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Session Agenda

Vision, Mission, and Goals

The Role of Communications

Develop Your Communications Plan

Break: 3:00-3:10 pm 

Welcome and Introductions

Case Study: SBDI

Discussion

Break: 2:00-2:10 pm 
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Vision, Mission & Goals

44

We help children reach their full potential by building stronger health, 

mental health and early care systems that provide a sturdy foundation 
from the start so children can thrive. 

About CHDI
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CHDI’s Vision

All children have a strong start 

in life with ongoing supports to 

ensure their optimal health 

and well-being.

CHDI’s Mission

To ensure healthy outcomes 

for all children in Connecticut 

by advancing effective 

policies, stronger systems, and 

innovative practices.

66

CHDI’s Goals

1. Health: Promote and support the optimal organization and 

delivery of child health services.

2. Mental Health: Promote and implement comprehensive, 

community-based, high quality mental health care for all 

children.

3. Early Childhood: Promote and support policies and 

practices that ensure infants and toddlers have a strong 

start in life.
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We identify, demonstrate, support, and promote effective health and 

mental health care innovations that will result in sustainable change, 

working in partnership with providers, policy makers, academic 

institutions, and state agencies.

Embed 

Concept in CT

System

Demonstrate

Concept

Effectiveness

Roll-out

Concept

Create

Infrastructure

Develop 

Concept

Develop/reform 

systems
Develop/reform 

policy

CHDI’s Strategy & Process
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Funders and partners

CHDI works in close partnership with the state’s leading 

medical schools, children’s hospitals, policymakers, 

state agencies, child-serving organizations and 

advocates to achieve our goals.
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Activity: Step 1

What drives your work?

Vision

Mission

Goals



3/18/2019

6

11

How does

communications 

fit in? 

1212

Role of Communications

Communications is a tool for advancing 

the overall vision, mission, and goals of 

your organization, research, or initiative.
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Connect With Your Audience
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Expected Results of Communications
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Think broadly!
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CHDI Communications Strategies

Direct communications

Traditional media coverage

Leveraging partner networks

Social media

Inform and influence target audiences about CHDI and our work through:
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Direct Communications

You control the message (mostly) and deliver it to your audience.

It includes print publications and many types of digital media. 

(Digital Media = content blended with technology).

• Meetings, briefings, events and policy forums

• Video

• Email blasts

• Newsletters

• Blogs and guest blogs

• Websites 

• Fact sheets

• Publications

18

EVENTS & FORUMS

VIDEO

NEWLETTERS & EMAIL BLASTS
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Websites

Having an online home or 

home base is important!

 Allows people to find 

you and your work.

 Searchable content.

 Drive traffic back to 

your home base.

Tips for websites:
 Post content on web pages, not 

just pdfs
 Good headlines, clear messaging
 Photos (paid: istock; free: Flickr, 

Unsplash, Pixabay, Wikicommons)
 Make content shareable

(AddThis.com)

2020

Blogs and Guest Blogs
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Publications & Materials

Branding Building

Research Report Recruitment BrochureInfographic

Issue Brief
Policy Brief

2222

Traditional Media

Traditional Media Coverage:

• TV news, 

• State and local newspapers

• Local radio stations: WNPR affiliates

• National media outlets: Newsweek, 

NY Times, NPR etc.

• Wire services AP, Reuters, Kaiser Health 

News

• Trade magazines

News media is changing:

• Less specialized. Fewer staff.

• More shared wire type services.  
In CT we have 2 CT Mirror and C-HIT.

 Opportunity to post/submit your 

own content/ photos to local 

papers, Patch, blogs, op-eds, 

https://theconversation.com/us/health

 Press Release Services:
PRNEWSWIRE, CISION

 Opportunity to let beat 

reporters know you are an 

expert in the field.

https://theconversation.com/us/health
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Traditional Media Coverage

Ways to reach (pitch):
• News releases

• Media advisory (event)

• Direct pitch (email or call)

• Twitter

2424

Social Media

Choosing your channels: 

• Match your audience to platform demographics

• Leverage existing accounts from your organization

For every 1,000 email subscribers, the average nonprofit organization has 428 
Facebook fans, 141 Twitter followers, and 39 Instagram followers. (2017 
Benchmarks Survey)

Full demographics are available at Pew Research Center

http://www.pewinternet.org/2018/03/01/social-media-use-in-2018/

http://wtnh.com/2016/03/01/state-effort-to-screen-for-maternal-depression-during-and-after-pregnancy/
http://www.pewinternet.org/2018/03/01/social-media-use-in-2018/
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Leveraging Partner & Stakeholder Networks

• Newsletters 

• Email blasts

• Social Media

• Guest blogs

• Events

26

Developing a Strategic 

Communications Plan
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Elements of a Strategic Communications Plan

1. Identify organization’s mission and vision

2. Set communications goals

3. Target audiences

4. Develop clear messaging

5. Select channels and materials for communication

6. Leverage partnerships

7. Implement the plan

8. Evaluate and make mid-course corrections

Adapted from W K Kellogg Foundation’s 

Template for Strategic Communications Plan

2828

Step 2. Set Communications Goals & 
Objectives

Communications goals and objectives should advance the 

mission and goals of the organization or initiative. 

