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Communication has no intrinsic 
value of its own – it must be tied to 
an objective. 
 
Strategic purpose is the difference 
between talking and messaging. 

Communicate With Intent 



Strategic 
Communications 

Planning 



Process 

 
 

Define Objective 

Map Barriers and Obstacles 

Gauge Opposition 

Establish Checkpoints 

Identify Audiences 

Research 

Develop Messaging 

Develop Plan for Execution 



Objectives may be…  
 
Strategic or organizational goals: 

• Legislation 
• Policy approval or rejection 
• Budget allocation 

 
Tactical accomplishments related to a longer-term objective: 

• Build credibility with committee staff 
• Influence a third-party to lend support 
 

Or indirect aspects of influence: 
• Raise awareness about the potential of biofuels 
• Establish Lab scientists as notable voices on energy 

 
Objectives must be… 

• Specific 
• Attainable 
• Measureable 

Define Objectives 

Planning 



• Mark barriers  
• Opponents and other forces of resistance 
• Set measurable checkpoints along the way 
• Identify audiences and use research to 

understand their perspective, interests, 
motivations and concerns 

 

Map Obstacles And Challenges 

Planning 



Includes staffers, talking heads, 
scientific community, DC insiders, etc. 
Important role in persuading thinking 
of decision makers 
Typically concentrated inside the 
Beltway 
Highly sophisticated, but often 
inundated with information 

EERE Audience Profiles 

Policy Elites 



Indirect, but vital audience 
Typically less sophisticated on details 
of science, economics or policy, but 
well tuned to broad questions, starting 
with, “why biofuels?” 
Broader implications for climate, 
national security, economy, and 
messages about personal impact 
resonate 

EERE Audience Profiles 

General Public 



Important policy decisions are made by a small audience 
that takes many factors into account 
Varying levels of sophistication, and diversity of interests, 
among audience members significantly increases the 
communications challenge 
Rarely seek information, information must find them 
 
1. Need to be convinced of the merits of an argument 
2. Need to see those merits as compatible with other 

interests and factors 
• Give them tools to meet their needs 

• Create usable sound bites 
• Cultivate advocates and third-party validators  

• To degree possible, provide cover  
• Give them something to lean on  
• Don’t just talk to them, talk to the audiences they talk to 

EERE Audience Profiles 

Decision Makers 



The critical element that links together 
all other audiences 
But also a distinct and idiosyncratic 
audience of its own 
 
1. Need to be convinced of an issue or 
story’s importance and appeal  
2. Often do help translating the story to their 
own constituencies – customers, editors, 
and publishers 

EERE Audience Profiles 

Journalists and Press 



Elements of Messaging 
• Narrative  
• Themes  
• Message Points  
• Guardrails 
 
 

Message Development 



Principles Of Messaging 

• Messaging is driven by  
the audience 

• Effective communication  
requires the ability to see  
the issue from the perspective 
of the audience – take the time to do so 

• Have to get a listener’s attention before 
they can be persuaded 

• Easier to persuade audience with 
appeal than with a lecture 
 

1. Talk about “me” 



Principles Of Messaging 

• You can’t move people 
 from ‘no’ to ‘yes’ without 
 first getting them to  
‘undecided’ 

• When people feel attacked, they don’t 
change their mind, they retrench  

• Have to disarm concerns, and get 
audience to question their own position  

• Most public affairs problems are solved 
sequentially – communicate in stages 

 

2. Movement takes time 



Case Study 

Seahawks Stadium 



• Message can’t be separated from 
the messenger – brand and 
perception matter 

• Find the intersection where the 
values of your audience overlap 
with your own 

 

 

Principles Of Messaging 

3. Find common ground 



Case Study 

Weyerhaeuser 



• Change takes time and energy – use every 
opportunity to reinforce your message 

• If communication isn’t helping, it is hurting 
– Communication resources and audience attention are 

finite 
– Distracts from priorities, and dilutes core messaging 

• Implement through planning and practice 
– Everyone should know:  

» What is our message? 
» What is our plan? 
» Who is responsible for each piece? 
» Who is in charge? 

