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Basic Information

	Contact Name and Details
	Toby Scott, Director of Communications and Campaigns 020 7467 5221

scottt@methodistchurch.org.uk

	Status of Paper
	Draft

	Action Required
	Discussion

	Draft Resolution


	None


Summary of Content

	Subject and Aims


	To invite the Council in groups to consider some fundamental aspects in order to provide a basis for developing the Team’s communication strategy

	Main Points


	The Council are invited in groups to look at key audiences, key messages and the best ways of communicating with key groups. 

	Background Context and Relevant Documents (with function)


	Ground clearing Project 4 (Council Agenda Part C January 2007), Report to the Council on MPH (MC/08/97), new guidelines on Speaking for the Methodist Church (MC/08/91)


Creating a communications strategy for the Connexional Team

A discussion paper for the Methodist Council

Summary:

This paper explores the principles by which the Director of Communications and Campaigns will create a communications strategy for the Connexional Team. 

The context is set by the statement in Priorities for the Methodist Church:
Developing confidence in evangelism and in the capacity to speak of God and faith in ways that make sense to all involved 
1. The principles of good communication

1.1. There are some basic points for any effective communication. 

1.2. The best communication is two-way – ‘listening’ as well as ‘talking.’ But it is not enough just to listen. We also have to commit ourselves to taking what we hear seriously and to act on it. To listen and then to ignore what we hear is as bad if not worse than not listening because it gives a false impression of how we are going to act. 

1.3. The other principle is that communications should follow a repeating four part cycle: first we research and analyse, then we plan, then to communicate and finally we review. That review in turn goes to form part of the analysis for the next turn around. This is so that we learn from our mistakes and successes, and that we gather as much information as we need before we commit to spending resources on particular forms of communication. This helps reduce waste and also means that we keep returning to the aims of the strategy. 

1.4. There is a danger that this sounds, or could even become, highly bureaucratic. One of the aims of having an explicit strategy is so that we can quickly determine how to handle each communication idea as it emerges, rather than having to consider these questions from scratch each time. The Church should be bold and distinctive in its communications, and a clear framework will help. 

1.5. At the heart of the Methodist Church’s communications strategy must be Our Calling and Priorities for the Methodist Church, especially the priority quoted above. All of the above points on good communication apply to any organisation. In the Methodist Church we also draw on greater examples from our history. One example is John Wesley becoming “yet more vile” in his move from pulpit preaching to preaching in the fields and streets. In doing so he did not just reach a different and larger audience, but also showed that he valued those he was going out to talk to just as much as those who made the journey to church on a Sunday. Although Wesley would never have thought of it as such, this was a new communication strategy. 

1.6. Within the whole Church’s communication priorities, the Connexional Team can play a distinctive role, but a communication strategy for the Team can only succeed if it benefits the whole Church. And the Team also wants to support the whole Church in its myriad different communications by providing design templates, advice, support, resources etc.

2. What do we mean by a Connexional Team communications strategy?

2.1. The role of the communications staff in the Connexional Team is partly to manage the technical aspects of the communications that are overseen by the Team: printed resources, websites, press releases, events, campaigns etc. But it is also to provide strategic thinking on how best to communicate; to plan and coordinate our efforts for maximum impact and to avoid waste; and above all to serve the needs of the Church through its work. 

2.2. In fact communications lie at the core of the Church's mission. We cannot evangelise without communicating; we cannot speak out against injustice without communicating; we cannot hear those in need if we do not listen to their stories. 

2.2.1. At the core of any communications strategy is service. The Team does not communicate for the sake of communicating but to support the needs and goals of the Team, which in turn is serving the whole Connexion. The needs and goals of the Team are set in outline in the work plan and budget, and in detail by each of the clusters. So our communications strategy needs to support the overall strategy of the Team. 

2.2.2. The strategy will encompass a wide range of actual communications, but it will also impose some tests or filters to be sure that each planned communication is a good idea or not. These filters will parallel the criteria agreed by SRC in relation to Methodist Publishing
. These filters would include:

2.2.2.1. Does this serve Our Calling and Priorities for the Methodist Church?

2.2.2.2. Is this something the Team can best or uniquely do?

2.2.2.3.  Is this a part of the agreed Connexional Team work plan, or a necessary deviation from it due to new circumstances?

2.2.2.4. If a joint venture with one or more of our partners, are the different responsibilities clear? 

3. The benefits of asking the Council

3.1. The Council is a representative body, and as such contains a wide range of Methodist people. The Team would like to draw on that range of knowledge of the Church  to put certain questions to the Council as part of the research and planning phase of the communications cycle. 

3.2. This information is important to give the foundations on which the Team’s  communications strategy will be built. We need to know where we are and where we want to go in order to map out how to get there. 

