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Communications planning guidelines 

 

 

Communication is defined as an activity to conveying meaningful information. 
Communication is more than information; it establishes a relationship and initiates a 
dialogue. 
Communication does not "just happen". Effective communication requires an 
effective strategy, commitment and management support.  
 
Placing people at the centre of your actions, communication requires a participatory 
approach – one of tapping into our human resources and listening to communities 
themselves. It is not just about telling stories, but listening to stories and relaying them 
effectively. 
 
A communication plan ensures there is a consistent and coordinated approach to 
getting the right messages out, to the right people, in the right way, at the right time.   

 
Communication planning steps  

 Objectives 

 Target audience 

 Message 

 Tools and channels 

 Management and resources 

 Monitoring and evaluation 

 

Step 1: Clearly set your objectives! 

A general objective is the overall goal of your organisation, what you want to achieve. 
Operational objectives are short-term goals necessary to achieve your long-term, stragegic 
objective. 
Objectives can be broadly grouped as follows, with an increasingly higher added-value: 
 

 Inform – transmit information and/or data to target audience 

 Promote – raise awareness and provoke a reaction 

 Engage – establish a two-way/multi-directional relationship where the audience takes 

active part and creates value. This is a fundamental communication function in 

networking 
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Step 2: Know your target audience and their needs! 
 
There are different types of audiences depending on the purpose(s) of your communication 
plan, and their needs may vary greatly. Here is a non-exhaustive list of possible target groups: 

 Beneficiaries 

 Stakeholders 

 General public 

 Media 

 Policy makers 

 Other organisations, partners 

 

 
 
 
 

 

Step 3: Choose your message! 

You need to adapt your communication approach to fit with the receiver’s needs and interests. 

Your message should be: 

 Relevant 

 Consistent 

 Clear 

 Simple 

 Meaningful 

 

 
 

 

 

 

 Operational objectives should quantifiable and specific. 

 The more operational objectives you have, the more time, money and human resources it needs to 

be achieved. 

 Avoid as much as possible using complex jargon. 

 Use the language of your target audience. 

 Consistent approach to all tools: use a uniform linguistic style and tone; reinforce and reiterate 

common core messages and maintain a coherent visual identity. 

 Be modern, visual, interesting, easy to understand and memorable. 

 

  

 

 Remember that the information you provide should be adapted to your target group. It should be 

clearly focused on the user’s needs and interests (general information, guidance, accountability, 

etc.).  

 



 

4 

Step 4: Choose your mix of tools! 

Decide how you want to deliver your message. Communication tools come in different shapes, 

sizes, formats and languages. Choosing a communication tool depends on the purpose of the 

communication and the intended audience. 

Here is a table which presents the pros and cons of the main communication tools used: 

Tools 
Purpose: 
INFORM 

Purpose: 
PROMOTE 

Purpose: 
ENGAGE 

Info 
capacity 

 

 
Notes 

 

Posters ▲ ▲  Low To raise awareness, to remind or build an 
image. Can have powerful images 

On site e.g. signs 
 

 ▲ 
 

 Low 
 

To raise awareness or to remind. For simple 
messages particularly about behaviour or news  

Leaflets ▲ ▲ 
 

 Low 
 

Best used for responding to an existing demand 
or interest rather than for creating the interest 
in the first place. Can contain complex messages 

Publications ▲ ▲  High Own publications and those for professional 
audiences can carry complicated messages 

Magazines 
 

▲ 
 

▲ 
 

▲ 
 

Medium 
 

For news or more complicated messages for 
specific audiences 

Local newspapers 
 

▲ 
 

▲ 
 

 
 

Medium For news or general messages. Can develop a 
story over a long period of time. Charismatic 
individuals or attractive locations/subjects get 
covered 

National 
newspapers 

▲ 
 

▲ 
 

 
 

Medium 
 

For stories of national relevance, or 
local/regional stories with major impact 

Local radio 
 

▲ 
 

▲ 
 

 
 

Low 
 

For news items. Chat shows for more 
complicated messages 

National radio ▲ 
 

▲  Low To deliver specific messages to targeted 
audiences  

Television ▲ 
 

▲ 
 

 
 

Low For awareness. Need attractive locations and/or 
charismatic individuals. Danger of losing the 
message in the presentation. 

