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A Communications Strategy
For: A Well-known community development organisation 
From: WORD UP Communications



INTRODUCTION

The Well Known Community Development Organisation (WKCDO) is the professional 
body for people who work and volunteer in our sector. Registered members of WKCDO 
include people such as community development, adult learning and youth workers.

Known simply as WKCDO, it is a membership organisation responsible for:-

• Supporting, promoting and developing career-wide professional learning 
• Maintaining the membership register for Community Development professionals in 

Scotland 
• Quality assurance and approval of community development qualifications and 

learning  

WKCDO has been in existence since 2008, and has a growing number of registered 
members. It is governed by a Scottish Government  appointed Chair plus an Executive 
Committee, is run by a staff team of 6 and lead by a CEO.

WKCDO is currently in the process of organisational review, and is working towards the 
establishment of a new organisational structure. It is anticipated that this new structure will 
be unveiled at the inaugural General Meeting in March 2021.

WORD UP Communications has prepared this communications strategy in line with the 
current organisational review, and associated objectives. In the strategy WORD UP has 
made a series of recommendations supporting phased implementation in line with current 
organisational priorities, capacity and resources. It is anticipated that the objectives 
outlined within the strategy will be fully endorsed, “owned” and supported by WKCDO’s 
Executive Committee, members of the other committees, and the staff team.

OBJECTIVES

This new Communications strategy has been designed to refresh and reinvigorate “brand” 
WKCDO, and to begin the process of communicating the positive impact the organisation 
makes for its members, and in its ambitions to raise standards within the community 
development community.

The strategy aims to:

• clarify and adopt a set of consistent “corporate” core messages for WKCDO to be 
communicated consistently and with personality across all platforms and channels, in 
all formats, by all staff and all committee members 

• consolidate the strategic drive towards increasing member numbers through  improved 
communication of membership benefits 

• deliver a positive and much-improved profile for the organisation amongst members 
and the wider sector. 

• place members at the very heart of the organisation’s communications 
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• capture and reflect the energy, personality and commitment of people working in 
community development across Scotland!
  

• provide practical recommendations towards the review and redesign of WKCDO’s 
existing online presence, literature and promotional material 

KEY MESSAGES

Through a series of collectively agreed key messages, WKCDO will begin to deliver 
consistent and confident corporate communications across all channels, and in person. 

Agreement on the content of those key messages is critical, as is consistent 
communication of that content in the new more energised “voice” and tone of WKCDO. 
The key messages are effectively WKCDO’s instant advertising - they should be thought 
of as a way of explaining succinctly and memorably what exactly the organisation does, 
what positive impact it makes, and what the benefits are for members. As an integral part 
of the strategy’s implementation, a glossary of phrases and expressions will be drawn up 
to support consistency of delivery of those key messages.

The style of delivery plays a crucial part in the success of the strategy, and as such, 
WORD UP recommends that WKCDO develops its own “voice”, and communicates to all 
“audiences” using that voice. That corporate voice should be spoken using language and 
tone which is accessible, welcoming and friendly but which also reflects the ethos and 
professionalism of WKCDO.

Repetition of the key messages will establish, over time, an improved understanding of 
what the organisation is and does, but the messages need not always be delivered 
verbatim, or in an automaton style. The corporate “voice” of the organisation should be 
sufficiently nuanced to allow individual expression and “accent”. However, it is important 
that the sense and substance of the key messages is included in all communications, and 
that a positive approach is taken to the delivery of those messages, no matter the medium 
of delivery. Further, it is important that the key corporate messages and the new, more 
energised voice of the organisation are adopted  and “owned” by both staff and committee 
members, and used consistently by everyone involved in the organisation.