4.    Current means of communication

4.1.  We currently have many means by which the Team communicates with different groups within the Church and the world. In no particular order: 

· Electronic: The Connexional website (recently named the 2nd best in the UK), E-news and The Buzz, podcasts, others websites, the Presidential weblog etc.. Advantages: inexpensive, two-way. Disadvantages: excludes those who are not online. 

· Printed resources: For example: Link mailing, Momentum, the In Your Pockets series. Advantages: Can be tailored for each audience, accessible by all. Disadvantages: expensive to produce and distribute. One-way.  

· External media: BBC local radio, national and local newspapers, the Methodist Recorder, Church Times and other Christian publications, other websites and blogs. Advantages: Relatively inexpensive compared to the size of audience reached. Taken more seriously by the public and membership than in-house publications. Disadvantages: time consuming. No control over which messages are featured or when. 

· Events and gatherings: e.g. the Conference, one off events such as Holiness and Risk. Advantages: meet people face to face, two-way. Disadvantages: expensive, time consuming. 

· Direct communications with particular groups: stipend mailings, direct emails, etc. Advantages: direct, relatively inexpensive (especially emails). Disadvantages: Can be unpopular with those on the receiving end, can be overused if not controlled (especially emails). 

Some of these may be near the end of their useful lives, and there may be others we have not yet thought of that could be tremendously good. All of our current publications need to be reviewed, and our media, events and electronic communications specialists have been asked to review those areas to ensure they are focused and effective. 

4.2. The list above is incomplete because new opportunities are always coming along, particularly in electronic media. There is no single best way to communicate, so we will always need to have a mix. 

4.3.  One of the major recommendations of Ground Clearing Project 4 into Communications was that the Team should move from a push model (where things are sent from the ‘centre’ without being asked for) to a pull model (where communications are delivered when requested.). A recent example shows how we have started to implement this. 

4.4. In early August we decided to offer a range of resources to September synods, including a Conference highlights booklet and information on the Youth Participation Strategy. Rather than bundling up packages and sending them to synods, we instead sent a single copy of each to every synod secretary and invited them to order as many as they wished. In the end only a very small number of synods ordered nothing: the rest got what they wanted but no more. We only printed as many as were needed, cutting costs and waste. And because we know who ordered what, we can shape follow up communications to suit what different districts have already received. This is clearly better for everyone. 

5.   Work in groups

5.1  The Council agenda allows for some time in groups on this topic. Details will be provided on the day but some feedback will be sought from each group based on the questions contained in Appendix A. 

6.  Creating the communication strategy – what happens next?

6.1  On the basis of information gathered here, and in further conversations with the strategic leaders, and other interested parties such as District Chairs as necessary, the draft Team communication strategy for the 2009-2010 Connexional Year will be prepared. This will be offered to the April Council on its way to the 2009 Conference. 
Appendix A

Questions for groups

For each group, please spend 10 minutes on the specific questions for your group and if you can on one of more of the general questions as well. . 

We may not have time to report back verbally, so please would each group note your answers on the sheets and return to Toby Scott before the Council ends or at Methodist Church House. Or email your thoughts on any of these to scottt@methodistchurch.org.uk
GENERAL QUESTIONS FOR ALL GROUPS 

What do you think is the Methodist Church's reputation in the wider world? And what would you like it to be?

What does the Methodist Church fail to communicate that we should?

Group A

Which are our three most important publics? For each of those, which are the best means of communicating with them? 

(for example, you might think that one of the most important are ministers in circuit appointment. What are the best ways of communicating with ministers – stipend mailing? Direct email? Via district chairs and /or superintendents? Via the pages of the Recorder? All of the above? None of the above? Bear in mind that we want to listen to these publics as well as send stuff out to them)

	Public
	Best means of communicating with them

	
	

	
	

	
	


Group B

There are many different ways of communicating, but we are limited by budget and resources. Ignoring costs for the moment, can you suggest three new ways of communicating both within the Church and with those outside it. These new could new technologies, older communications methods we don’t use or new ways of using existing technologies. 

	In the Church
	Outside the Church

	1


	

	2


	

	3


	


Group C

What are three key messages you would like to see the Team put across in 2009-2010? Who is each message aimed at?

1)

Aimed at:

2) 

Aimed at:

3)

Aimed at:

� SRC approved the following criteria for all publications in Methodist Publishing.:


Apart from ecumenically agreed joint projects (with a specific promotion strategy), they should be what we can ‘uniquely and best’ undertake, namely:


reflect Our Calling and Priorities for the Methodist Church


be explicitly Methodist in appeal


highlight and develop the charisms of Methodism


if already published, be able to demonstrate that they are selling relatively well   


supply core Methodist Church needs


meet the requirements of the Conference or the agreed communications strategy


be resources Methodists cannot easily acquire elsewhere.








