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Dear Participant, 

We are beyond thrilled to welcome you to our workshop today! Your presence 
here means a lot, and we appreciate the time you've carved out to join us. 
  

You’ll be leaving this week with your very own Communication Toolbox—a 
starting point filled with tools and resources to help you dive into the exciting 
world of project communications. This toolkit is designed to demystify 
communication strategies and show you that, with the right approach, crafting 
impactful messages can be both simple and fun. 

As you continue to grow and learn, feel free to expand your toolbox with new 
ideas and techniques. Think of it as a foundation to build upon—a launchpad for 
creative and effective communication in your projects. 

We’re so excited to see how you'll personalize these tools and make them your 
own! 

Kind regards, 
 
Olivia Rempel, GRID-A: olivia.rempel@grida.no 

Stella Puteri, ATSEA-2: sputeri@pemsea.org 

Hélène Masliah-Gilkarov, ICPDR: helene.masliah-gilkarov@icpdr.org 
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Your communica+ons toolbox will include: 
 

• A fact sheet for journalist/media rela4ons 
o A template providing best prac3ces for crea3ng an organiza3on fact sheet to 

use in media and journalist rela3ons. 
o Plus: Your own fact sheet, tailored with key informa3on about your 

organiza3on. 
 

• An outline of mission, vision, values 
o An outline explaining how to define and communicate your organiza3on’s 

mission, vision, and values effec3vely. 
o Plus: Your completed mission statement, vision, and values, refined and aligned 

with your organiza3on’s goals. 
 

• An elevator pitch outline 
o A breakdown of the essen3al components for crea3ng a compelling elevator 

pitch. 
o Plus: Your own personalized elevator pitch, ready to use for promo3ng your 

organiza3on. 
 

• An organiza4on structure overview 
o A guide on how to visually represent your organiza3on’s structure, including 

roles and responsibili3es. 
o Plus: Your own organiza3onal chart, reflec3ng your specific structure and 

hierarchy. 
 

• A detailed social media campaign outline 
o A comprehensive guide explaining the core elements of a successful social 

media campaign. 
o Plus: Your own fully developed social media campaign outline, customized to 

your organiza3on’s needs. 
 

• Detailed notes 
o Your own comprehensive notes from the workshop, filled with both theore3cal 

insights and prac3cal steps to enhance your communica3on strategies. 
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OrganizaHon Fact Sheet for Journalists and Media Inquiries 
 

1. Organization/Project Name: 

• Your organization’s full name, plus any abbreviations/acronyms used. 
• What type of organisation are you?  

2. Overview: 

• Brief description of your organization or project. 
• Include mission statement or primary objective. 

3. Founding Date & Background: 

• When was the organization or project established? 
• In which context?  
• What is your origin story? Example: was there a founding document, Conference it 

came from?  

4. Key People: 

• Names and titles of founders, current leaders, and other significant figures that might 
be relevant info. 

5. Location(s): 

• Address of headquarters. 
• List of key regions or areas where you operate. 

6. Impact Statistics: 

• Number of people served or impacted. 
• Key achievements or milestones. 
• Quantifiable impact data (e.g., "Distributed $5M in grants", "Educated 10,000 

students"). 

7. Current Initiatives: 

• Brief descriptions of ongoing projects or initiatives. 
• Current focus areas or research subjects. 
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8. Media Contact: 

• Contact information for media inquiries (Name, Phone, Email). 
• Best times or methods for contact. 

 

9. Quotes for Journalists: 

• Have 1-2 general quotes ready from key people in your organization that journalists 
can use directly in their stories. 

• Have a boiler plate text (4-5 lines) ready for any query or press release.  

10. Social Media Handles: 

• Links to social media profiles (LinkedIn, Twitter, Facebook, Instagram, etc.). 

11. Awards and Recognition: 

• List of awards and recognitions received by the organization or its members. 

12. Funding and Sponsorship: 

• Information on key funders, sponsors, or partners. 
• Types of financial support (e.g., grants, donations, country contributions). 

