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Meeting Guidelines

We encourage participation – Please…

 Share your comments, questions, ideas. 

 Be positive, be problem solvers.

 Keep chat box comments appropriate, on-topic. 

 Remember…everyone can see your comments. 

 Off-topic conversations can be distracting.
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Meeting Guidelines

Phones – Please…

 Put phones on MUTE (not on hold!).

 If  you join by phone, please turn off  your 
computer speakers.

 For more instructions and a list of  
webinar FAQs, see the attached file
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Welcome! Who’s Joining Us?

Let’s Introduce Ourselves
 Name
 Community
 Your Role

Facilitators

Inger Deede
Agnew::Beck
inger@agnewbeck.com

Jon Papendieck
Agnew::Beck
jon@agnewbeck.com
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Use the 
chat box!



Agenda for Today

Part A - Introduction to Communication

Part B - Sharing

Part C - Learning

Part D - Responding

Part E - Closing
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INTRODUCTION 
TO COMMUNICATION
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What is Communication?
1. Exchanging information or news.
2. The way of  connecting with people.

7Source: historicbethlahem.com



What are you Communicating?
All interactions communicate a message. 

Everything your organization 
does is an opportunity to 
communicate.

8Source: Al Camp



Every Individual Matters

The human element. Your message needs to 
resonate with a living, breathing human. Think 
about how you would feel when receiving this 
message.

Every person in your organization is a 
representative. No matter what role a person 
plays in your organization, they can help promote 
your message!
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Source: 
www.facebook.com/ACValueCe
nter

Getting on the Same Page
When your organization has clear goals and a shared
vision, you can use a grocery store line chat to convey:
• The nature of  your organization
• The issues you deal with
• Your accomplishments in the community
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Be Ready
Share messages, learn what your audience 
thinks, and respond to that feedback.

Avoid awkward 
moments by 
being prepared.

Source: Tumblr



Benefits of Good Communication

• Clarity
You know what you goals are

• Collaboration
You are a partner

• Trust
You do what you say

• Relationships
You are responsive
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Shifting Gears

Now let’s start looking at how to 
communicate effectively.

13Source: historicbethlahem.com



Be Deliberate

• Think long-term: map out how to raise 
your profile and refine your image in the 
community over time.

• Spend time planning at the beginning: 
decide what you want to be doing at any 
point in the process.
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Ask Yourself…

• Why do you want to communicate?
(What is your purpose?)

• With whom do you want to communicate?
(Who is your audience?)

• What do you want to communicate?
(What is your message?)

Next, let’s try these questions on an 
example.
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16Source: Huggies

• Why do you want to 
communicate?
(What is your 
purpose?)

• With whom do you 
want to communicate?
(Who is your 
audience?)

• What do you want to 
communicate?
(What is your 
message?)
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Source: Agnew::Beck

Can you answer the same questions for this poster?
What is your purpose? Who is your audience? What is your message?



Next, Ask Yourself…

• How do you want to communicate?
(What communication channels 
will you use?)

• Who should you contact and what should 
you do in order to use those channels?
(How will you distribute 
your message?)
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Communication Planning Tools
• Communication planning template
• Influence/interest grid
• Audience analysis template
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Influence/Interest Grid
The purpose of  this grid is to help identify 
your key audiences and to help determine 
how you want to communicate with them.

Brainstorm your 
audience and 
then arrange 
them on this 
grid based on 
their influence 
and interest in 
your work.
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Audience Analysis Template
The purpose of  this template is to help you 
plan out messages for each audience.

21



Communication Planning Template
Completing this template will help you 
deliver the right messages, in the right way, at 
the right time, to the right audiences.
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Communication Planning Tools

What effective communication planning 
tools have you seen or used?

Please email us your examples and we will 
share them with the group. 
Inger: inger@agnewbeck.com
Jon: jon@agnewbeck.com
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SHARING
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Sharing: Initiate Action

Your organization has something important 
to say. You want to inspire your audience to 
do something or change in some way.

25Source: adweek.com



Sharing: How to Initiate Action
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• Make it personal
• Get their attention
• Repeat effectively
• Benefits and rewards
• Positive association 
• Make it easy



The Message: Make it Personal
Communications are more effective when 
they are personal. 

Consider outreach efforts that put you face-to-face with your audience.

27Source: teresatanzi.com



As a courtesy to others:
Please put phones on mute
Please do not put us on hold!

The Message: Get their Attention
Novelty

• Contrast with other 
stimuli (stands out)

• Surprise (unanticipated 
or unexpected)

Aesthetic qualities

• Color
• Size
• Volume
Duration

28Source: coloribus.com



The Message: Repeat Effectively
Messages repeated by multiple respected 
sources are better received.