The goal is a destination – an end point – while objectives are 

steps towards competing that goal or subsets of that goal.

They should be SMART:

Specific

Measurable

Achievable

Relevant

Time-based
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CHDI Communications Goals

Inform and influence key decision 

makers (about CHDI’s work)

Position CHDI as a “go-to” credible 

resource on children’s health & mental 

health

Increase visibility about key child health, 

mental health and early childhood issues

Advance CHDI’s work to improve children’s health and mental health 

policies, systems, and practices in Connecticut

3030

Activity: Set Communication Goals & Objectives

Goal Question

 What outcome am I trying to achieve through communications?

Examples

• Inform policy on pediatric primary care payment reform.

• Position yourself as a national expert on child trauma.

• Advance the adoption of a new treatment model.

Objective Question

 How am I going to do it?

• Drive 1,000 downloads of new report and visits to related content through 

(email, blog, video, social media, partner outreach…).

• Secure three media mentions/interviews or speaking invites by submitting op-

ed and guest blogs, developing media list and sending packet/calling…..etc.
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Step 3. Target Audiences

A. Identify your audience(s).

B. Prioritize audiences

C. Engage them where they are.

D. Match messaging to your audience

3232

Audience Model

Internal Staff
Project 
Collaborators

Boards of 
Directors 
and 
funders

Partner 
organizations, 
key state 
agencies, 
legislators, & 
colleagues

Communities, 
parents, care 
givers, & 
public

Broader 
professional 
community, 
(teachers,  
providers,   
ECE staff), &  
foundations

Awareness &

Credibility

High

Low

General 
legislators/poli
cymakers,
provider 
agencies/pract
ices, school 
administrators,
professional 
organizations, 
& advocates

“The Work”

• Lower levels of awareness 
and credibility among 
policymaking and system 
change audiences

• “The Work” reaches / 
impacts all constituencies, 
but how widely given need 
for policy and system 
changes?
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B. Conceptualize and Prioritize Your Audience

34

C. Meet them where they are at.
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The bigger the audience, the more accessible the message and 

product must be.

*Graphic adapted from the Urban Institute

Size of AudienceDepth of ResearchCommunications Channels

Social media

News outlets

Website features and blogs

Policy forums

Policy briefs & fact sheets

Journal articles

Technical reports 

D.  Match messaging to your audience

3636

Activity: Identify Key Audiences

Helpful questions

 Who makes decisions about your issue?

 Who can influence the decision makers?

 What do they know in relation to your issue?

 What opportunities/barriers exist in reaching this audience?
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Step 4. Develop Clear Messaging

 Keep it concise 

 Think elevator speech

 Stress main points/themes

 Show importance or urgency of the issue

 Show success

 Tie it to a specific audience

 reflect what would motivate that audience

 Put a “face” on the issue 

 Be memorable / visually interesting

38
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Activity: Messaging

Take one of the communications goals set in first 
breakout.

Choose an audience identified to meet that goal 

• What do you want them to think?

• How do you want them to feel about the initiative?

• What do you want them to do?

4040

Step 5. 

Select Communication Channels & Materials

Communications channels

carry the message to target 

audience.  

• Direct Communications 

• Events, meetings, websites, email

• Media

• TV, newspapers, radio

• Social media

• Facebook, Twitter, You Tube

• Partnership outreach 

• Colleagues, associations, 

advocate networks

Communications materials

can be distributed over 

multiple channels

• Newsletters

• Email Blasts

• Videos

• Podcasts

• Webinars or PowerPoint slides

• Infographics or data visualization

• Blogs, articles, or op-eds

• News releases

• Publications and reports

• Fact sheets

• Marketing or branding materials
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A. Match your communications channels to the audience’s 

method for getting information.

A. Make sure to choose channels that fit with your available 

resources.

A. Identify activities, events and materials to reach your audience 

through the selected channel? 

Examples include

• News release or op-ed 

• Guest blog

• Video or power point presentation

• Fact sheet or case studies

Activity: Select Channels & Materials

4242

Step 6. Leverage Partnerships

Are there resources that could be leveraged from existing or 

new partners?