13. Future Plans: 

• Brief outline of where the organization/project is headed. 
• Upcoming noteworthy projects or strategic goals. 

14. Additional Resources: 

• Links to recent press releases, annual reports, or other relevant documents. 
• Directions on how they can access more detailed information or media kits. 
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Elevator Pitch 

An elevator pitch is a concise, persuasive speech that you use to spark interest in what your organization 
does. They are used to invite a follow-up conversation or meeting.  

1. Identify Your Goal: 

• Start by clearly defining the objective of your pitch. Are you seeking funding, a job, a partnership, or 
simply trying to make a memorable introduction? 

2. Explain What You Do: 

• Focus on the problems you solve or the value you bring. 
• Use simple language that anyone, even someone outside your industry, can understand. 

3. Communicate Your Unique Selling Proposition: 

• Highlight what sets your company apart. 
• Why should the listener care or be interested? 

4. Engage with a Question: 

• Start with a question that will engage the listener and make them think about how your message 
relates to their needs or challenges. 

5. Keep it Short and Sweet: 

• An elevator pitch should typically last no longer than 30-60 seconds. 

6. Practice Makes Perfect: 

• Rehearse your pitch in various scenarios to ensure it feels natural and compelling. 
• Consider practicing in front of a mirror or recording yourself to refine delivery and body language. 

7. Use a Strong Close: 

• End with a call to action. What do you want the listener to do next? 
• Make sure to provide a way for them to contact you or remember you (hand them a business card, 

suggest a follow-up meeting). 

8. Tailor Your Pitch: 

• Always be prepared to adjust your pitch to suit different audiences or objectives. 
• Highlight different aspects of your value proposition based on who you are talking to. 

 

 



7 
 

CraN Your Own Elevator Pitch 
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OrganizaHonal Chart 

An organizaPonal chart is a helpful tool that visually breaks down the structure within your 
company/organizaPon.  
 
While every organizaPon has its own unique variaPons, a typical structure may look like this: 

1. CEO, President, Secretary General, ExecuRve Secretary  
2. Vice President or Senior Management PosiRons 
3. Department Heads (e.g., Director of Finance, Director of OperaPons, etc.) 
4. Team Leaders, Technical Experts, etc.   
5. SupporRng Staff 

 
Every organizaPon’s layout will be different, depending on its size, goals, and needs. OrganizaPonal charts 
can also highlight the interdependence between roles by drawing arrows or using different colours to show 
connecPons.  

For example:  
In some organizaPons, the Director of Finance and Director of OperaRons might have an 
interdependent relaPonship. The Director of Finance oversees budget planning and financial 
resources, while the Director of OperaPons manages the day-to-day funcPons within the 
organizaPon. These two roles o]en need to be in communicaPon and working together to ensure 
that operaPonal decisions align with budget constraints and financial goals. 
 

Feel free to use arrows or different colours on your chart to represent interdependent relaPonships within 
your organizaPon.  

 

NOTES: 

•   
 

•  
  

•  
  

•  
  

•  
   

•   
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Social Media Campaign Outline 

1. Campaign ObjecRves  
• Define what the campaign aims to achieve. For example, raising awareness, generaPng 

leads, driving engagement, etc. 
• Make sure the objecPves are SMART: Specific, Measurable, Achievable, Relevant, Time-

bound 
 

2. IdenRfy and Understand Your Target Audience 
• Who are you trying to reach? What are their pain points? Your messages should be tailored 

uniquely to address their specific interests, needs, values, and behaviours. Consider: 
o Age, gender, location, income, education level 
o Interests, values, lifestyle, behaviours, political views 

 
3. Develop Key Messages  

• What are the main points you want to communicate?  
• Ensure you are clear, concise, and aligned with your objecPves.  
• Reflect on the elements of newsworthiness (Pmeliness, human interest, impact) to make 

messages compelling.  
 

4. Determine the Right Content 
• Decide on the types of content (text, images, videos, infographics) that will best convey your 

messages to your target audience. 
• Plan themes or topics that will be covered in the campaign.  

