OUTREACH STRATEGY GRID

Use the grid below to identify the intended results , target audiences, and outreach activities of your outreach strategy.  Use Column I to select your intended result(s). Use Column II to identify the targeted audiences you will reach. Use Column III to specify your activities.  

For each intended result you identify, provide the following information:

1. Brief description of target audiences

2. Brief description of activities (with implementers)

3. Timing (when will activities occur and for how long will they last?)


4. Brief rationale/justification for your selected target audience(s) and activities

The grid is designed to be suggestive. Users should feel free to expand the list of intended results, targeted audiences, and illustrative activities. 

A good outreach strategy is tight, focused, coherent and practical. In general, outreach strategies should focus on the three to five most important target audiences.

Activities should directly contribute to the achievement of an Intermediate Result and Strategic Objective included in your Results Framework.
Treat the grid as a representative and suggestive menu of choices and options. Feel free to augment the ideas it  presents.

When you have finished using the grid to make your key outreach strategy decisions, create a short narrative that describes the strategy you have crafted.

OUTREACH STRATEGY GRID

Additional Instructions for Grid Use: The grid is NOT designed to be read horizontally. In other words,  row #1 Intended Results are not necessarily linked to  row #1 Target Audiences  or row #1 Activities. Work vertically. First choose your Intended Results. Next, choose your Target Audience(s). Then, for each target audience, select the activities you wish to implement. 

	I. Intended Results
	II. Target Audiences
	III. Activities

	1. Improved enforcement of existing laws and policies
	A. Journalists (print and electronic)
	a. Convening, meeting or conferencing

	2. Adoption of new standards of practice
	B. Private sector actors (businesses, investors, trade associations)
	b. Lobbying

	3. Generation of new resources
	C. Legislators
	c. Proposing/drafting (e.g., model legislation, codes of conduct)

	4. Passage of new legislation
	D. Ministerial personnel
	d. Testifying

	5. Greater awareness (increased recognition of problem as well as promising approaches)
	E. Funders
	e. Monitoring, watchdogging and disseminating findings

	6. Policy reform and creation of an enabling environment
	F. General public (in country where project was implemented)
	f. Mobilizing the grassroots and netroots (including use of social media networks)

	7. Replication/adoption/ adaptation of "best practices" and lessons learned
	G. General public (outside country where project was implemented)
	g. Coalition-building, networking and partnering

	8. Development of new constituencies and supporters (e.g., civil society, private sector)
	H. Academic/research community
	h. Transparent knowledge management (e.g., public data bases, open access to evaluations)

	9. Bolster credibility of partners
	I. Members of special interest or religious groups
	i. Reporting and informing (including documentation of successful models)

	10. Generation of  new demand for  products, services and approaches of implementing partners
	J. Diaspora communities
	j. Holding press conferences or press backgrounder sessions (including distribution of press kits)

	11. Ensure sustainability of project benefits  
	K. Major multilaterals and bilateral institutions
	k. Demonstrating promising practices and successful models 

	12. Ensure sustainability of  institutions/organizations created or strengthened through the project
	L. Local civil society organizations; national or international NGOs
	l. Providing resources (e.g., technical support , grants) to potential adopters

	13. Generate greater recognition of and respect for population served by project
	M. Development professionals and practitioners
	m. Holding public recognition ceremonies and contests


