
Capacity Building – 1 to 1 



‘A Resilient Tonga’ 
The key message to 

communicate 

TOGETHER 



Function of the Corporate 
Communication Team 

• Plays critical role in the 
Department 

• Manages internal & 
external communications 

• Builds the Department’s 
image and reputation 

• Facilitates how 
stakeholders relate and 
belong to the Department 

• Connects with the media 

• Drives the Department 
Communication Plan 



Department Teams 



1. Needs detailed 
comms strategy 
planning for each 
campaign 

2. Needs comms team 
capacity building 

3. Needs human 
resource, equipment 
and funding 

4. Needs proactive 
leadership & 
teamwork 

 

There’s a good plan but it needs a 
good team (with supported 
capacity) to get good results 



• Provide communication-related 
training for the comms officers  

• Do regular research or surveys  

• Review the Comms Plan and 
develop a detailed 
communications strategy  

• Revise the Comms Plan 
communication objectives and 
align to SMART principles 

• Use the key elements of effective 
materials and message design 

• Monitor & evaluate the Comms 
Plan activities 

Based on the Social and Behaviour 
Change Communication Capacity 
Assessment Tool 



 

1. Communication Campaigns 

2. Communication Campaign Tools 
a) Creative Brief – including for video production 

b) Campaign Plan 

c) Press Release 

d) Social Media Content Calendar 

e) Evaluation Report 

3. Discussion 
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5 Communication Campaign Tools 

1. Creative Brief  

2. Campaign Plan 

3. Press Release 

4. Social Media 
Content 
Calendar 

5. Evaluation 
Report 

 



Campaign Strategy Framework 
• Goals & Monitoring 

What are we trying to achieve through our campaign 
and how will we know when we achieve it? 

• Insight & Targeting 
Who are we trying to reach and influence? 

• Key campaign messages 
How are we trying to position our department, 
products and services? 
Which campaign will engage and convert our audience? 

• Media plan and budget 
Which media channels will we use to reach and 
influence our target audience? 
What will be the sequence and integration of media 
activities? 

• Material production 
Managing the communication material to support the 
campaign. 

• Execution 
What needs to be trialed and reviewed before the 
campaign is launched and adjusted during the 
campaign. 
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Creative Brief Structure 

• Campaign theme 
• Objectives 
• Audience 
• Messaging 
• Materials 
• Stakeholders 
• Budget 
• Timeline 
• Distribution 
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Campaign Plan Structure 

1. Campaign Theme 
2. Campaign Objectives  
3. Campaign Strategy 
4. Campaign Framework 
5. Campaign Activities 
6. Media Channel Activity  
7. Campaign Activities Timeline 
8. Communication Scripts 
9. Communication Material 
10. Budget 
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Campaign Activities 

Activity 

Audience 

Message 

Detail 

Channel 



Media Channel Activities 

Channel 
 

Activities 

Press 

Print 

Radio 

TV 

Website 

Social 
Media 

SMS 

Billboard 



Campaign Activities Timeline 

Date 
 

Activities 

Leading 
up to 
campaign 
launch 

Campaign 
launch 

After the 
campaign 
launch 
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Press Release Structure 
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Social Media Content Planner 
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Campaign Evaluation Report 




