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Communicating about a program KM strategy 

1.1 Components of a ‘typical’ communication strategy1 

1. Objectives  
2. Audiences  
3. Messages  
4. Tools and activities  
5. Resources  
6. Timescales  
7. Evaluation and amendment 

1.2 Objectives 

Two key influences on objectives are the position of your organization or program on 
this KM profile matrix below and the development stage of the program KM strategy, 
whether it’s the earliest soundings phase, or you are in in mid-implementation and 
reviewing the strategy, for example. 
 

 
 
And depending on the complexity of the program there will be a series of parallel 
communication objectives for different elements. At all levels of objective it is critical 
to include discussion about what success means, and how it will be monitored.  

                                                
1
 Adapted from ‘Successful Communication – tools for researchers and CSOs, ODI, 2005 

http://www.odi.org/sites/odi.org.uk/files/odi-assets/publications-opinion-files/192.pdf  

http://www.odi.org/sites/odi.org.uk/files/odi-assets/publications-opinion-files/192.pdf
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1.3 Audiences 

The stakeholder mapping analyses carried out earlier will be a key input to defining 
audiences, noting that the mapping of different groups of stakeholders will change as 
the program and the KM element develop, in terms of their relative interest/influence. 
Similarly, as programs develop and teams engage, the analysis of boundary 
stakeholders will need to be reviewed.  

1.4 Messages 

Strategic targeting and consistency are key to your program’s messages. The case 
you are making should be summarized in series of messages, defined with the 
different audiences in mind – and their significance to your success. By messages 
we don’t simply refer to short, punchy texts or images – sound-bites and straplines. 
Many development audiences appreciate nuance and subtlety. But creativity and 
eloquence have to be balanced with the realities of operational pressures: senior 
managers and operational program staff, for example, appreciate enormously 
succinct, simple messages, ideally including graphical elements. For a program KM 
strategy audiences will expect to see elements covering questions like: 

 what is the scope and timescale of this work? 
 why is this important to my own work, individually and for my team? 
 how will this improve my work - increase impact, streamline or make more 

effective what we do? 
 what will I have to do differently? 
 what will this require of me, in terms of time and other resources? 
 how will we be tracking success? 

1.5 Tools and activities 

It’s at this stage that communication becomes more of an art than a science. The first 
step is identifying the tools – channels and media – that will reach the target 
audiences. The range of options is massive, both online and for printed material. 
Ideally, your choice will be influenced by your own or existing communication surveys 
and audits2. Be guided by received wisdom about communication, such as: 

 Less is more 

 The power of images, including cartoons and info-graphics 

 Story telling remains core to both how we share and retain information and 
reaching people at emotional and personal levels, essential for convincing 
people to act or behave differently 

 Be very aware of the diversity of your audiences, across the spectrum, and 
pay attention to cultural bias  

1.6 Resources and timescales 

Use bottom-up planning3 to define what is realistic according to resources available, 
noting that graphical material takes longer to produce than text, as does concise, 
targeted content.  

                                                
2
 ‘The Information Ecosystem of (Southern) Policy Actors’, IDS, 2012, is an excellent, contemporary 

source and a useful model for constructing surveys. https://www.ids.ac.uk/files/dmfile/WP401.pdf  
3
 Start at the lowest planning level of activities, estimating time or resources required and matching 

those against what is available; iterate 

https://www.ids.ac.uk/files/dmfile/WP401.pdf
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1.7 Evaluation and amendment 

The indicators you have defined at the objectives stage will form the first part of your 
regular reviews, as will the collections of anecdotes and feedback about your 
communication that you have been gathering. In larger, multi-year programs a more 
formal audit, perhaps done independently, will repay the investment in terms of future 
effectiveness.  
 
 