 Media relations expertise or contacts (university or partner 

communications professional)

 Web page space or blog to promote your initiative (hosted 

on other site)

 Newsletter for partner organization that reaches key 

audiences (ask if they will include your messages)

Remember to credit research, funding, and other partners 

in communications… they will also be more likely to 

amplify your message through their networks.
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Activity: Identify Partners and Resources

What allies or partners might support your work or share your 

audiences and goals?

Are you part of a larger organization with access to 

communications resources, staff and outlets?

What other groups or organizations might aid you in reaching 

your communications goals by providing funds, expertise, 

support, or other resources?

4444

Step 7. Implement the Plan

 List all activities and steps needed to complete them

 Create a timeline and chart to keep it organized

 Identify lead person for each task

 Update chart regularly
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Step 8. Evaluate and Make Adjustments

There are a variety of metrics and tools to measure your reach:

• Website Metrics:  Google Analytics 

• Social Media Metrics:  Facebook Insights, Twitter, You Tube

• Email Metrics:  Open and click through rates

AT CHDI we regularly track metrics (such as number of reach, 

visits, followers, and shares) for our:

 Websites

 Email blasts and newsletters

 Publications

 Social Media: Twitter, Linked In, Facebook, Video Plays

 News Coverage/Media Exposure

 Mentions and shares by partners

4646

Website Traffic

The number of web visits (sessions) grew by 8.2 percent and users grew 

12.6 percent.
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Making Adjustments

 Twitter and LinkedIn reach (impressions), and followers increased significantly 
this fiscal year, as did their referrals to chdi.org.

 Despite a 14 percent increase in Facebook followers, their adjusted algorithm 
contributed to a drop in web referrals and reach (43% decrease). CHDI is 
experimenting with limited paid promotion on Facebook in FY 2019.  

0

200

400

600

800

1,000

1,200

1,400

FY 2016 FY 2017 FY 2018

Number of Social Media Followers

LinkedIN

Twitter

Facebook

0

20,000

40,000

60,000

80,000

100,000

120,000

140,000

FY 2016 FY 2017 FY 2018

Social Media Reach

Facebook (daily reach) Twitter (impressions) LinkedIN (impressions)

Social Media
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Evaluation

Start with the SMART goals and set a time to take stock of 

progress for each goal

• Can your activities be measured by reach, or number of  

visits, downloads, followers, and shares?

• Identify obstacles and develop new goals.

• Create and implement new approaches for success.
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Putting it all Together

SBDI Case Study

50
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Goals of the School-Based Diversion 

Initiative

• Reduce the number of discretionary arrests in school; reduce 

expulsions and out-of-school suspensions

• Build knowledge and skills among teachers, school staff, and 

school resource officers to recognize and manage behavioral 

health crises in the school, and access needed community 

resources

• Link youth who are at-risk of arrest to appropriate school and 

community-based services and supports

5252

Development of SBDI

• 2008: MacArthur Foundation Models for Change Mental 

Health Juvenile Justice Action Network facilitated by 

NCMHJJ

• 2009: Pilot SBDI in 3 schools

• 2010: State agencies sustained by sharing cost, blended 

funding with collaborative oversight

• 2013: Expanded partnership as evidence increased, tied 

into larger education and criminal justice reforms

• 2015: $1M Statewide expansion in Governor’s biennial 

budget under the “Second Chance Society” 

• 2019: Sustained in state budget
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Key Factors

FORUM

VIDEO INFOGRAPHIC

5454

Events
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Traditional Media

5656

Websites and Videos
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Publications

Available for free download 

http://www.chdi.org/SchoolToolkit

Additional resources available at http://www.ctsbdi.org

and http://www.chdi.org

58

Participating Schools

http://www.chdi.org/SchoolToolkit
http://www.ctsbdi.org/
http://www.chdi.org/
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Discussion 

and 

Questions
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Where to find us

Visit our websites 

www.ctsbdi.org 

www.chdi.org

www.kidsmentalhealthinfo.com

Join our 
email list 

Sign up at 
www.chdi.org

Follow Us:

Jeana R. Bracey, Ph.D.

bracey@uchc.edu

Julie Tacinelli

tacinelli@uchc.edu

Jeffrey J. Vanderploeg, 

Ph.D.

vanderploeg@uchc.edu

@CHDICT

http://www.kidsmentalhealthinfo.com
http://www.chdi.org/
mailto:bracey@uchc.edu
mailto:tacinelli@uchc.edu
mailto:vanderploeg@uchc.edu
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