WORD UP recommends that those key messages should be built around the 
following:

• WKCDO is the professional body for people working in community development 
across Scotland 

• Our members include youth, adult education, and community development workers 
and volunteers working in the community development sector, across all stages of 
their careers 

• Members also include students, academics, managers and workplace assessors 

• We are a peer-led organisation, representing the views, ethos and ambitions of our 
members, to influence policy and practice, both locally and nationally 
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• We administer and maintain the membership register for community development 
professionals in Scotland 

• As an organisation, WKCDO supports, promotes and develop career-wide 
professional learning for people working or volunteering in community settings 

• WKCDO provides members with professional recognition in the sector, and a range of 
member benefits 

• We set and support standards of practice by providing quality assurance and formal 
approval of sector-specific qualifications and learning 

• As an organisation, WKCDO encourages and advocates the setting of high and ever-
improving standards for community development practice across Scotland’s diverse 
communities  

• As an organisation, WKCDO plays a lobbying role, actively promoting and seeking 
recognition for the important work being done by members for those diverse 
communities 

TARGET AUDIENCES, PLATFORMS & CHANNELS

The key messages of WKCDO should be communicated consistently, and with confidence 
and credibility, using the new corporate “voice’, to all of the organisation’s existing and 
potential target “audiences”, across a range of platforms and channels. 

Those audiences consist of staff and committee members, WKCDO members and 
potential members, fellow community development professionals and bodies, partner 
organisations, other external interested parties.

Target audiences
WORD UP recommends that WKCDO should begin the process of improved 
communication with its target audiences in order of priority, as outlined below, in line with 
the phased implementation of this strategy, and to best match existing capacity. 

Internal
• Staff team 
• Executive chair and board 
• Committee members 

External
• Existing members 
• Potential members 
• Existing partners 
• Education Scotland 
• Scottish Government 
• Higher and further education establishments 
• Local authorities  
• Community Development Managers Scotland 
• Community development consortia 
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• Other external partners e.g. 
 COSLA
 Education Scotland 
 Scottish Government  
 Local authorities 

• Social and digital media 
 Twitter 
 Facebook
 LinkedIn (consider “corporate” page for WKCDO)
 Guest blogs 

• The media 
 Press; specialist and sector publications 
 TV and radio

Platforms and channels

A full range of platforms and channels should be used to communicate the organisation’s 
key messages, and should include both traditional and modern marketing mechanisms. 

However, WORD UP recommends that WKCDO refocuses its corporate communications 
effort towards increased use of digital platforms in line with current user and 
communications consumption trends. A reduction in printed marketing material will save 
resources in the long term, and a move towards digital platforms will maximise profile-
raising opportunities, plus increase two-way and group dialogue with members.

As highlighted in the attached Communications Action Plan, a further audit of existing 
marketing and promotional material is required, and agreement reached to build a greatly 
improved “brand” and digital presence through the development of new and consistent 
WKCDO literature, website, e-bulletins and social media. 

WORD UP recommends that WKCDO communicates via all of the following 
platforms and channels:

• Staff meetings 
• Committee meetings 
• Staff CPD and team-building away days 
• Shared drives 
• Members newsletter - to be circulated every 3 months 
• Director’s update - for partners and stakeholders, to be circulated 3 times a year  
• Corporate promotional and printed material - flyers, booklets, handouts, business cards 
• Website 
• Members intranet 
• Social media 
• Images 
• Blogs 
• Conferences & events 
• Exhibitions and displays 
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CONSIDERATIONS

By working in close partnership with WKCDO, WORD UP has designed the 
communications strategy to be appropriately, but not excessively, ambitious.

Given the small staff team at WKCDO, and the demands on the time of those members of 
staff, it is critical that realistic and achievable parameters are set for the delivery of a 
successful and effective communications strategy. 

We recommend that priority must be given to ironing out current organisational glitches 
and working practices, and to implementation of the new organisational structure. 
However, we recommend that implementation of the Communications strategy happens in 
parallel - both strands of strategic development are complimentary, not oppositional.

To achieve successful implementation of the strategy full consideration must be given to 
the SWOT analysis outlined below.

Strengths
• Established and well-respected organisation 
• Large membership base 
• Governmental backing  
• Strong leadership 
• Knowledgeable, skilled and experienced staff  
• Progressive yet pragmatic approach to organisational development 
• Willingness to raise and improve the profile of the organisation  

Weaknesses
• Small staff team 
• Unwieldy and unnecessarily complex admin and IT systems   
• Competing priorities 
• Pressure (real or imagined) from external organisations  
• Poor digital presence 
• Inconsistent communications 
• Jargon-heavy language and aloof tone 

Opportunities 
• Chance to raise image and profile of WKCDO 
• Refresh “brand” WKCDO 
• Modernise the way the organisation communicates 
• Improve the appeal and benefit offering to new and potential members 
• Improve how the organisation communicates its work and the impact it has 
• Make greater use of social media to promote conversation with members and partners 
• Potential to promote member “good news” stories online and in the media 
• Potential to develop a mainstream media presence through interviews and contributions 

Threats
• Potential conflict of priority with current organisational review 
• Lack of capacity and commitment to implement communications strategy 
• Lack of communications experience within staff team 
• Current political and economic instability  
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TIMETABLE

WORD UP recommends that implementation of this communications strategy must be 
phased to fit in with the current review of organisational governance, and should be 
delivered in the stages as outlined in the attached Communications Action Plan. 