 
5. Pla^orm(s) SelecRon 

• Based on your research and analysis of your target audience, select which social media 
plaborms are the most appropriate to reach your audience based on where they are most 
acPve.  

• Decide if the campaign will uPlize a single plaborm or mulPple plaborms for broader reach. 
6. Content Calendar  

• Create a content schedule that outlines: 
o WHAT content will be posted 
o WHEN each piece of content will be posted (date and time) 
o WHO is responsible for creating and posting 

 
7. Evaluation and Metrics 

• Define how exactly success will be measured for the campaign (e.g., engagement rates, 
conversion rates, reach, likes, shares, etc.)  

• Identify the tools you will use to track these metrics, such as native analytics on social media 
platforms, Google Analytics, etc.  
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Create Your Own Social Media Campaign  

Campaign ObjecRves  

•   

•    

•  

IdenRfy and Understand Your Target Audience 

•   

•   

•  

Develop Key Messages  

•   

•    

•   

Determine the Right Content 

•   

•    

•  

Pla^orm(s) SelecRon 

•   

•   

•   

Content Calendar  

•   

•   

•   

Evaluation and Metrics 

•   

•   

•  



 

 

 

 

Crisis Communication Plan Outline 

1. Identify Potential Crises 

• What types of crises might affect your project? Think about situations that could 
disrupt your project or cause concern among your stakeholders. 

• Examples: 
o Environmental incidents (e.g., pollution events, natural disasters, habitat 

destruction, and water contamination, etc.) 
o Health or safety issues regarding the public or team members involved in 

your project(s) 
o Negative publicity or media coverage 

2. Establish a Crisis Response Team 

• Who will be responsible for managing communications during a crisis? Select (2 
max 5) key people who will lead the response and decide on messaging. 

• Roles to Consider: 
o Spokesperson: The primary person who will speak on behalf of the project 

(such as a project leader or a higher up within the organization). 
o Communications Lead: Monitors the PR situation and manages all written 

and spoken communication. 
o Support Team: Provides assistance, gathers any relevant information, and 

helps the spokesperson prepare and feed the Communications lead with info 
he/she may have overlooked. 

3. Define Key Audiences 

• Who needs to know about the crisis? Identifying the groups affected by or 
interested in your project helps you tailor your messages to each one. 

• Examples of Key Audiences: 
o Project stakeholders (sponsors, donors, government agencies, higher ups in 

your organisation) 
o Local community members 
o Media and journalists 
o Internal team members 

 

 



4. Develop Key Messages 

• What are the main points you want to communicate? Your key messages should be 
clear, honest, and reassuring, giving a feeling of full transparency. 

• Tips for Creating Messages: 
o Stay calm and factual: Share only confirmed information. 
o Express empathy: Acknowledge any concerns and show understanding. 
o Provide next steps: Let people know the actions being taken to address the 

crisis. 

5. Choose Your Communication Channels 

• How will you reach each audience? Select channels that will get the information to 
the right people quickly and effectively. 

• Examples of Channels: 
o Social media: For quick updates to a broad audience. 
o Press Releases: To share with the media. 
o Emails/Direct Messages: For direct communication with sponsors and 

stakeholders. 
o Website Updates: To post statements and FAQs in one accessible place. 

6. Create a Timeline for Crisis Response 

• When should you communicate? Timing is of the essence in a crisis. Plan when and 
how often you’ll share updates, write it down and share the timeline with your team. 

• Basic Timeline Outline: 
o Initial Response: Acknowledge the situation within a few hours if possible, 

even if details are still limited at that point. 
o Follow-Up Updates: Share updates regularly, even if just to confirm that 

you’re monitoring the situation. 
o Resolution Update: When the crisis is resolved, inform your audiences and 

present and outline any next steps going forward. 

7. Monitor Feedback and Adjust 

• How will you know if your message is being understood? Keep an eye on responses 
from your audiences to see if you need to clarify or adjust your communication in 
any way. 

