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Today we will discuss
• What are your communication goals? Why are you communicating? 

• Who is your audience?

• How do you communicate?

• Why you should and how to connect with government?

• What tools should you use?

• How do you know they are working?

• How do you measure success?
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Goals

• Raise awareness

• Inform 

• Educate about your cause 
and impact

• Advocate & influence others to 
advocate

• Increase resources
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Who are your audiences?
• Media

• Funders

• Policy setters

• Advocates

• Potential partners

• Clients/Learners

• Schools and teachers

• Other nonprofits with similar 
clients/audiences
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How do you communicate?
• Mainstream media

• Letter-writing campaigns

• Targeted outreach

• Social media

• Website

• Blog and/or newsletter

• Print 
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All communications 
should include:

• Clear language & design

• Appropriate voice & tone

• Appealing graphics

• Contact information

• Where to learn more

• Call to action
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Goals, Audience, Communication example
Brainstorm your organization’s goals, audience, call to action and the 

communication methods and content you might use.

• Goals: What are your priorities?

• Audience: Not just who you are reaching, but who do you want to reach?  

What do they want to see? Think about ages, occupations, interests, literacy 

levels, partner organizations. 

• Communication method: What is the best way to reach these audiences?

• Content: Do you need to create new materials or do you have available 

relevant content? (Stories, photos, program info)
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Goals, Audience, Communication example
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Working with Governments

• Local Government

• Provincial Government

• Government of Canada

• Indigenous Leadership

• Local government 
advocacy organizations
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Why Communicate 
with Governments?

• Raise awareness 

• Inform 

• Seek resources 

• Influence policy
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Communicating effectively with governments

• Research

• Identify government policies 
and goals

• Become part of the solution

• Reach out directly to your 
locally elected officials

• Reach out to all political parties
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Example of a Policy Change Campaign

Poverty Reduction Strategy

• Advocacy 

• Budget
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Poverty Reduction Strategy: Advocacy

Motion passed by the Federation of Canadian Municipalities:

THEREFORE BE IT RESOLVED THAT FCM add Literacy to its “Inclusive Communities” advocacy work, 
including the work of the FCM Social Economic Development Committee and any other relevant 
and/or appropriate committees or working groups, and

FURTHER THAT FCM call on the Government of Canada to add explicit references to Literacy in its 
various policies, including Poverty Reduction, Health, Connecting Remote Communities, as well as 
others, and for the Government of Canada to support literacy non-profits with core funding, 
including funding digital literacy programs at the introductory level in communities gaining 
broadband access, and by ensuring literacy initiatives and funding expand beyond employment 
programs.
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Poverty Reduction Strategy: Budget

Line 127 in Federal Finance Committee Budget Recommendations:

Ensure core funding for literacy organizations and invest in a new 
national workplace literacy program delivered in partnership with 
trade unions.

Outcome = ?
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Core Funding vs Project Funding

Poverty Reduction Example
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Communicating with organizations

• Who?

• Why?

• How?

• Example
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British Columbians to benefit from a historic plan 
with up to $830 million toward connecting all 
remaining rural households in the province to 
high-speed Internet

From: Innovation, Science and Economic Development Canada

News release
March 8, 2022 – Mission, British Columbia

Governments of Canada and British Columbia 
working together to connect 98% of Canadians 
to high-speed Internet by 2026 and 100% by 2030

https://www.canada.ca/en/innovation-science-economic-development.html


MLA group exercise

Your Member of Legislative 

Assembly is coming to town 

and you have been able to 

arrange a visit to your site 

or program.

How do you maximize that 

opportunity?

16



MLA Visit

Prepare
• What do you need to know? 

(e.g. current policies, funding sources)

• What do you want?

• What is the Province currently providing?

• Prepare a take-away e.g. a one-page info sheet
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Raise awareness and inform
• Who are you? What do you do?

• Clients?

• Funding Sources?

• Identify related policy areas 
(e.g. poverty reduction, 
employment (economy), 
community health and 
well-being, safety)

• How can literacy programming 
support these policies?
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MLA Visit



MLA Visit

The asks
• If you are seeking financial support, for what, and from where? (be concise re 

amount and results)

• Identify a good-news story to tell

• Is there a policy that you would like changed? Why? Results?

Wrap-up and follow-up
• How will you ensure that the visit is as effective as positive?
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Communication 
Tools



Clear Language and Design (CLAD)

• Helps reader: 

• understand and apply information

• feel more confident and build a positive 
relationship with the organization

• Consistent structure

• Design

• Voice, tone and language
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“When we’re reading, we 
  usually scan information. 
  
  With the average person 
  having an attention span 
  of 8 seconds, it’s really 
  important to make it as 
  clear as possible.” 
            – Kaitlyn Vecchio
 



Media coverage

• Press Release

• Article 

• Photo with a caption

• Develop relationships

• Online event calendars 

• Radio stations 

• Social media
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Social Media audience in Canada

• Facebook 26.5 million users

(73% of Canadians)

• Instagram 20.6 million (57%)

• Tik Tok 41%

• Twitter /X 39.5%

• Pinterest 33.5%

(Source:madeinca.ca/social-media-statistics-Canada)
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Balance social media posts
• 70% Value content 

• 20% Shared content 

• 10% Promotional content 

*Posts with photos get more likes, 

comments and click throughs on links 

than posts with text only. 
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Build your social media audience

• Invest time in finding and 

liking pages 

• Join community pages & groups

• Invite people to like your page

• Reminders in newsletters 

and emails
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Tools to Build your social media audience

1. Add Tags, Hashtags and Location

2. Scheduling posts 

3. Boosting posts

4. Stories

5. Pin a Post

6. Insights

7. Facebook Events
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#whichonedoyoufindeasiertoread

  

#WhichOneDoYouFindEasierToRead



Printed media
Don’t forget about printed media!

• Flyers and posters – post at busy locations 

(with permission): libraries, schools, 

grocery stores, laundromats, food banks

• Printed newsletters – leave a printed copy 

at health clinics, libraries, schools, 

seniors’ centres.

• Business cards

• Ads – place ads in local newspapers 

and community newsletters
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Canva Graphic Design: Canva.com
• An online graphic design tool 

using a simple drag-and-drop 

interface.

• templates 
• stock images 
• collaborate on and share 

designs
• brand kits - brand color 

palette, fonts, and logos

• Free for Nonprofits!
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Questions? 
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