– Avoid unnecessary communications 
– Every piece of communication edited and focused 

 

Principles Of Messaging 

4. Maintain message discipline 



EERE Messaging Recommendations 

Examples from current BioComm Framing Statements 



EERE Messaging Recommendations 

Current Themes 
1. Biofuels are 

affordable 
 

2. Biofuels are 
available 
 

3. Biofuels are 
sustainable 

Recommended Themes 
1. Innovations by EERE and 

National Labs are making 
biofuels increasingly 
affordable 

2. EERE and National Labs 
discoveries are increasing the 
availability and compatibility 
of biofuels 

3. EERE and National Labs 
research continues to 
increase the sustainability of 
biofuels 

 

Recommended Narrative 
EERE and national labs are helping to unlock the 
potential of renewable fuels 



EERE Messaging Recommendations 

Current Message 
Using cost analysis 
to focus research in 
feedstock 
development and 
conversion 
technologies, DOE is 
making biofuels 
affordable.  

Recommended Message 
EERE and National Labs 
are increasing biofuel 
supply through innovations 
in feedstock development 
and conversion technology 

Examples from current BioComm Framing Statements 



EERE Messaging Recommendations 

Current Message 
By improving 
feedstock logistics 
and optimizing 
preprocessing, DOE 
is making biofuels 
affordable.  

Recommended Message 
EERE and National Labs 
research is helping to 
streamline feedstock and 
preprocessing logistics to 
optimize biofuels 
production  

Examples from current BioComm Framing Statements 



• Direct – Content you control and deliver 
• Website 
• Speeches or testimony 
• Written statements or reports 
• Videos 
• Social Media 

• Indirect – Content presented by others, but which 
you hope to influence 

• Press coverage 
• Word of mouth 
• Social Media 

Execution 

Types of communication tools 



• Quality over quantity 
• Messaging is a means of standing out 
• Importance of creating and providing quotes 

– Usability 
– Branding value 
– Guidelines for quotes: 

» Brief – One or two sentences 
» Direct – Avoid passive voice and unnecessary 

qualifying statements 
» On message 

• Press outreach 
– Pitch and follow-up 
– Relationship building 

 

Tools: Press Materials 

Press release best practices 



• Attract eyes 
• Simplify explanation 
• Demonstrate ability to 

tell story visually 
 

Tools: Summaries and Visuals 

Fact sheets, one-pagers and infographics 



• Value: Free, direct, and under your control 
– Mechanism for outreach  
– Content distribution platform  

• An amplifier for all other efforts 
• Guidelines and best practices 

– Consistent voice 
– Steady flow of content 
– Share experience and practices 
– If possible, encourage public affairs to interact 

» Respond when possible and appropriate 
» Share to show interest or agreement 

 

Tools: Social Media and Websites 

Public platforms 



• Best practices 
• Length 
• Topic and tone  
• Production quality – take advantage of the 

characteristics of video  

• Additional ideas  
• Stories about the people inside the Labs 
• Show how the work is applied 
• Talk about the research process 

 

Tools: Video 

Dynamic medium 



• Speeches and testimony 
• Publicly available letters  
• Executive summaries 

– Produce as a practice 
– Plain language 
– Emphasis on conclusions and implications 

• EERE and lab newsletters 

Other Tools 



Other Tools 



• No plan survives the first engagement 
• Establish metrics and check them regularly 

– Are we hitting our benchmarks?  
– Have conditions changed? 
– Gather feedback from government relations 

contacts, influencers, friendly staffers, and 
colleagues about what they’re hearing. 

– What is working, and what isn’t? 

• Evaluate progress, make adjustments, and 
keep moving forward 

 

Adaptability 

Evaluate and improve 
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