• Ways to Monitor: 
o Social Media Comments: Address questions or concerns as they arise. 
o Stakeholder Feedback: Check in with stakeholders to ensure they feel 

informed. 
o Media Coverage: Review news articles to see if your message is being 

accurately represented. 

 

 



8. Reflect and Improve the Plan 

• After the crisis, review what worked and what didn’t. Use this time to improve your 
plan based on what you learned, and what has gone well and less well. Remember: 
failure builds character! 

• Questions for Reflection: 
o Were our messages clear and effective? 
o Did we reach all key audiences in a timely manner? 
o What can we do better next time? 



 

 

 

 

‘Create Your Pitch’ Checklist 

1. Identify Your Pitch’s Purpose 

• What do you want to achieve? Be specific about the main goal. 
o Examples: Raise awareness, gain funding, recruit team members, impress 

your higher ups or simply promote collaboration. 

2. Know Your Audience 

• Who are you making the pitch to, and what do they care about? Make sure to tailor 
your pitch to their level of knowledge and interest.  

• Consider: 
o Their background: Are they experts, community members, key stakeholders 

or potential sponsors? 
o Their interests and priorities: Think about what matters most to them (e.g., 

sustainability, environmental impact, financial return, community benefits). 

3. Start with a Strong Opening 

• Grab their attention immediately. Start by using a thought-provoking question, an 
interesting fact, or a short story to make your audience want to hear more. 

• Examples: 
o “Did you know that our project is reducing waterborne diseases by 40% in 

just one year?” 
o “Can you imagine a world where clean water is available to every community 

member. We can. Our project is making this a reality.” 

4. Define the Problem Clearly 

• Explain what issue your project addresses. Describe the problem in simple terms 
that anyone, even your grandma or your teenage brother can understand. 

o Example: “In our region, communities suffer from limited access to clean 
water, which affects both health and economic stability.” 

5. Present Your Solution 

• Explain how your project tackles this problem. Highlight what makes your solution 
totally unique or most effective. 



o Example: “Our project has introduced affordable water filtration systems that 
provide clean water to thousands of people, improving health outcomes and 
reducing costs.” 

6. Highlight the Impact with Specific Examples 

• Use numbers or specific outcomes to make your impact clear. People connect more 
with tangible examples than general and sometimes convoluted statements. 

o Examples: 
▪ “Since our project began, waterborne illness has decreased by 30% in 

the communities we serve.” 
▪ “We’ve managed to train over 100 local volunteers, creating a 

sustainable support network.” 

7. Showcase the Broader Benefits 

• Explain why this matters in a broader context. Help the audience see the wider 
impact of your project. 

o Example: “Our approach doesn’t just help one area; it’s a model that can be 
replicated across other regions facing similar challenges.” 

8. Use Simple, Powerful Language 

• Avoid jargon or overly technical terms that may show that you’re smart and know 
your stuff but might confuse the listener. Instead, keep your language 
straightforward and relatable. 

o Examples: 
▪ Instead of “leveraging cross-sectoral partnerships,” say “working with 

different groups to achieve shared goals.” 
▪ Use active verbs like “improve,” “empower,” and “transform” to make 

your message dynamic. 

9. End with a Clear Call to Action 

• What do you want your audience to do next? Be specific and direct. 

10. Practice and Refine Your Pitch 

• Practice out loud to make sure it flows naturally and fits within a time limit. 
• Get feedback from a friend or colleague to improve clarity and engagement. 
• Adjust for time: Have both a 1-minute version for quick introductions and a 3-minute 

version for longer conversations. 

11. Stay Open to Questions 

• Invite questions or feedback after your pitch. Showing openness to dialogue 
demonstrates confidence and helps build a connection with your audience. 



 

 

 

 

Tips for Digital Publication 

1. Define Your Goal and Audience 

• What is the main purpose of your publication? Whether it’s to inform, persuade, or 
engage, keeping this goal in mind will help you shape the content. 