Partial implementation should begin immediately, particularly with internal 
Communications, but full implementation must be scheduled to fit in around other more 
pressing organisational priorities, and the ironing out of admin and IT glitches etc. As such, 
the strategy has been designed for phased implementation over the coming 14 months.

Implementation of internal and external communications will almost certainly require 
further specialist support, and development of the refreshed “brand” will require 
appropriate levels of funding and resourcing, but elements of the  action plan may be 
implemented immediately and funded from the budget allocation from 2016/17.

WORD UP recommends that this initial tranche of communications effort should be viewed 
as a short term strategy in the first instance, with a longer term version/s to be developed 
and implemented in due course. However, we also recommend that a high level of future-
proofing is built into the strategy, particularly with digital development, to ensure longevity 
and best value for money. 

MEASURING SUCCESS
 
WORD UP recommends that WKCDO reviews the success of the strategy at the end of 
2021, using the Communications Action Plan as a Communications task completion tool. 

We stress that this communications strategy will only achieve success if there is collective 
agreement to (a) work positively towards full implementation, and (b) share responsibility 
for implementation amongst the staff team, and the committee members, as appropriate.

The internal communications element of the strategy must provide open, honest and 
transparent forums for discussion and for organisational target-setting from both 
leadership, the exec committee and the staff team. Further, constructive internal feedback 
should be encouraged to foster commitment to organisational goals and to ensure 
collective buy-in to positive promotion of WKCDO to external audiences. 

The external communications part of the strategy requires an understanding and 
commitment to putting members and partners at the heart of all communication effort. 
Improved dialogue will provide valuable contact with members and other interested 
parties, and will steer future Communications effort.

Digital analytics should be used regularly to measure and compare monthly uptake of 
external communications, and systems providing feedback from user groups can be simply 
set up. The latter may include focus groups, surveys, interviews, email, informal feedback 
and dialogue on social media etc. 

We believe that by implementing this phased communications strategy, WKCDO can, and 
will, significantly improve its membership offering, profile and presence, and overall 
communications, and we look forward to seeing that progress over the coming 12 months. 
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COMMUNICATIONS ACTION PLAN 

The following Communications Action Plan is based around the partnership working 
undertaken between WORD UP and WKCDO thus far. The practical tasks outlined within 
the action plan are built on a series of recommendations devised by WORD UP to support 
improved internal and external communications, a brand refresh and subsequent profile 
building.

Internal 
!
A communications strategy is not worth the paper or digital device it’s written on if you 
don’t have good internal communications in place. Before WKCDO can even consider 
implementing the action plan for external Communications, you simply have to sort out 
your internal Communications systems. You MUST be communicating properly with each 
other - it’s good to talk, after all.

As such, we recommend that:

1. WKCDO takes a proactive, positive approach to internal Communications - an 
approach based on open, transparent and honest communications, led from the top 
down. 

2. A weekly all-staff meeting is timetabled to let everyone contribute to the process of 
running the organisation. These meetings should be regarded as business planning 
meetings which are strictly timetabled and time-limited  

3. Subject-specific and regular 1-to-1 meetings should be scheduled as appropriate. 

4. There is a reintroduction of meetings held in different environments i.e. walk and talk, 
coffee and chat, working lunch etc. 

5. The organisation schedules at least one day-long team meeting/away day for staff to 
discuss and agree current organisational objectives and priorities (including) 
Communications strategy implementation plus timescales for implementation.!

6. The Chair and CEO will hold monthly meetings to plan and assess progress of the 
strategy implementation, and updates shared amongst the other committees.!

7. All committee members will be asked to support the implementation of the 
communications strategy, using the glossary of key phrases, and the new, more 
energised tone of the organisation. 

