
A WORD UP training workshop 

Spreading the Word:
Building an Effective Communications Strategy

WORD UP says welcome to The Dubyas

WWW.H/W

WHAT 

• WHAT exactly does your organisation do?

• WHAT do you really, really want to say about yourselves?

• How would you describe your organisation in a 1 minute 
elevator pitch or a 100 word written intro?

• Business uses branding well, WHAT exactly is your “brand”?

• Identify key messages - be very, very clear about WHAT your 
organisation actually does
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WHY

• WHY are you saying what you are saying? 

• WHY do you need to say it? 
• Are you selling something?
• Providing essential services?
• Are you on the campaign trail? 
• Need to raise your profile?

• WHY should you collectively agree to spread the word about 
your organisation coherently, consistently and confidently?

• WHY does spreading the good word matter? 

WHY? Because It’s so important to:-

- communicate in language that is spoken, read and 
understood by yourselves and your clients/users/
audiences 

- get everyone on the team agreeing on and 
investing in those critical key messages

- use that clarity of messaging to “market” your 
organisation positively to existing and potential 
clients/users and to other important people

- raise your profile and demonstrate the impact that you 
are making 

- make sure that the very people you are trying to reach 
understand what you are all about 

WHO

• WHO exactly are you trying to communicate with?

• WHO are your main target audience/user group/s?

• What age/demographic/occupation?

• What voice do you want to speak to them in? Polished 
professional? Street slang?

- Think about the best way to to “speak” in a voice which 
connects and engages properly with your members, the 
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wider sector, your partners and other interested 
parties 

- Can you come up with some words which encapsulate how 
you want to speak and be seen your corporate voice 
(e.g. CELCIS expertise, professionalism, inclusion and 
welcome)

- Can you accept that a single organisational voice can 
also have accents? Bring individual personality to how 
you communicate in that corporate voice, but agree on 
consistency of message

HOW

• HOW exactly will you communicate their messages? What tone 
and language will you use?

• HOW can you get the balance right between professionalism 
and personality?

• HOW can you make sure that you are being understood by 
external audiences and not simply speaking in jargon?

• HOW will you agree to use your key messages and your 
organisational “voice” in all places, all of the time?

• HOW will you get buy-in from your staff team and board to 
adopt that voice and those messages?

• HOW can you apply new thinking and ways of communicating to 
ALL internal and external comms?

• HOW exactly will you incorporate your key phrases into all 
comms?

• HOW often do you need to communicate?

• HOW will you measure if you are managing to communicate 
coherently, consistently and confidently?

WHERE

• WHERE exactly will you do your communicating from and to? 
Digital and traditional, or both?
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• WHERE can you find information about effective ways to 
communicate?

• WHERE do your target audiences/clients/users go for their 
information? What platforms do they prefer? If you don’t 
know, why not?

• WHERE should you concentrate your efforts? Can you 
communicate everywhere, or just in a few places?

NB once you’ve agreed on your key messages, you could draw up 
a glossary of phrases which can be shared with everyone in 
your organisation. This glossary should be updated from time 
to time.

A COMMUNICATIONS STRATEGY & ACTION PLAN

Formally, the next step is to begin to build on the 
foundations you’ve agreed by drafting a communications 
strategy and accompanying action plan.

Your strategy and plan will set out your objectives and 
timescales for next steps, but will do so within realistic 
parameters given staffing and resource levels. It may be a 
phased plan with short, medium and long term goals, but 
whatever the format, you should think of it as a “living” 
document, something to work towards 

Mairi Damer, WORD UP Communications
http://www.wordupscot.co.uk
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