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Abstract Examples in the Literature

The field of Strategic Communication involves a focused effort
to identify, develop, and present multiple types of communication Natural Resources Man agem ent
media on a given subject. A Strategic Communication program Case presented for a strategic communication plan for a

recognizes the limitations of the most common communication natural resources conservation policy by the East African | |
models (primarily “one size fits all” and “presenting everything Community. EPA researchers are advancing the understanding of the

and letting the audience decide what is important”) and nested relationship of three pillars of sustainability —
specifically focuses on building a communication framework that Message: Raise public awareness and knowledge about the environment, society, and economy — in ways that help local

Is composed of three interlinked pillars (Message, Audience, importance of natural resources conservation and management communities and other partners make informed decisions and
Vehicle). innovations take action to protect public health and become both more
Audience: Multiple stakeholders sustainable and more resilient.

Vehicle: Electronic media, popular media, print media,

multimedia formats

Why Strategic Communication Matters
to USEPA?

Great work done invisibly cannot have an impact.

USEPA Example of Strategic
Habitat Conservation/Ecosystem Restoration Communication 5

The Appalachian Mountains Joint Venture Strategic

I n ad d Itl O n to Se rVI n g aS an O rg an I Zatl O n aI fram eWO rk’ th e C 0 m m u n i Cati O n P I an 2 Gulf of Mexico and Caribbean Community Sustainability (GMeCCS) Task! The overall complexity of the GMeCCS task translates into a need for a comprehensive strategic
. communication plan. The December, 2012 EMC-approved GMeCCS task plan called for

physical structure of a Strategic Communication plan also can strategic Communication Plan*

Strategic Communication A. Strategic I 13 we will develop multiple opportunities to better inform the GED
£ 1 research and management community about the scientific objectives of this Task, as well as the broader

Serve aS a Wa to ShOW an audience Where the the messa e M eS S a e n I O ro m Ote COO rd I n ate an d d e | Iver b I rd h ab Itat The field of strategic communication involves a focused effort to identify, develop, and present subject of research into community sustainability. This communication may occur in several forms
y y, ) " y y multiple types of communication media on a given subject. A stratepic communication including white papers, formal presentations (e.g., Triplex), informal one-on-one discussions, or peer-

program recognizes the limitations of the most common communication models (primarily reviewed position papers written by an ad hoc group. The objective of these communications will be to

: . . . . (14 b3} = = L] = = a - - T “ . . . . i . . - i . increase the level of understanding and acceptance of GMeCCS, as well as other sustainability research
an d Ve h I CI e flt I nto th e Iarg e r p I Ctu re (I . e . yO u are h e re ) . . one LI.!EW fits all I:i.”.d presenting Eve.wl.-hmg aind |{:‘-L1.|ng. the audience dEL.IdE what Is Tasks, in terms of how they fit into the GED scientific portfolio. This effort will help crystallize Task team
b) important”) and specifically focuses on building a communication framework that is cpmposed thinking, facilitate collaboration across Teams, and support Ressarch Objective [4) to contribute to

of three interlinked pillars: Decision Support Tools.

IS
Message — ldentifying the right content for a given audience and a vehicle This Strategic Communication Plan builds upon the original task plan vision plan with the

- n L} L} -
Of n atlve b I rd S a_n d th e I r h ab ItatS * Audience - Identify the right target group for a given message and vehicle development of a strategic communication matrix and a framework for implementation.

* Vehicle - |dentifying the right types of media for a given message and audience

This presentation will explore the process of designing a : : : o - Srategic Commurication Matri Bz 2—Three Pillars
A u d I e n C e T h Ose Wh Ose aCtI O n S WI I I I nfl u e n Ce aC h I eve m e nt Of In addition to serving as an organizational framework, the physical structure of a strategic The organizing structure for GMeCCS communication materials is
- . . - . communication plan also can serve as a way to show an audience where they, the message, and presented as a strategic communication matrix (Appendix 1). Types of Messages
Strateg IC CO m m u n I Catl O n p I an an d exam I n e SO m e exam p I eS Of vehicle fit into the larger picture (i.e., “you are here”). There are a number of types of messages, audiences, and vehicles | What is GMeCrs?
a goal Iargely partner g rou pS identified for this task (Box 2). The communication matrix | | What do we wish to
. . . y GMeCCS Overview presents the different audiences as columns, and messages as accomplish?
ItS utl I Ity I n n atu ral reso u rces m an ag e m e nt’ ecosyste m - . - - The goal of the GMeCCS5 task is to provide scientifically sound and user-friendly guidance on the rows. Each cell is then populated with a description of what the | | How will we accomplish it?
Ve h I C I e . M any d Iffe re nt types Cate g O rl Z e d u n d e r' e d u Catl O n al sustainability of current and projected activities to stakeholder groups at the community level, GMeCCS task should accomplish for that given audience/message | . \what are the products?
T 1 1 1 . includin lanners, decision makers, and the eneral ublic cell. For each cell, there may be one or more communication . . e
re Sto ratl O n y ad aptlve m an ag e m e nt an d Stru Ctu red d eCIS I O n N . . . . . ! (Box lj_gThe [-;Lpaal of drawing clear, quantifiable linkages between susiainablli EGS dE“VEI’F':l' and vehicles that could be appropriate. Thus, the strategic What are the benefits:
I nfo rm atl O n al p ro m Otl O n al O rg an I Zatl O n aI pOI Itl Cal an d community decisions that can be evaluated in the context of all three pillars of sustainability communication matrix serves as a road map to guide GMeCCS Audience
I 1 1 1 1 [social, economic, environmental) across communities will be achieved through a number of communication activities. . el £ _— ;
making. ldeally, a strategic communication matrix can be : ’ : ’ ¢ Local GMCCS tasktearn
_— . . . . 1 t.f. - Work with community stakeholders to derive measures of Box 1 —Talking Points FramewarkfDrCDmmUhi_catiﬂﬂ_PdeuFts _ o RESES Partners
utl I IZEd to Identlfy and acceSS the ma’terlals Of Interest for an SCIe n I IC community sustainability and link to the production of The GMeCCS team will utilize this matrix to develop an | | SHC Program
y ecosystem poods and services (EGS) that benefit the | Emphasis on stakeholder input implementation vision for developing these communication | GMeCrs Communities
. . . . . . community and the surrounding ecosystem «  Builds on existing EPA tools to materials. Internal and external project timelines, milestones, and | | RESES Communities
- Apply Structured Decision Making (SDM) approaches to . el deadlines will steer the sequencing of preparing communication
g Ive n aCtIVIty (I " e " aVOIdS th e n eed to recreate m ate rIaIS Or use assist  communities  in  identifying their fundamental EUFEE{?;: the local - decision materials. GED milestone, RAP milestone and RAP products will be Vehicle
. . . objectives * Targel Is easurable relatable to appropriate cells within this communication matrix, | | 10-min phone chat
the Wrong materlals for the Wrong aUdIence) Cha”enges In - - Evaluate guantitative tools that link delivery of EGS and s e that with communication materials updated over time to incorperate | , it cacand elevator pitch
) A d ap t I V e M an aq e m e n t . i ecisions and are applicable  across romote wman and information from these products. » 1-2 page project summary
. . . : ities environmental health * Talking points
Im plementatlon WI II aISO be explored ) - - evelop deci « Looks across communities by The collective suite of materials (Strategic Communication Plan, | Presentation
) Th M : . . . unities uilding communication  matrix, developed communication media | Workshop
e eXI Can N atl O n a O m m ISS I O n O N atu ra P rote Cte Are a_S undamental objectives : .. (including GED and RAP milestones and Products)) will be housed
- xamine similarities and differences across communities in

