
Communications Strategy:

The GAME Plan



Holding good ideas up to the light 



Why does your 

organization need to 

communicate?



Communications

Public 

Education

FundraisingPolicy

Advocacy

OrganizingLitigation

Direct 

Service
Politics



Why do we need to 

communicate 

strategically?



We live in an age of distraction



We need to break through the clutter



We need to be relevant

other causes

money worries

neighbor issues

work stress

what’s for dinner?

relationships

ailing parents

travel plans

health



We need to focus our resources



You need a GAME plan



Goals

Audience 

Message

Engagement



GAME plan: Goals



“An explicit presentation of the assumptions 

about how changes are expected to happen within 

any particular context and in relation to a particular 

intervention. 

A theory of change maps out 

which actors have to do what 

in order to achieve and sustain a vision of success, and 

identifies the major linkages between them.”

http://www.keystoneaccountability.org





Theory of Change 

WHERE YOU

ARE NOW

2ND STEP

END GOAL/VISION 

1ST STEP

3RD STEP



Canine Procurement Campaign

WHERE I WAS

2ND STEP

VICTORY!

1ST STEP

3RD STEP





Music & Culture Coalition 

AT THE START

2ND STEP

VICTORY!

1ST STEP

3RD STEP



Theory of Change 

WHERE YOU

ARE NOW

2ND STEP

END GOAL/VISON 

1ST STEP

3RD STEP



Setting SMART Goals

Specific 

Measurable

Attainable

Relevant

Time-bound



Sample SMART GOAL





GAME plan: Audience



GAME plan: Audience

Decision 

Makers 

Your 

Constituents 
Donors 

Influentials

??? 

Allies 



Target Audiences

Who needs to hear 

your message? 

• Who must be moved to 

action?

• Who has the power to help?

Be specific      

• “The public” is not an 

audience.



Know Your Audiences

What do they care 

about?

What are their obstacles 

to engagement?  

Who do they trust?



Research Your Audiences

surveys

focus groups

roundtable discussions

social listening

media audits

public polling
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AUDIENCE DOSSIER  

 

 

 

 

 

 

Audience Dossi er  

Everything we need know about our audi ences…  

 

Audience Who are they? 

 

Ask What do you want from them? 

 

 

Motivator  What do they care about? What moves them to action? 

 

 

 

 

Barrier  What is keeping them from doing what you want them to do? 

 

 

 

Messenger  Who does your audience trust and listen to? 

 

 

 

Channel What does your audience watch/listen to/read? 

 

 

 

 

 



GAME plan: Message
Creative Commons photo by Leyram Odacrem

https://www.flickr.com/photos/maroonsurreal/7579799284/


Brevity

trumps

precision



Perception 

trumps reality

Perception 

trumps reality



Values trump features



Emotion trumps logic



We have a big family. We just had our annual family reunion–300 people came! 

Our family tree has grown and flourished over the years because of strong marriages 

and strong families. At the reunion, we added a new branch on the family tree 

for my granddaughter Lisa and my new granddaughter -in-law, Melissa. 

They are part of our family, and we support their marriage. 

They love and respect each other, just as my husband and I  did for 45 years. 

St r ong Commi t ment s. St r ong Fami l i es.

!
As Cal i f or n i a’s gay and l esbi an coupl es mar r y, t h ei r  f ami l i es gr ow st r onger .

And wh at ’s good f or  f ami l i es i s good f or  our  communi t i es. 

Joi n t h e conver sat i on at  www.l et cal i f or n i ar i ng.or g.
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“Our  f ami l y t r ee h as just
 gr own st r onger .”

~Aida Lugo, whose granddaughter Lisa was married 

this summer to her partner, Melissa. 

Messengers 

can trump 

the message



Positive trumps negative



“We build capacity so 

low-income families can 

access the vital 

infrastructure of the 

social safety net 

system.”

Vibrant language trumps jargon



Stories 

trump 

facts 



Your Audience Trumps You



“What?”

“Yeah, 

but…”

“Now what?”

“So what?”

Present the 

problem/situation

Overcome a 

hesitation

What’s your 

ask?

What’s the 

payoff for the 

audience?







3 out of 4 U.S. 

households aren’t 

traditional nuclear 

families, but you 

wouldn’t know it from 

the greeting card aisle. 

Traditional notions of 

who moms are, what we 

do and how we do it 

don’t fit for a lot of us. 

So send a 

Mama’s Day Our 

Way e-card. 

We can have Mama’s Day 

Our Way – because all 

families should have the 

rights, recognition and 

resources they need to 

thrive. 





GAME plan: Engagement
Creative Commons photo by StockMonkeys.com

http://stockmonkeys.com/




Earned 

Media

Creative Commons photo by internets_dairy

http://www.flickr.com/photos/16339684@N00/3167901089/








Social 

Media







Paid 

Media

Used under Creative Commons – Photo by The Autowitch





Paid 

Media



Owned 

Media











@LBCollab

www.facebook.com/lightboxcollaborative

www.lightboxcollaborative.com

http://www.facebook.com/lightboxcollaborative

