
Table 1 - Target Audience Outcomes, Key Messages, Talking Points, and Vehicles/Methods
	Target Audience
	Desired Outcome
	Key Message and Talking Points
	Recommended Communication Vehicles/Methods

	Leadership - Unit Commanders, XOs, Senior Enlisted
	· Unit leadership has information on family readiness services 

· Unit leadership knows where to get services, has access

· Unit leadership serves as champions for family readiness services
	· Family programs are part of your toolkit / Family programs support you the commander

· We help you support your families so you can focus on your job/unit

· Use specific examples of success


	· Policies/administrative messages (ALMAR/BOSS)

· Read board/electronic bulletin board

· Service-specific news feed (Early Bird)

· Installation newspaper

· DFAS-Leave and Earning Statement stubs

· Pipeline schools

· Chain of command (from most senior)


· E-grams

· Admin assistants


· Commander’s spouse


· Pamphlets

· Website updates


· Briefs/meetings


· IDS

· Senior enlisted

· Credible spokespeople for briefs (former commanders, etc)

· Leaders’ toolkit/ mobile website or app.

· E-mail


· CAIB


· Posters


	Target Audience
	Desired Outcome
	Key Message and Talking Points
	Recommended Communication Vehicles/Methods

	Service Members & Spouse – E-1 to E-4


	· Key messages go viral

· (Family Readiness System) trusted agent for families

· We become their Google – search us for information, resources, answers, help
	· We are your trusted agent

· Start with us

· We’ll be your BFF

· Family programs can help
	· Social Media

· Target places E-1 to E-4 go on base – Fitness Centers, dining hall, recreation centers, libraries, convenience stores, barracks, exchange – with posters/electronic messaging/scanner-downloadable smart phone content

· Community partnerships

· Gaming

· Plan of the day – Bulletin Board

· Celebrity endorsements

· Command information/chain of command

	Target Audience
	Desired Outcome
	Key Message and Talking Points
	Recommended Communication Vehicles/Methods

	Other Stakeholders/Partners (External Service Providers)


	· Improve partnerships and enhance collaboration processes

· Decrease barriers between installation and civilian resources

· Leverage resources

· Increase number of touch points between military and civilian organizations

· Increase mutual knowledge and use understanding (military to civilian and civilian to military)

· Mature collaboration process to foster communication and usage

· No wrong door (Nordstrom Policy-if we don’t have it we will help you find it) Facilitate a mature collaboration process to ensure no wrong door.  
	· People lead complex lives that require multi-dimensional solutions

· Your consumers are our consumers  

· Helping those that serve you (military active duty, reserves, National Guardsmen, retirees, veterans)


	· Professional Journals

· Veteran service organizations/ professional associations/civil organizations
· Join military representation on existing initiatives

· Land-grant university and extension services

· University (higher learning)/curriculum focusing on military

· State/federal coordinating committees (K-12 partnership, multi-organizations)

· Business Health Group (consortium)

· National Realtors Association

· Conferences

· Training opportunities

· Faith-based organizations

· Media(PSA, webinars)

	Target Audience
	Desired Outcome
	Key Message and Talking Points
	Recommended Communication Vehicles/Methods

	Internal Service Providers


	· Identify new skills development

· Resourceful - how to look (identify) /develop for alternatives and solutions


	· You are valued asset to mission readiness because you impact so many people.
· You are not alone, you have great network of resources.
· Are you always frustrated being in the crisis mode, here are some tools and techniques.

	· E-mail

· Weekly activity report

· Websites

· Conferences

· DoDI/Directives

· Social media

· Webinars

· Meetings/
teleconference

· Armed Forces Network

· Installation papers

· Print media

· Command sponsored social media

· Command briefings

· Installation visits

· Leadership speeches

· Commissary/exchange advertisement

· MWR marketing

· Internet tools

· Phone apps

· Instant message/texting


	Table 2.  Goals, objectives and strategies and

	Goal

	Improve awareness of and accessibility to the family readiness system.

