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Technical Tips 

 Technical problems? Call: 

• SPRC at 617-618-2380  

• Adobe Connect at 1-800-422-3623 

 Please type any questions or comments into the chat text box. 

 Click the the “Full Screen” button on the upper right to make 

the presentation larger. Click “Full Screen” again to return to 

normal view. 



Overview 

What communications can do 

Creating strategic communications 

objectives 

Understanding your audience 

Locating resources 

 

 

 



Why Communication Planning? 

What information 

should I have on 

our website? 

We need to 

promote our 

gatekeeper  

training. 

I want to start 

a Facebook 

page.  We want to 

bring a speaker 

to talk about 

stigma. 



The 8-Step  Model 

 

 

 



Communications campaigns are just one tool in 

the suicide prevention toolbox 
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Think Comprehensively 

What other program components are needed? 
 

 

 



Developing Effective Communications Objectives 

 
What do we want the audience to do ? (sometimes also know, 

think, feel) 

– What exactly do we want them  to change? 

– Awareness is not specific enough 

– Be clear: how will the change contribute to your overall 

goals? 

 



 LGBT students who are depressed or in crisis aren’t 

seeking help at the counseling center. 

What is the problem? 

 



 Increase in the number of LGBT students who seek 

help themselves or are referred to the counseling 

center by others. 

 

 

Tying communication to program goals 

 

 

How can communication contribute? 



 Increase knowledge of the 

counseling center 

 Clarify misconceptions about 

the counseling center 

 Convey cultural competence 

of counseling center staff  

How can communication contribute? 

 

Call to action 

Call to make an 

appointment 



Activity 

What are some behaviors that you are trying to 

change with your communication efforts? 



Strategic Communication Planning workbook 



QUESTIONS? 



Knowing Your Audience 

 

 Identifying your target audience 

 

 Dividing your general audience 

into subgroups 

 

 Pitfalls of focusing on a general 

audience 

 
 



What do we know? 



Connecting to Core Values 

 
 Health Belief Model 

 Transtheoretical Model (Stages of 

Change) 

 Social Cognitive Theory 



Health Belief Model 
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UW-Oshkosh Survey Findings 

 32% of students said they rarely or never 

attend campus events.  

 Females attended 5-16 events per year 

 Males attended 0-4 events per year. 

 

 
 African-American, Asian-American, Hispanic/Latino ranked “Racist 

Language” as the most important issue on campus.  

 

 American Indian and Caucasian students ranked “Excessive 

Drinking” as the most important issue on campus. 

 



UW-Oshkosh Umatter Campaign 

 



Target Audience: Students 

 



Subgroup: Student Veterans 

 



Activity 

 
Segmenting our target audience: 

Student veterans 

 What are the perceived barriers and 

benefits? 

 How are they different? 

 How can you find out? 

 



Strategic Communication Planning toolkit 



What information 

should I have on 

our website? 

We need to 

promote our 

gatekeeper  

training. 

I want to start 

a Facebook 

page.  We want to 

bring a speaker 

to talk about 

stigma. 



Take-aways 

 Taking time to plan will help ensure that your 

communications efforts are more effective 

 Focus on the action or behavior change that you want 

to see 

 Try to go beyond surface demographic information in 

understanding your target audience 

 



QUESTIONS? 



Locating Resources 

 Strategic Communications Planning section on SPRC 

website (http://www.sprc.org/grantees/strategic-

communication-planning)  

    - Social media resources 

   - Safe messaging guidelines 

 Your SPRC Prevention Specialist 

http://www.sprc.org/grantees/strategic-communication-planning
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Next Steps 

 Webinar Evaluation 

 Post your examples to the SPRC Private Pages! 

 

 



Contact Us 

 

 

EDC Washington DC 

1025 Thomas Jefferson Street, NW 

Suite 700 

Washington, DC 20007 

 

EDC Headquarters 

43 Foundry Avenue 

Waltham, MA 02453 

 

 

 

edc.org 

 

 

 

 

Sheila Krishnan 

Campus Prevention Specialist 

skrishnan@edc.org or 202-572-3761 

 

 

Elly Stout 

Prevention Support Program Manager 

estout@edc.org or 617-618-2206 
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