Films/video ▲ ▲  High 
 

To explain, educate or create awareness of a 
complicated subject 

Internet/World 
Wide Web 

▲ ▲ 
 

▲ High Content unlimited. Allow users to use at 
superficial and in depth way for maximum effect 

Social media/ 
Online community 

▲ ▲ ▲ High To exchange information and create user-
generated content 

Events and 
exhibitions 

▲ ▲ ▲ 
 

High 
 

Platform to distribute messages and literature, 
also speak to people. To support other 
communications activity 

Training courses 
and conferences 

▲ 
 

▲ 
 

▲ 
 

High 
 

To deliver detailed information to an interested 
audience 

Direct mail 
 

 
 

▲ 
 

▲ 
 

Medium To create awareness, encourage participation. 
Opportunity to trigger a response and to 
develop and manage a database of professional 
or consumer contacts 

Personal contact 
 

▲ 
 

▲ 
 

▲ 
 

High 
 

Most effectively form of communication, also 
expensive. Use selectively 

Adapted from: The Countryside agency, Communicating With The Public - Monitoring report 
http://www.countryside.gov.uk/Publications/articles/Publication_tcm2-4574.asp 

http://www.countryside.gov.uk/Publications/articles/Publication_tcm2-4574.asp
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Step 5: Identify and manage your resources! 
You need to assign resources (people, money, time) and manage efficiently/effectively the 
implementation of your plan. Pay special attention to the following dimensions: 
 

 Workplan 

 Budget 

 Internal communication 

 Division of roles and responsibilities 
 Coordination with other stakeholders (i.e. authorities) 

 

 
 

 

 
Step 6: Monitor progress and evaluate impact! 

Evaluating your communication tools is essential to know if your messages have been 

meaningful or understood. Evaluation can improved the effectiveness of your communications 

and a careful planned evaluation will help identify which tools are working well and which 

activities might need fine-tuning. 

 Evaluating tools 

 Adapting your plan to your needs 

 Key performance indicators 

 

 
 

 
 

 

Useful links: 

 ENRD Communicating Rural Development  Gateway 
http://enrd.ec.europa.eu/policy-in-action/communicating-rural-
development/eafrd/en/eafrd_en.cfm 

 ENRD Communicating EU Rural Development Policy publication 
http://enrd.ec.europa.eu/app_templates/filedownload.cfm?id=B528A9A0-0828-EB03-4415-
AB051A70BC8D 

 Communication section - EU Regional Policy 
http://ec.europa.eu/regional_policy/informing/index_en.cfm 

 Evaluation should not be seen as an administrative burden. 

 Evaluation needs to be directly linked to the stated objectives.  

 Examples of tools can be found on the NRN self-assessment toolkit: 

http://enrd.ec.europa.eu/networks-and-networking/nrn-self-assessment-tool-kit 

 

 There should be a strong internal communication link between all actors involved in implementing 

the communication plan, particularly between regional and national levels.  

 

http://enrd.ec.europa.eu/policy-in-action/communicating-rural-development/eafrd/en/eafrd_en.cfm
http://enrd.ec.europa.eu/policy-in-action/communicating-rural-development/eafrd/en/eafrd_en.cfm
http://enrd.ec.europa.eu/app_templates/filedownload.cfm?id=B528A9A0-0828-EB03-4415-AB051A70BC8D
http://enrd.ec.europa.eu/app_templates/filedownload.cfm?id=B528A9A0-0828-EB03-4415-AB051A70BC8D
http://ec.europa.eu/regional_policy/informing/index_en.cfm
http://enrd.ec.europa.eu/networks-and-networking/nrn-self-assessment-tool-kit