Repeat your message in multiple formats.
Use a blend of  data, advertising, and outreach. Source: AK Tobacco Control Alliance



The Message: Repeat Effectively
Too much repetition can have a negative 
effect on a campaign.

Repeat with caution. Repeat with caution. Repeat with caution.

30
Source: Head On



As a courtesy to others:
Please put phones on mute
Please do not put us on hold!

The Message: Benefits & Rewards
• Physical or 

psychological 
security (safety, self-
esteem, confidence)

• Giveaways & savings 
(save money, free 
food, gift with 
purchase or donation)

31Source: adsoftheworld.com



As a courtesy to others:
Please put phones on mute
Please do not put us on hold!

The Message: Benefits & Rewards
• Social approval, status, 

power, or authority.
• Abstract attributes, such 

as helpfulness, fairness, 
or justice. 

32Source: coloribus.com



As a courtesy to others:
Please put phones on mute
Please do not put us on hold!

The Message: Benefits & Rewards
• Frame the hard things 

with positive elements.
• Show effectiveness 

through assessments 
and data.

33Source: fastfoodmarketing.org



The Message: Positive Association
Create memories that involve your 
organization or organization’s message.

34
Source: heartresearch.org.uk



The Message: Action is Easy

People are less likely to respond to complex 
or expensive requests for action.

35
Source: whatmakesaustin.com



Sharing to Initiate Action

• Make it personal
• Get their attention
• Repeat effectively
• Benefits and rewards
• Association 
• Make it easy
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Breakout: Messages

• Have you used any of  the techniques we 
have mentioned? 

• How could you start using any of  the 
techniques we have mentioned? 

• Have you seen examples of  other 
organizations using the techniques we 
have mentioned? 

37



Audience 
Knowing your audience helps you to shape 
your message in a way that is most likely to 
influence them.

Remember that 
your goal is to 
get the 
audience to 
DO 
something.

38
Source: jessseeker.com



Audience

• Who is your audience?
• How are they related?
• What are their expectations?
• What do they know?
• Do they care?
• Are they likely to be supportive?
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Audience: Who Are They?

• Are there multiple audiences you need 
to communicate with?

• Experience, education, job or 
professional background, age, gender, 
ethnic background, cultural differences, 
and more. 

• What does the data from your 
Community Assessment show?

40



Audience: How Are They Related?

• Do your listeners share any 
common interests?

• What is their relationship to one another?
• What experiences have they had that 

could affect their attitude towards your 
organization?
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Audience: Expectations

• What will your listeners expect from
your organization?

• Are their expectations realistic or they so 
high that your organization may not be 
able to fulfill them?

• Are you prepared to address 
those expectations? 
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Audience: What do they Know? 

• Address listeners at the level of  their 
existing knowledge.

• Almost every group will have varied levels 
of  knowledge. Address the differences, 
encourage follow up and ask for patience 
as you get everyone on the same page.
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Audience: Do they Care?
If  so, cut to the chase with your message.
If  not, you need to build interest using the 
techniques we talked about earlier.

• Make it personal
• Get their attention
• Repeat
• Benefits and rewards
• Association with positive events
• Action is easy

44Source: Agnew::Beck



Audience: Likely to be Positive?

45

• Focus on reinforcing those views and 
reciting the benefits for your audience.

• Targeting these groups is often a good 
way to gain momentum.

Motivating groups that 
already agree with you is 
easier than convincing 
groups that do not agree.

Source: Flickr



Audience: Likely to be Hostile?

46
Source: commstorm.com

Find common 
ground.

• Start with points of  agreement.
• Anticipate objections and prepare 

your responses.



Audience: Ask More Questions

Sometimes you need to do some additional 
research to understand your audience.

47
Source: savingourfuture.com



Discussion: Audiences & Engagement

• What are these groups?
• How do you engage groups that already 

agree with your organization’s goals? 
• Think about groups in your community 

that are opposed to the message. What do 
you have in common with these groups 
that you could highlight?
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Messengers
Who should share your message?

• Are they believable? 
• Are they trust-worthy?
• Can your audience relate to them?
• Are they influential?
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Messengers: Are you Believable?
Does your audience feel you are credible
and knowledgeable?

Would you trust your doctor to fix your car?
50

Source; medicalhumour.wordpress.com



Messengers: Can your Audience Relate?

Does your audience feel you are relatable?

51
Source: pleated-jeans.com



Messengers: Engage Leaders
Focus on getting the support of  community 
leaders to create social leverage.
• Utilize opinion leaders
• Create “sticky” messages
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Recap
Sharing involves creating effective messages 
that are distributed to the right audiences by 
the right people.
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Sharing Tools

What effective sharing tools or 
techniques have you seen or used?

