WORDS WORK — A Communications Model

ﬂﬁ of this only happens when a person:

\

v Adds a special, infectiously optimistic touch.
v" Makes a difference each and every day.

v Does whatever needs to be done.

¥ Looks at it all as more than “just a job.”

v Focuses on “What is in the best interests of)

\ v organization / mission / vision?”

Consistency & continuity Marketing, PR, Branding, & Image

Pinpoint goals & objectives Cover “What” + “Why"” & “How”

Roadmap & Communications Plan Collateral & Sales Material

—_— ;
Execute for results & success Presentations & Speeches

Make great things happen Web Presence & Social / New Media

Market and “sell” value proposition Media / Community Relations

“Telling the Story” COMMUNICATIONS

- Internal/External

Promote the organization’s value, scope, & depth

Strategy, planning, & direction Internal & employee communications

Finding solutions to problems Internal web site & information

Input from stakeholders Easy access to shared information

Brain storming & preparation — Training & informing staff
Business / market intelligence Organize & manage data & documents

Research & analysis Inspire staff to be involved / motivated
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