________________________ [image: D box] Educate/Change perception [image: D box] Motivate to act [image: D box] Thank & encourage
DM 2. ___________________________ [image: D box] Educate/Change perception [image: D box] Motivate to act [image: D box] Thank & encourage
DM 3. ___________________________ [image: D box] Educate/Change perception [image: D box] Motivate to act [image: D box] Thank & encourage
Decision Maker Core Concerns and Values (What values, beliefs & realities of your Decision Maker(s) need to be factored in?)

DM 1. _________________________________________________________________________________________ 
DM 2. _________________________________________________________________________________________
DM 3. _________________________________________________________________________________________

Step 3 – Context
Internal Scan (What internal capacities are relevant?)
Strengths/Assets: ____________________________________________________________________________________
____________________________________________________________________________________________________
Challenges/Barriers __________________________________________________________________________________
____________________________________________________________________________________________________
Other internal opportunities and considerations: _________________________________________________________
____________________________________________________________________________________________________

External Scan (What is happening around you that could impact your effort?)
Timing: _____________________________________________________________________________________________
____________________________________________________________________________________________________
Aligned or Competing issues: ___________________________________________________________________
____________________________________________________________________________________________________
Aligned or Competing organizations: _____________________________________________________________
____________________________________________________________________________________________________
Political environment: _________________________________________________________________________
____________________________________________________________________________________________________
Other factors: ________________________________________________________________________________

Step 4 – Messengers (assuming you don’t have direct access to influence your Decision Makers)
Who can influence your Decision Maker(s) / Power Audience(s)? Who/what sources do your Decision Makers trust? Focus on those you can persuade to carry your message. You may need to communicate with them first, to “recruit” them to carry your message to the Decision Maker(s).
1. __________________________________________________________________________________________________ 
2. __________________________________________________________________________________________________
3. __________________________________________________________________________________________________


Messenger Readiness (For each Messenger, do they need to be educated, motivated to act, or thanked and encouraged to keep acting?)

Msgr 1. _____________________________ [image: D box] Educate/Change perception [image: D box] Motivate to act [image: D box] Thank & encourage
Msgr 2.__________________________ [image: D box] Educate/Change perception [image: D box] Motivate to act [image: D box] Thank & encourage
Msgr 3.__________________________ [image: D box] Educate/Change perception [image: D box] Motivate to act [image: D box] Thank & encourage

Messenger Core Concerns and Values (Understanding your audience will help you authentically connect. For each Messenger, what personal values, beliefs and realities need to be considered in order to engage them?)
Msgr 1. ______________________________________________________________________________________________
Msgr 2. ______________________________________________________________________________________________
Msgr 3. ______________________________________________________________________________________________

Step 5 –Messages 
It’s not what you want to tell them, it’s what they can hear. Test your messages by asking “is it based on the audience’s core concerns?” “Does it reinforce negative perceptions?” “Is the action you seek in their comfort zone?”
Decision Maker #1: ________________________________________________________ 
Message: __________________________________________________________________________________________________
__________________________________________________________________________________________________
__________________________________________________________________________________________________
___________________________________________________________________________________________________

Decision Maker #2:  ________________________________________________________ 
Message: __________________________________________________________________________________________________
__________________________________________________________________________________________________
__________________________________________________________________________________________________
___________________________________________________________________________________________________



Decision Maker #3: ________________________________________________________ 
Message: __________________________________________________________________________________________________
__________________________________________________________________________________________________
__________________________________________________________________________________________________
___________________________________________________________________________________________________

Step 6 – Tactics
What will you DO to communicate?
Your tactics are the activities you will use to deliver your messages to your Decision Makers (e.g., meetings, newsletters, press events, op-eds, letters, phone calls, media placements, paid advertising). In a final plan, each tactic should have a specific target, and an accompanying timeline, assignments and budget.
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