[bookmark: _GoBack]Sample Communications Plan with Basic, Moderate, and Robust Tactics
While this sample plan focuses on building relationships and increasing engagement with the next generation of young adult members, ages 25-45, the strategies and tactics will benefit all members who embrace digital convenience.

In the example below, ABC Electric Cooperative identified many strategies and potential tactics to help them reach their stated goals. To manage the workload reasonably, tactics are color-coded as basic (green), moderate (yellow) and robust (orange). ABC Electric committed to completing the basic (green) tactics this year. 

Use this sample plan and accompanying planning resources as a jumping off point or idea starter for creating your own plan to increase engagement among this audience. 

Note: NRECA’s communications planning toolkit can provide additional support. Touchstone Energy members can also find additional tools using Touchstone Energy’s Strategy Execution System.

Situation Analysis
Key Factors: 
1. ABC Electric Cooperative seeks to expand our definition of “engagement” to include online communities. To meet the needs of young adults, we need to reflect the mobile-first, personalized and convenience-driven preferences of these members in our communications, processes and touchpoints. 
2. ABC Electric Cooperative has similar values as our young adult market. We have opportunities to demonstrate our joint commitment to community-focused activities by including a greater number of young adult members in two-way communications, decision-making and activities.
3. ABC Electric has products and services that appeal to energy and environmentally conscious, tech-savvy and budget-minded young adults. Even so, our members aren’t always aware of what is available from their cooperative. We have opportunities to increase product and service adoption is this segment. 
4. Our co-op has 30,000 member households, with 10,000 in the 25-45 age group. This represents 33 percent of our membership.


Young Adult Audience:
1. Values: reliability, responsiveness, transparency, honesty, respect, authenticity, value and service
2. Young adults place a high priority on family, community, giving back, saving money, affordability, protecting the environment, technology, innovation, connectedness and do-it-yourself projects (DIY).
3. The traditional language co-ops use to tell our story doesn’t resonate with young adult members. In addition, history is not as important as sharing what our cooperative is doing now and in the future on the issues and values of importance. (i.e. What’s in it for me?)
4. 80 percent of young adults have a smartphone and prefer personalized and digital communications with a mobile-first approach. For business communication, they prefer email and social media channels. If the message is important and timely, then text messages may be okay if the member has opted in. 

Goal/Objective 1: 
Build relationships and increase engagement with young adult members, ages 25-45, while continuing to achieve high member satisfaction among all members. 

Strategy 1: Refresh our cooperative story and communicate with clarity. 
	Tactics  
	Basic:
1. Using Lexicon guidance, remove industry jargon from website and other existing materials.
2. Update cooperative story in the “About Us” section of our website, press release boilerplate, LinkedIn profile and other communications channels.
3. Using the content resources in this toolkit, create a timeline or communication calendar to schedule a young adult member engagement campaign.

Strategy 2: Adopt a mobile-first approach to communications. 
	Tactics
	Basic:
1. Update our website to ensure site is: 
a. Mobile-optimized.  
b. Provides clear, easy to find information on programs, products and services.
c. Provides clear, easy to find contact information, outage reporting and e-newsletter signup  
d. Uses web pages and not pdfs to display information.
2. Review and prioritize list of service touchpoints that aren’t mobile-friendly. Partner with technical team to identify solutions and a timeline for updating.
	Moderate:
3. Set a goal for increased downloads of mobile billing app; support through multi-channel communications approach.
	Robust:
4. Launch email channel either through billing vendor services or third-party email service provider. 
a. Launch will include training on email strategy, compliance and best practices. Make building email lists a priority across the co-op.
5. Develop an email communications onboarding program for new member communications to lay a solid foundation with new members. 
6. Create a monthly email newsletter.

Strategy 3: Demonstrate concern for community.
Tactics
	Basic:
1. Identify high-impact opportunities to contribute to the community using established criteria. Prioritize projects based on community outcomes.
2. Run community-focused campaigns- Creating Community Along the Line and Touchstone Energy’s #Who Powers You? 
3. Review existing community-focused programs, for example Youth Tour, Day of Caring, and Operation Round Up, to identify opportunities for expanded involvement of young adult members. 
		Moderate:
4. Recognize co-op employees who volunteer for local non-profits and feature them in social media. 
5. Sponsor or participate in community events that support the values and interest areas of young adults. For example, Earth Day, a charitable cause, or an event that draws young adults and families. 
		Robust:
6. Take the lead or join with other community leaders on an economic development initiative that attracts or retains businesses in the area, solves a local business issue, or draws visitors to the region.  