• Who is your audience? Knowing your audience will guide the tone, language, and 
design. For example, a professional tone may suit donors, higher ups in your 
organisation, while a more engaging style works for other stakeholders and the 
general public. 

2. Keep Content Clear and Concise 

• Focus on key points: Limit each section to only the essential information. This helps 
readers quickly grasp the main ideas without feeling overwhelmed by the flow of 
information. 

• Use simple language: Avoid jargon or overly technical terms whenever possible. Aim 
for language that’s accessible and easy to understand. 

3. Structure with Headings and Subheadings 

• Break down content into sections with clear, descriptive headings. 
• Use bulleted or numbered lists for complex information. Lists help readers scan 

content easily, making it more likely they’ll absorb key points. 

4. Design for Visual Appeal 

• Choose a clean, readable font: Use simple fonts like Arial or Calibri for body text and 
avoid overly decorative fonts, which can be hard to read. 

• Use colours thoughtfully: Stick to a cohesive colour palette, ideally 2-3 colours that 
reflect your organization’s branding. 

• White space is your friend: Avoid crowding the page. Spacing between elements 
improves readability and creates a professional look. 

5. Make Key Points Stand Out 

• Bold or highlight important information: But don’t overdo it, as too much emphasis 
can be distracting and confusing. 



• Use visuals like icons or images: Illustrations or infographics can simplify complex 
ideas. Choose visuals that are relevant and support the text you’re writing. 
 

6. Use High-Quality Images 

• Select clear, relevant images that support your message, and avoid blurry or 
pixelated visuals. 

• Compress images for faster loading: Large images can slow down your document’s 
load time. Choose from a number of free tools to resize or compress images while 
maintaining quality. 

7. Optimize for Different Devices 

• Check readability on both desktop and mobile: Make sure text size and layout work 
on smaller screens. A single-column layout often works best on mobile. 

• Save as PDF for easy sharing: PDFs are universally accessible and preserve 
formatting across devices. Make sure your links are clickable for easy navigation. 
Also always be sure to ensure you enter the correct links and that they work as they 
should.  

8. Include a Clear Call to Action (CTA) 

• What do you want readers to do next? Make this clear with a specific CTA. Examples 
of CTAs: 

o “Learn more on our website” 
o “Contact us for more information” 
o “Donate now” 
o “Register for our event here” 

• Place the CTA prominently: Readers should not have to search for the next steps. 
Position it where it’s easily visible, such as at the end of the document or in a 
highlighted box so that it stands out and is easy to follow. 

9. Proofread and Test Before Publishing 

• Double check for typos and readability: A polished publication reflects well on your 
organization. The opposite can hurt.  

• Retest links: Ensure all links are working and direct readers to the correct pages. 

10. Track Engagement if Possible 

• Use tools to measure engagement: For online publications, tools like Google 
Analytics can show how many people view or download your document. 

• Use feedback to improve: Comments from others can help you see what worked well 
and what you should adjust in the future.  



 

 

 

 

 

Project Impact Story Template 

1. Define the Core Message 

• What is the main takeaway you want your audience to remember? This should be a 
single, clear idea about your project’s value. 

o Example: “Our project helps restore clean water access to thousands, 
improving health and revitalizing the local environment.” 

2. Set the Scene 

• Start by describing the problem or challenge your project addresses. 
o Example: "In our region, thousands of people lacked access to clean drinking 

water, leading to health issues and limiting economic growth." 

3. Introduce the Solution 

• Explain what your project does to tackle the problem. Keep it simple and direct. 
o Example: "Our project installed sustainable water filtration systems in 20 

communities, bringing clean water closer to home." 

4. Show the Impact with Specific Examples 

• Describe how your project has made a difference, using concrete numbers or stories 
to bring it to life. 

o Examples: 
▪ "Since the project’s launch, we’ve reduced waterborne illnesses by 

40% in affected areas." 
▪ "A local farmer shared how easier access to clean water has 

transformed her family's daily life." 