8. The implementation of the internal Communications element of the strategy should 
begin immediately, and that this should happen in conjunction with the current review 
of organisational structure. 

!
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External 
!
After WORD UP’s initial review of existing WKCDO external communications concludes 
that the methods currently being used by the organisation to promote itself and to 
communicate with members, and the wider world, are outdated, inconsistent and a bit dull.

Much of the existing printed and digital marketing and promotional material is very dense 
and wordy, there’s a lot of jargon and overuse of acronyms. What’s more the wording and 
language is inconsistent - good in places, poor in others. The overall tone of WKCDO itself 
feels remote and stiff - hardly ideal from an organisation representing a sector which is all 
about proper engagement with communities.

Importantly, we also found that the  “voice” and presence of members themselves is 
largely absent in current external Communications, despite claims by the organisation that 
it speaks for members. What’s more, there is a distinct lack of genuine communication and 
dialogue between members and the organisation, and an almost complete absence of 
membership benefits. 

At WORD UP we see significant scope for a tremendously improved “brand” WKCDO. We 
suggest that a redesign and refresh of the organisation’s existing external 
Communications methods will reposition WKCDO as a must-join, professional 
membership organisation which enjoys a unique, step-removed status from Government, 
an organisation which truly represents and speaks for its members.

We encourage WKCDO to actively promote its strategic ambitions for the development of 
the highest possible standards of professional practice in the sector, by reflecting the 
commitment of its members, and the vibrant, energetic nature of community development 
work, in all of its external communications.

We also encourage the deeper positioning of the organisation’s distinct identity. Yes, enjoy 
the infrastructure benefits of being “hosted” by a larger organisation, e.g. payroll, IT, office 
space etc, but aim to promote your step-removed, stand-alone status.

When it comes to full implementation of the external Communications part of this strategy, 
WORD UP fully accepts current capacity and resourcing issues, the demands of 
competing priorities and the ongoing organisational review. As such, we make our 
recommendations built around phased implementation of a series of goals and tasks 
which are appropriately ambitious, but which are also completely achievable.
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We recommend that:

1. The parameters, tasks and recommendations of this Communications Strategy and 
accompanying Action Plan are agreed by the Executive Committee by the end of 
December 2020 

2. WKCDO refreshes, rebrands and repositions itself as a modern, energetic, must-join 
membership organisation which accurately reflects the voice and views of its 
members, and the sector they work in, and does so by the end of December 2020. 

3. Agree that the organisation modernises the methods it communicates with members 
and the wider community, and the voice it communicates in by the end of December 
2017.!

4. Members of the Executive and other WKCDO committees also adopt and take 
ownership of this new approach to consistent corporate communications, using the 
tone and language agreed, supported by a new glossary of key phrases 

5. Reach agreement to significantly reduce printed material, and refocus external 
communications effort towards digital platforms, in order to maximise opportunities for 
joined-up communications and current user trends 

6. A brief for a new website is written and put out to tender. The brief to include technical 
and editorial requirements, and ability to “talk” to existing platforms e.g. intranet 

7. All tasks identified in the Communications Action Plan are timetabled and delegated 
appropriately ASAP, and external expertise is identified and booked as required 

8. Implementation of the external communications elements of this strategy begin as 
soon capacity allows, with the goal that full implementation will be achieved by the end 
of December 2021. 

9. An in-depth audit of all existing communications material and digital output is audited, 
and out-of date material recycled and/or scrapped!

10. Identify elements from the action plan which can be implemented immediately and 
funded from 2020/21 budget allocation   

TASK LIST

Work through the Communications task list over the coming 14 months, and mark off each 
task as completed/implemented. 

INTERNAL 

Weekly team meetings
• Implement a new regular pattern of strictly timetabled and time-limited weekly staff team 

update meetings 
• Schedule weekly meetings at a time when most members of the team can attend 
• Stress requirement for attendance  
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• Rotate the chairing of those meetings amongst staff, or nominate the best time-keeper 
• Set an agenda format which requires an update from each team member every week 
• Includes special agenda items as required, and AOB 
• Strict requirement for everyone to contribute to these meetings  
• Identify and agree what has to be done, by when, by whom, and how obstacles will be 

overcome 

Additional meetings
• Schedule regular subject specific meetings 
• Schedule regular meetings with individual members of staff 
• Follow up meetings with confirmation email as appropriate  
• Lead ad-hoc and alternative meetings to boost lateral thinking and promote good vibes - 

walk’n’talk, coffee chats, working lunch  

Team building 
• Schedule at least one day-long team meeting/away day in autumn for the staff team to 

discuss and agree current organisational objectives and priorities 
• Discuss and agree order of priority, delegation of responsibility, deadlines and budgets 