Strategy 4: Enhance member-focused engagement with young adult members.
Tactics 
Basic:
1. Open the dialogue with young adults—gather input and ideas through an annual membership survey and through informal polls and social media. 
Moderate:
2. Organize a new event for young adult members, or participate in a community event where young adult members are already in attendance.
Robust:
3. Increase young adult engagement at annual meetings:
a. Change the time and location to meet the interests of young adults.
b. Shift format to include family-friendly activities.
c. Launch alternative voting options to increase voter participation through all channels, including paper ballot, online and in-person voting.
4. Set up a young adult advisory board or add a non-voting young adult to the board to help connect directors and co-op staff to young adult members’ thoughts and ideas.

Goal/Objective 2
Increase product and service adoption in the 25-45 age segment.

Strategy 1: Leverage all channels in multi-channel strategy for communicating products and services.
Tactics

Basic: 
1. Set product or service adoption goals for the young adult market.
2. Use a basic editorial calendar to plan a multi-channel communications program featuring core products and services throughout the year.
3. Use the renewable energy content package included in this toolkit to promote community solar adoption. 
4. Run A Sustainable Future and Progress Starts Here campaigns. 
Moderate: 
5. Look for new opportunities to grow programs of interest to both our members and our co-op. Review how products and programs align with values and interests of young adults.
a. Determine our product or program growth goals.
b. Analyze members who have participated in the programs we offer to gain insight into who is currently participating in a product or program. Try to find more members that fit this profile, that haven’t yet signed up.  
c. Pull a list of members who do not currently have the product, then segment the list by age and other identified criteria, to develop a targeted list of prospects.  
d. Determine the online and offline channels that support our goals of reaching members with product or service offerings.
e. Use a multi-channel calendar to help our team visually plan and schedule communications throughout the year to young adult members.  

Robust: 
f. In conjunction with our email service provider and/or billing vendor, create email lists for targeted email messages to meet the goals of increased adoption of co-op products and services.
6. Create videos for products, services and programs of interest. Include electric vehicles, community solar, energy efficiency programs and youth-focused programs to share through targeted email communications, social channels and offline channels.
7. Repurpose video content by using elements of the script in a voice clip posted to social, email and website. Use the same script to repurpose content in offline print pieces for in-person events. 
8. Use targeted email to deliver interactive quiz and slideshow-ready content on community solar, delivered through email and social media.





Measurement
To measure the success of this example communication plan ABC Electric will use annual survey data as well as website and social media analytics to provide feedback on our goals. For product and service growth, ABC Electric will measure the number of households who have a product or participate in a program or service year-over-year to determine our progress against our goals.

1. Use annual survey data to measure attitudes and opinions on the following. We aim for satisfaction level of 87/100 or higher on the following: 
a. Member satisfaction  
b. Website functionality
c. Community-focused activities 
d. Annual meetings and/or measure attitude toward changes to meeting 
e. Products or services programs and/or changes
f. Communication preferences and readership surveys

2. To measure product and service growth:
a. Customize the situational analysis form to track year-over-year progress on goals related to the products, services and programs we seek to grow. 

3. Platform/Channel Growth/Reach (These measures represent ABC co-op’s ability to reach members with their communications. In this example communication plan, ABC co-op launched a new email channel and therefore will not only include email growth, but all other social media growth due to the interconnectedness of all digital channels. Track year-over-year progress on the platforms you seek to grow and compare to the goals you’ve set.)
a. Number of emails for all members and in the young adult member segment
b. Number of members subscribed to your e-newsletter 
c. Number of followers on social media
d. Number of downloads of your co-op billing app

4. To measure active engagement: ABC Electric will use Google Analytics, analytics from the different social media sites and metrics from our email service provider to determine engagement with the content on our website, social media channels and in our email newsletter. This information will help inform the types of content our members are most interested in receiving from ABC Electric.
a. Website: 
i. Most popular pages 
ii. E-newsletter sign-ups 
iii. Number of billing app downloads 
iv. Traffic from email and social media
b. Email:
i. Number of opened emails
ii. Number of shared emails
iii. Most popular links
c. Video Content:
i. Likes
ii. Views
iii. Shares
d. Social Media:
i.  Likes
ii. Views
iii. Comments
iv. Shares
