Communicating with the community is critical if you are to affect changes in you community.  In fact, it is so important that many organizations hire people to do nothing but public relations.  Public Relations (PR) is the management of information and the monitoring of public opinion about your group or its issues.  P.R. professionals keep contact with the media by writing press releases, holding press conferences, and hosting events.  They ensure that the viewpoint of the organization is heard. They also monitor what outsiders think about the organization and its issues.  While you may not be ready to hire a PR professional for your organization, there are many communication strategies that you can learn in order to accomplish many of the same goals.

Audiences for Communicating
The first step in communicating about your issue is answering the question: Who Is Your Audience? Audience doesn’t just refer to people who go to watch plays or concerts.  An audience is the group to whom you wish to address your message. Here are some different audiences that you might need to address:
Government Officials

If you are trying to get a law passed or get support from local government, it is likely that you will have to address some of your communication to city council members, city managers, tax assessors or other civil servants

Community at large

If you are trying to make change on a large scale that will affect the entire community, you may need to consider how wide your audience really is.  Unlike your neighborhood, or other people who may be like you in some way, your community is a place with many diverse types of people with lots of different needs.   You will need to consider how your message can be put together in order to reach the variety of people who will hear it.
Targeted communities and groups

Sometimes, you may only need to communicate with a specific geographic group.  A geographic group consists of people who live or work in the same area. This would be the case if you were trying to make a change just on the east side of your town, or just in an historic district.  Likewise, you may need to target your message to a specific demographic group.  A demographic group is a group based on age, race, religion, economic standing, gender, or educational level.  This might be useful if you wanted to increase voting among young people, or to encourage more Latinos to start their own businesses. You may also want to communicate with an interest group.  An interest group is made up of people who have a common concern or pursuit.  Such people might be interested in the environment, animal rights, or gun control.

What is my message?  
Before you can communicate with your audience, you need to decide what your message is.  Your message consists of what you want your audience to read, see, or hear.  It may be a one-way message or it may be part of a dialogue between you and your audience. There are number of important things to consider when crafting your message.  First of all, is your message persuasive?  A persuasive message is one that is designed to create a shift in someone’s beliefs, attitudes, or actions. Is your message informative?  An informative message is one that is designed to acquaint your audience with information about your group or facts about the issues.  Is your message simple or complicated?  Do you need to relay a lot of detail or do you have a simple point?  

To craft your message, you will have to think about your goals.  What do you want to achieve with your message?  Do you want people to act differently, think differently or know more information so they can make better decisions?  Always ask yourself: “What is the purpose of this message?

The Human Factor 
As you think of the way you can get your message across, it is important to think about the human factor.  In the end, your message is sent and received by a human being.  Think about people as they read your message.  What catches their eye?  What motivates them to listen or read or watch?  How do you keep their attention?  

Ways of Communicating
When you know your audience and you have thought about your message, its time to think about your medium.  The medium is the way in which your message will be transmitted.  Will you use TV, the internet, newspapers, person to person contact, or maybe the radio?  How you choose to deliver your message will depend on a number of factors.  What is your message?  Who is your audience?  How much time do you have?  How much money do you want to spend?  


 

ADVANTAGES AND DISADVANTAGES OF DIFFERENT TYPES OF MEDIA
TV

Advantages:  TV reaches many using visuals and audio and can be free, if you get press coverage.
Disadvantages: Buying airtime is expensive and though PSAs run for free, they are often run during the overnight hours when fewer people are watching.  

Radio

Advantages: radio reaches lots of people, is less expensive than TV, and can be targeted demographically
Disadvantages:  Airtime is expensive and there is no visual component.  It also often is unable to provide a lot of detailed information or facts in the short sound bytes often used in radio spots.
Newspaper

Advantages:  Newspapers reach many people, mention in a news story can be free if you get press coverage, an article can provide a lot of detailed information and can be easily copied and cut out.  
Disadvantages:  You don’t have control over stories and ads can be expensive.  

The Web

Advantages: The web is very inexpensive, can provide a lot of information, and has both visual and audio capabilities
Disadvantages Not everyone has web access and it can be a challenge to get people to visit your site


Pamphlets
Advantages:  Pamphlets can be handed out and read at the reader’s leisure, can provide lots of facts and photos
Disadvantages:  They may not reach your target audience.

Direct Mail
Advantages: Mail is relatively inexpensive to send (especially bulk mailings), you can target a specific geographic area or create a list of interested parties.
Disadvantages: There is a risk that your mailing may get lost in “junk mail” piles and you do incur the cost of printing and postage.
Events
Advantages: Events allow you to have an active way of showing off your message. Events also potentially generate lots of energy for a cause.
Disadvantages: Events can be time consuming and require a lot of personnel.
Often the best way to spread your message is via personal contact. You can share your message by visiting with other organizations, speaking to classes, and/or attending events.