5. Personalize the Story with a Real-Life Example (when possible) 

• Adding a personal story, like a beneficiary’s experience, helps your audience connect 
emotionally with the impact. 

o Example: "Ana, a mother of three, shared how clean water has given her 
peace of mind and freed up time for her children to attend school." 
 
 



6. Emphasize the Broader Implications 

• Help your audience see why your project matters in the bigger picture. 
o Example: "Beyond individual communities, our project serves as a model for 

sustainable water management across the region, promoting health and 
resilience." 

7. Call to Action 

• End with a call to action that invites your audience to get involved, support, or 
spread the word. 

o Example: "Join us in making clean water accessible to all. Support our project, 
share our story, and help us make a lasting impact." 

 



 

 

 

 

Target Audience Analysis: How to Pinpoint Your Target Audience to 

Prioritize Effect Communication 

1. Define Your Project’s Goal 

What is the primary goal of your communication? Think about what you want to achieve by 
reaching out to or engaging with your audience.  

o Examples: You may want to increase public awareness, secure funding, 
engage stakeholders in a new initiative, encourage community involvement, 
or influence a policy decision. 

2. Identify Potential Audience Segments: List all of the groups or individuals who have an 
interest in or are affected by your project. → 

• Primary Audiences: These are the most important groups directly involved in or 
influenced by your project.  

o Examples:  government agencies, donors, sponsoring organizations, and local 
communities. 

• Secondary Audiences: These are supportive groups that may indirectly benefit by 
your project or can help spread awareness. 

o Examples: NGOs, media, academic institutions (students or researchers), and 
industry stakeholders. 

3. Prioritize Audiences Based on Project Impact: Rank each audience by their level of 
influence, interest, and relevancy in your project. Use these categories to refine your efforts.  

• High Influence, High Interest: These are your core audiences; prioritize engagement 
here. 

• High Influence, Low Interest: These audiences can be people with authority who 
lack awareness. Consider educating them more on your project’s relevance.  

• Low Influence, High Interest: Supportive groups that can amplify messages or offer 
public support, like community volunteers or advocates. 

• Low Influence, Low Interest: Those less directly impacted, but keep informed as 
needed.  
 

 



4. Understand Audience Needs and Motivations: For each audience, outline their key 
interests, challenges, what they care about, and how your project impacts them. 

• Consider questions like: 
o What motivates this group to support environmental projects? 

Understanding their values helps you connect with them to ensure your 
message resonates.  

o What information or assurances do they need to take action? Tailor your 
message to provide what they need to feel empowered and informed.   

o Do they have concerns about your project? Addressing any potential worries 
or challenges shows respect and builds trust.  

5. Tailor Messages and Tone for Each Audience 

• Based on your analysis and what you know about each group, craft tailored 
messages that address each audience’s unique needs, motivations, concerns, and 
interests. → 

• Message Tone Examples: 
o Formal and data-driven/evidence-based for government agencies, 

policymakers, donors, and other organizations. Highlight the data and impact.  
o Inspirational and solution-focused for the general public. Emphasize 

solutions and benefits.  
o Collaborative and inclusive for community groups. This should be a friendly 

way to show them how they are also part of the process.  

6. Choose Appropriate Communication Channels: Decide how you’ll reach each audience 
based on what is most effective and accessible for them.  

• Examples: 
o Social media: Great for increasing general awareness and reaching a broad 

audience. 
o Press Releases: Ideal for media, research communities, and industry 

stakeholders. 
o Workshops or Webinars: For interactive engagement with community 

leaders and members, as well as local agencies. 
o Email Updates/Newsletters: For ongoing engagement with stakeholders, 

sponsors, government bodies, and organizational partners.  

• 7. Evaluate and Adjust: Set up a few basic ways to track if your communication is 
working by establishing key performance indicators (KPIs) to measure audience 
engagement and message effectiveness. Adjust your approach based on feedback 
and results as needed.  

o Examples: 
▪ Open rates for email newsletters 
▪ Social media engagement metrics 
▪ Attendance and participation rates at events 
▪ Feedback from surveys or direct responses at events 