EXTERNAL 

Overall Communications and branding
• Develop a glossary of key phrases to be used across all communications, and by all 

staff and committee members 
• Refresh and renew the overall WKCDO brand  
• Agree the goals and ambitions of how WKCDO communicates its work 
• Consider name and logo change 
• Consider changing brand colour scheme to be more vibrant 
• Schedule a further all-staff session to develop key messages, “voice” and tone of the 

organisation 
• Consider relocation (to assist with perception of independent status) 
• Schedule deadline date for full implementation of communications strategy 
• Plan a “promotional” campaign and launch date to announce new website, new look etc 
 
Communications capability 
• Consider digital communications capability and strategy carefully, and agree editorial 

parameters (what can and cannot be said) 
• Plan and timetable communications within achievable parameters; share and delegate 

responsibility appropriately 
• Contract specialist support as required - graphic design, social media, content writing, 

photography and video etc. 

Members newsletter
• Develop and design a new e-bulletin/newsletter template incorporating any new 

branding/logo etc. 
• Investigate e-circulation options e.g. Campaign Monitor, MailChimp etc. 
• Investigate best and most effective format for a members’ database which can be easily 

imported to e-circulation platform (eg. Excel to .csv) 
• Circulate members e-bulletin every 3 months 
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• Keep e-bulletin content within a tight editorial brief, and promote links to website content 
(eg blogs, research, reports, resources, case studies). Include news, events, 
opportunities, policy updates and briefings, images and funnies 

CEO’s update 
• Design a new CEO’s e-bulletin/newsletter template incorporating any new branding/logo 

etc 
• Circulate CEO’s update to partners and stakeholders 3 times a year 

Corporate promotional and printed material 
• Review all existing publications, flyers, brochures etc. - get rid of outdated material 
• Agree what printed material is required 
• Redesign and rewrite any new printed material within agreed brief and in new “voice” 

Website 
• Design a brief for the development of a new, user-friendly, more attractive website 
• Put out tender for website development to be complete and live before end of current 

communications action plan deadline i.e. July 2021 
• Timetable a website “launch” using a multi-platform marketing push 

Members’ Intranet
• Review effectiveness and user-friendliness of intranet, and streamline appropriately 
• Update current membership application process from intranet 

Blogs 
• Set up a system of monthly blogging - rotate amongst staff and guest    

bloggers - and push new and recent blogs on social media and via    
members’s newsletter 

• Provide guest blogs for other appropriate organisations, and agree on cross-  
promotion 

Social media 
• Agree which platforms to use for communications with members and stakeholders 
• Schedule all-staff social media training sessions as required 
• Set corporate parameters of what can and cannot be said 
• Agree on levels of scheduled and reactive posting 
• Agree who will be responsible for upkeep of posts  
• Investigate free and paid social media scheduling tools (eg Hootsuite, Buffer)   
• Outsource social media posting duties as required 
• Redesign social media headers and profiles, in line with refreshed branding 

Images
• Consider redesign of logo and corporate colour way   
• Make better use of images within promotional material, and digital platforms 
• Increase use of images on social media 
• Consider use of embedded video within new website (case studies, events etc.) 

Conferences & events
• Maximise promotion on all communications platforms of WKCDO annual conference 

Attend and delegate staff to attend other conferences, seminars, events, public 
speaking opportunities, formal and informal networking events  
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• Promote necessity to represent “brand” WKCDO positively and consistently in all public 
forums 

Exhibitions and displays
• Use refreshed branding, printed and promotional materials where possible 

The media 
• Consider scheduling a media campaign for launch of rebranded website etc. 
• Promote WKCDO as a go-to organisation for community development commentary and 

contribution 
• Agree on who will represent WKCDO as a spokesperson/s 
• Build a media contacts database and circulate press releases as appropriate/required 
• Develop relationships with appropriate journalists and broadcasters  
• Contribute to sector and special interest publications, in print and online

13