Please email us your examples and we will 
share them with the group. 
Inger: inger@agnewbeck.com
Jon: jon@agnewbeck.com
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Tools for Sharing Your Message

• Newsletters and 
E-Newsletters

• Email
• Posters and flyers
• Brochures and fact 

sheets
• Websites and blogs
• Social media
• Newspaper

• Direct mail
• Phone and 

teleconference
• TV and video
• Press Conferences
• Interviews
• Events
• Daily interactions 

(grocery line)
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LEARNING
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Learning
• Why is it important?
• Active listening
• Constructive emotion

57

Take time to learn 
from your audience.



Learning: Why is it Important?

• Learn about the interests and perspectives 
of  your audience

• Evaluate your strengths and challenges
• Foster collaboration
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Learning: Why is it Important?

• Document audience changes over time
• Cultivate a network of  relationships 
• Allow for discourse and constructive 

conflict
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Learning: Active Listening

• Non-judgmental
• Observe body language 
• Understand community culture
• Recap and summarize
• Use non-verbal communication tools
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Learning: Constructive Emotion

Emotional reactions are strong motivators.
Harnessing the power of  these emotions is key.

• Listen for emotional tones
• Watch facial expressions
• Look for opposition and sticking points
• Avoid emotional triggers
• Start with shared focus and consensus
• Focus disagreement on ideas and don’t let it get 

personal
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Learning: Constructive Emotion

For more information, please sign up for one of  
these upcoming sessions:
• Emotional Intelligence: It’s Rad, Not a Fad

December 18, 12:30 to 1:00pm
Susie Amundson

• Coalition Conflict: Ew, This is Uncomfortable 
January 29, 12:00 to 12:30pm
Susie Amundson
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Barriers to Constructive 
Communication

What are the barriers that you know of  that 
are preventing your audience from engaging 
in constructive communication?
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Tools for Learning

In Person

Conversation
Interviews
Focus group
Town hall style meetings

Remote

Polls
Comment forms
Email
Surveys
Comment boards
Social media
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Learning Tools

What effective learning tools and 
techniques have you seen or used?

Please email us your examples and we will 
share them with the group. 
Inger: inger@agnewbeck.com
Jon: jon@agnewbeck.com

65



RESPONDING
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Responding: Purpose
Communication is cyclical.

You plan your 
communication, 
you share, you 
learn, you plan 
your response 
and then your 
share again.

67

SHARING LEARNING

PLANNING & RESPONDING



Responding: Changes to Your Plan

• With whom do you want to 
communicate?
Do I need to engage different or additional 
people?

• What do you want to communicate?
Do I need to adjust my message to resonate 
more with my audience? Are they ready for 
my message?
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Responding: Changes to Your Plan

• How do you want to communicate?
Did people hear or see the messages that I 
was putting out? Is there a better means to 
reach people?

• Who should you contact and what should 
you do in order to use those channels?
Can I be more efficient in getting the message 
out? Was the effort/cost worth the response?

69



Responding: Changes to Your Plan

The Forest Service stopped using Smokey 
during the 2000’s due to changes in their 
organizational goals and in their audience.

70Source: mtmultipleuse.org Source: adcouncil.org



Responding: Changes to Messages
Did your messages resonate with people? 
Did they create the correct action/response?
If  not, how can you better motivate your audience?
• Make it personal
• Get their attention
• Repeat effectively
• Benefits and rewards
• Positive association 
• Make it easy
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Responding: Changes to Audience
Were your assumptions about the audience 
correct? How has your audience changed?
• Are there additional audiences you need to 

communicate with?
• Has their expectation or level of  knowledge changed?
• Has their attitude changed? 
• Are they likely to be supportive?
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Responding: Changes to Messengers

• Did your audience feel that you were 
believable? If  not, how can you increase 
your credibility and knowledge?

• Can your audience relate to you? If  not, 
who should share your message?

• Are there additional leaders in the 
community?
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SUMMARY
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Summary
Communication is a natural human process 
that happens whether we intend it or not. 

75Source: Al Camp



Summary
Communication is about initiating action, so 
you should always keep your organization’s 
goals and focus areas in mind.
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Summary
Remember that communication is a 
deliberate and cyclical process.

77

SHARING LEARNING

PLANNING & RESPONDING



Thank you!

Training materials will be posted at:
http://alaskaspfsig.org/training-opportunities/

Additional questions? Need Help? Contact:

 Your designated technical assistance provider
 Your designated State program coordinator
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Post-Training Survey

We love your feedback! If  you have questions, 
concerns or recommendations for improvements, 
please let us know. 
All survey respondents will be entered into a 
drawing to win a $50 gift card to Amazon.

Online Survey link:
Lila to insert link!
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Upcoming Trainings

Webinar

 January X

Lunch Break ‘Mini-webinar’

 X
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