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Case In Point: Protecting

Everyone Loves a Winner: the Alaska Wilderness
Did you advance your advocacy goals? freann Dl bling

Moving legislation means pressuring decision-
makers to do the right thing. Communications is
essential — whether it involves building “grass
tops” alliances or mobilizing your grassroots

base to add flame to th
ase 10 adi Tame to e ahe tashington Post

fire.
Blil'il[lE-SS"f".‘rE‘{fk From the state that brought you
= - "The Bridges to Nowhere"
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zR_JE“FrENG‘E By - 1] A story of oil and money

A powerful Senatar

A fragile wilderness
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' & The nation's budget held hestage

- ‘Who can rescue us from his grip?

Bonus tip for communications directors:

Make sure you're involved from the very beginning with your
policy teamn so there is a communications strategy to match
the advocacy strategy, When it comes to maximizing the full
power of communications, getting in on the ground floor is a
must for success, 'i.:"u;::.t of the budpe ben bill or any mu-s.r.-pﬁ:-! legutkation.
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Influenza and the

Did you change behavior? Common Cold

Case In Point: Stick With the Flu Shot

True behavioral change, m‘?-‘ WDE

which often falls under EGOOd Housekeepin

the purview known as

- - - | I‘ :
“social marketing,” is
difficult to come by and
even harder to measure Bonus tip for communications directors:
for most Organizations. Every behavioral change campaign should be evaluated by

. the numbers. Create a benchmark map so you can chart your
But with a targeted

“before and after” progress. Share these quantitative results

Stra‘tegy’ it can be done. with your leadership staff and board, These numbers will help

you get budget support for next year's campaigns.
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Case In Point: Fund the Research, Find a Cure

|
Bonus tip for communications directors:

Because raising money is so essential for every nonprofit's
survival, you should be connected at the hip with your dewvel-
opment team. Make sure you have regular meetings so you
can support their important work and identify opportunities

Shak|ng the money tree involves a lot more than between fundraising and other programs that can be maxi-

mized with communications,

grant proposals and direct donor appeals. A e —————
targeted media campaign can help you reach a

broader pool of new donors who are inspired to give Raised $860.000
when they learn about your work. ’
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Membership is the backbone of
many nonprofit organizations for
both activism and funding.

100,000 Members



One of the core principles of effective communications is uniformity of message,
especially in our information overloaded culture. Getting your staff on the same page
with the same message is important hygiene for every organization’s success.




One of the most effective ways to position your
organization as an authority in your field is to raise
your profile and influence among opinion leaders
and experts.



The news media is a key battleground for influencing people’s perceptions
and beliefs about an issue, or how they choose to live their lives. Rewiring
how people think doesn’t happen overnight — but the right communications
strategy can help push your message through.



You don’t have to be
a fan of William
Safire’s weekly
column in The New
York Times Magazine
to know the power of
coining a new catch
phrase or word. It's
possibly the shortest
path to getting your
message across.
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No news is neutral. A good media strategy can
help control how a story is reported and how an
organization is perceived. Shaping perception is
especially critical if an organization is the new kid
on the block. Smart communications can help
build your credibility and brand quickly.

11



So you got a story in USA Today. How many eyeballs did you reach? Media
results in terms of audience share and readership can be measured — the bean
counters at the TV networks and newspapers do it all the time to entice
advertisers to buy space. The online world has its own easy-to-track benchmarks.
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