	Objective
	Objective
	Objective
	Objective

	Establish a communications plan to guide what messages are shared with target audiences, and through what channels such messages are communicated
	Examine successes and failures with respect to communication about family readiness programs
	Establish a communications plan to guide what messages are shared with target audiences, and through what channels such messages are communicated
	Use a collaborative approach to increase external stakeholders knowledge and delivery of resources in support of military members and their families.  “Military-Community Partnership” 

	Strategy
	Strategy
	Strategy
	Strategy

	Leverage interpersonal communication tactics to engage unit leaders as champions for family readiness
	In-depth review of communication campaign
	Incorporate target audience into message development process
	Develop standardized communication toolkit for family readiness system
	Make recommendations for policy changes to strengthen relationships between family programs and PAO
	In-depth review of communication campaign


	Family Readiness System Communication Action Plan
	Audience: Unit leadership (CO, XO, Senior enlisted, leadership spouses)

	Goal: Improve awareness of and accessibility to the family readiness system.

	Objective: Establish a communication plan (messages, audiences, and methods)

	Strategy:  Leverage interpersonal communication tactics to engage unit leaders as champions for family readiness

	Tactic (Milestone)
	Champion
	Due Date
	Messages/
Information
	Communication Product
	Communication Vehicle
	Resource
	Status
	Comments

	Evaluate pipeline school curriculum 
	
	
	
	Evaluation report
	Report
	Service POCs for Training  and Education Commands
	
	

	Revise pipeline school curriculum
	
	
	1. Family programs are part of your toolkit / Family programs support you the commander. 
2. We help you support your families so you can focus on your unit. 
	Revised curriculum, PowerPoints, supporting handouts, materials, etc.
	Curriculum 
	
	
	

	Brief at pipeline schools
	Credible speaker (e.g., sitting or former commander)
	
	1. Family programs are part of leadership toolkit/Family programs support you the commander. 
2. “We” help you support your families so you can focus on your unit 
	Brief
	Brief
	
	
	

	Continued engagement
	Base level/ family readiness professional
	Once a month initially, then as needed
	Tailor message to specific environment/ unit/installation
	
	
	
	
	

	Leadership spouse engagement
	
	
	
	
	Invite commander’s spouse to initial meeting
	
	
	

	Leadership spouse engagement
	Key spouse (Cdr’s spouse or appointed rep)
	Once a month
	
	
	Brief at spouse meetings
	
	
	

	Senior enlisted engagement
	
	Once a month initially, then as needed
	
	
	Brief
	
	
	


	Family Readiness System Communication Action Plan, Cont.
	Audience: Military Members  
(E-1 to E-4) and Families

	Goal: Improve awareness of and accessibility to the family readiness system.

	Objective:  Establish a communications plan to guide what messages are shared with target audiences, and through what channels such messages are communicated

	Strategy:   Incorporate target audience into message development process

	Tactic (Milestone)
	Champion
	Due Date
	Messages/
Information
	Communication Product
	Communication Vehicle
	Resource
	Status
	Comments

	Undertake more comprehensive study of target audience.
	DMDC

OFP/MFPP
	
	To improve information flow about the family readiness system and services available, need to understand audience better: motivations, communication preferences, needs
	Study/report
	Focus group or DMDC study/analysis
	
	
	

	Have representatives (E-1 to
 E-4) be part of the planning team. Get them involved in creating messages that resonate with population
	Services- HQ
	
	Join the working group; represent others in your community, educate others, be an ambassador.
	Invitation, persuasive arguments/ paper, background paper on FRS
	Emails, phone calls, command request
	PAO POCs, recruiting commands – generational information
	
	

	Develop feedback opportunities to help refine messaging and approaches 
	OFP/MFPP
	
	Did you find this information useful? Would you share it with others? Why/why not?
	Electronic feedback – “Share it” functionality,  2.0 communication, rate information, polls, e-mail
	Social media outlets, Service and OSD websites, ICE collection points
	PAO POC’s, webmasters, social media managers
	
	

	Maximize peer to peer messaging utilizing social media
	Services- HQ
	
	
	Testimonials
	E-1 blog, podcasts, Facebook postings, YouTube videos
	
	
	

	Strategy:  Develop standardized communication toolkit for Family Readiness System

	Tactic (Milestone)
	Champion
	Due Date
	Messages/
Information
	Communication Product
	Communication Vehicle
	Resource
	Status
	Comments