within the GMeCCS database for accessibility. |deally, the local

GMeCCs task team should be able to utilize the strategic communication matrix to identify and

- - - 3 available . community objectives, an nity decisions
Strateg I C ap p ro aC h to CO I I l l I l u n I Catl O n access the materials of interest for any given activity (i.e., avoids the need to recreate materials
" 1SHC 2.1.3.2
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or use the wrong materials for the wrong audience).

Message

Message: Issues related to the political and economical values
of protected areas, clear perspective on conservation in Commnicaion vehid < _

. 1 |Communication venicies alkKing points
relation to development, cultural and natural values of

15 sec elevator pitch Building on exisitng EPA tools to support the local

p rote Cted areas ’ re | atl O nSh i p betwee n ru ral an d u rban are aS 1 page project summary Target is measuarable sustainabiltiy outcomes that promote human and

environmental health
Talking points Looking across communities by building a network

Audience: Local inhabitants and resource users, policy
makers, urban citizens
Vehicle: Poster series, electronic bulletin, interpretive hiking Messoge o RESES comm. __|GMects comm. _ Reglonal partners SHC Program

ldentifying the right content (the message) for a given
audience and vehicle

- Message changes based on the audience

- Message can be different if different vehicles

Audience

Audience

What is GMeCCs? Scientific effort to work  Stakeholder engagement Stakeholder engagement Stakeholder engagement A scientific study to link )
Identifying the right target group (the audience) for a trails and protective areas, website, radio networks gorve Inksbetween  objediesondderves  obedtnes Ik themto obecesandderwes foastomessresct
Decisions-changes in functional measure of measurable outcomes,  functional measure of sustainabiltiy in
g ive n m essag e an d Ve h iC I e :f:ij:i?:ngeg in sustainability. ;a;ii;’:g;aﬁzer:g;mm:aﬁ sustainability. ;E;;;resj:;?::iﬁmg
- Audience includes clients, stakeholders, and Structured Decision Making o

Other praCtitlonerS USing Structured deCiSion making to Come up Wlth a. Strategic What do we wish to 1) Improve the state of  Work with stakeholders 'Work with stakeholders Work with stakeholders  Provide updated,

the science, 2) Develop a toidentify meauresof  toidentify quantitative  to identify meaures of  accurate, and user

= NOt a” aUdienceS respond the Same to a. given Communication plan for Early ChildhOOd Development EICCDI'I‘IP“S"I? Decision-Tool-Measure  sustainabiltiy that will be tools and meaures of sustainabiltiy that will be friendly guidance on

. 4 framework, 3) Developa used to evaluate sustainabiltiy that will be used to evaluate sustainability to end-user
m essag e Or Ve h IC | e I U d stakeholder engagement decisions. used to evaluate decisions. groups at the community
prog rams In gan a' strategy, 4) Address decisions. level.

transferabiltiy of tools
between communities

Vehicle Message: Meaningful and persuasive messages that could
influence the adoption Of neW Chlld Care behaViorS, fOCUSing On How will we accomplish see Menu of "how" see Menu of "how" see Menu of "how" see Menu of "how" see Menu of "how"

ldentifying the right types of media (the vehicle) for a the client’s needs and targeting their beliefs and opinions v o o S S o

given message and audience

| I L oices in vehicle based Audience: Parents and caregivers as the primary audience,
- mpr(])rtant to exp Ored Ch 0'093_'” venicle base grandparents, health workers, and teachers as the secondary Challenges
on the message and the audience audience, and policy makers as the tertiary audience

- Explore more than one vehicle as option Vehicle: Mass media, print, community-based channels, and . Takes time and effort

. . Interpersonal communication « Requires understanding of concepts
What Strategic Communication is NOT . Buy-in needed
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