	Develop approved messages per target audience
	MC&FP OC
	
	Background & benefits of FRS 
	Info paper/at-a-glance fact sheets about programs to include key messages
	E-mail, trainings, conferences – wherever FRS staff may be able to be informed and later access tools
	
	
	

	Provide fact sheet/at-a-glance  template for installation level programs
	MC&FP OC
	
	
	Template
	
	
	
	

	Create communication check list
	MC&FP OC
	
	To-do list
	Customizable  checklist
	Electronic file
	
	
	

	Create list of media and communication outlets with utilization recommendations
	MC&FP OC
	
	Information on media outlets/channels including POCs, contact info, distribution information (frequency, how to submit, etc.), content, and approval guidelines 
	Updatable electronic checklist
	E-mail or FTP site
	
	
	

	Develop implementation suggestions for non-traditional media
	MC&FP OC
	
	Think like your audience: go to where they are, not to where you think they will be
	Report/summary of non-traditional outreach & communication tactics
	Electronic file
	Recruiting command PAO, DMDC, audience ambassador
	
	

	Provide general social media guidelines
	MC&FP OC
	
	Guidelines for social media use
	
	
	JCS/P&R/ MC&FP/
Service Social media guidelines
	
	

	Develop file sharing site
	MC&FP OC
	
	Post and pull important communication toolkit resources
	Webpage
	
	Technical team for MHF, Service website webmasters

	
	

	Strategy:   Make recommendations for policy changes to strengthen relationships between family programs and PAO

	Tactic (Milestone)
	Champion
	Due Date
	Messages/Information
	Communication Product
	Communication Vehicle
	Resource
	Status
	Comments

	Set up introductory meeting with PAO community
	MC&FP OC
	
	To achieve P&R, MC&FP and Service goals, must work together and share information, provide background on family readiness system philosophy, statement of intent, priority action plan development process 


	Meeting/brief packet – info papers, communication plan, annual plan, resources (P&R strategic plan)
	Meeting/brief
	
	
	

	Set this topic as a regular agenda 
item at Warfighter’s meeting

	OFP/MFPP
	Monthly
	Updates, consensus on progress
	Summary sheet for distribution (electronic/print)
	Meeting
	
	
	


	Family Readiness System Communication Action Plan, Cont.
	Audience: Internal Service Providers

	Goal: Improve awareness of and accessibility to the family readiness system.

	Objective:  Examine successes and failures with respect to communication about family readiness programs

	Strategy:   In-depth review of communication campaign

	Tactic (Milestone)
	Champion
	Due Date
	Messages/ Information
	Communication Product
	Communication Vehicle
	Resource
	Status
	Comments

	What was the message?

Who was audience?

Was message relevant to audience?

Did we measure the success? If so, how did we measure it?  

Did we include Services?

Where we able to determine success or failure?  If successful, did we replicate it or put it forth as best practice.  If failure, did we try to salvage, i.e. did we repackage it and send out it again, or did we attribute failure to other factors?
	Program Manager
	
	
	
	
	
	
	


	Family Readiness System Communication Action Plan, Cont.
	Audience: External Service Providers

	Goal: Improve awareness of and accessibility to the family readiness system.

	Objective:  Use a collaborate approach to increase external stakeholders knowledge and delivery of resources in support of military members and their families.  “Military-Community Partnership” (MCP)

	Strategy:   In-depth review of communication campaign

	Tactic (Milestone)
	Champion
	Due Date
	Messages/Information
	Communication Product
	Communication Vehicle
	Resource
	Status
	Comments

	Direct communication to governors 
	OSD Reserve Affairs in collaboration with Service and MC&FP
	
	1. People lead complex lives that require multi dimensional solutions 

2. Building Stronger Communities Together (Your consumers are our consumers)  

3. Helping those that serve us (military active duty, Reserves, National Guardsmen, retirees, veterans)
	Letter/Memo (Official SECDEF correspondence to governors)

How-to Manual, toolkit, evaluation
Instructional video


	Hard copy and electronic version of letter/memo

Use of 
multi-tiered media delivery systems to the wider public

Electronic

YouTube and DVD
	Army ISFAC Booklet

PAO, MC&FP OC
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