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Why tell your story?

Every catchment group has a unique
story worth sharing. Telling your story
helps people understand the challenges
you face, the work you’re doing, and the
difference it makes for your community
and environment. A well-told story builds
pride, connection, momentum and
inspires others to join in.

Telling your story helps you:

« Raise awareness of catchment issues
and challenges.

. Celebrate successes and attract new
members and funding.

. Keep current members engaged and
motivated.

. Show funders and partners the impact
of your mahi.

. Build trust, credibility, and social licence.
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The Communications Plan

A communications plan keeps your group focused and
consistent. Instead of rushing out ad-hoc messages, it helps

you set clear goals, identify your audience, and choose the Know your audience

best ways to reach them. With a simple plan, your

communications become more strategic, effective, and easier Whoidolyoulneeditolreach?

to manage — saving time while achieving more impact. « Demographics: age, location,
occupation.

Setting goals . Interests/values: nature, farming,

sustainability, community pride.
Before you start, ask: What are we trying to achieve

oo . . « Behaviours: where they spend time
y sharing our story-

(online or offline), how they get

Common goals include: information, who do they listen to?
. Growing awareness of the group’s mission. Think about:
« Getting more people to events or working bees. - What do we want them to know?

« What do we want them to do?

Attracting new volunteers or members.

Increasing newsletter sign-ups.

Building relationships with funders and councils.

Sharing knowledge and good practice.
@ Communications Plan Template
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https://docs.google.com/document/d/1RwBODWM2oYnHkPmrw8S54g1VbUCMrHes/edit?usp=sharing&ouid=118004931874972340132&rtpof=true&sd=true

Key messages

These are the big ideas you want people to remember.
For example:

e “We're locals caring for our awa and whenua.”
e “Small actions add up to big change.”

e “Together, we can leave the land and water in better shape
for the next generation.”

Tips for effective messages:

e Think about why you are communicating - for what purpose,

Clear, personal, heartfelt - how do you want them to feel?

Focused on community impact and achievements.

Positive, authentic, and aligned with your goals.

Include call to actions - what should people do next?

Resources

@ Messages for ‘Yes’

@ The Pyramid of Engagement

A e
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https://www.enablingchange.com.au/Pyramid_of_engagement_ONE_PAGER.pdf
https://www.enablingchange.com.au/Messages_for_Yes.pdf

Roles & responsibilities

e Be realistic about how much time and budget you can commit.

« Decide who will post on social media, send newsletters, or talk
to the media.

o Write down what needs approval (e.g. funding news)
o Agree on a “tone of voice”: friendly, respectful, and no shaming.

« Make a simple “do’s and don’ts” list (e.g. do post event photos,
don’t share personal addresses).

Consider:
« Who is responsible for comms?
o What skills and time are available?

« Can you access funding for comms/admin support?

Choosing your channels

You don’'t need to be everywhere.

Pick a mix that fits your audience:

« Face-to-face: events, workshops, planting days.
e Print: flyers, posters, local papers.
e Online: Facebook, newsletters, website, group messenger apps

A few well-managed channels are better than many left empty.
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Why use them?
« Cost-effective way to keep members informed.
» Great for sharing updates, events, and stories.
» Builds a valuable database of supporters.

Best practice
o Send monthly or quarterly.
« Use Mailchimp and/or Canva.
o Make it mobile-friendly and easy to share.
e Include visuals, links, and clear calls to action.

Content ideas
« Event recaps and upcoming dates.
« Volunteer spotlights.
e Project milestones.
e Partner news and funding updates.

Mailchimp Guide

Canva Newsletter Template
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https://www.canva.com/design/DAGtGVPf4lY/4GeH7QAeQk18iLUhx6Pciw/view?utm_content=DAGtGVPf4lY&utm_campaign=designshare&utm_medium=link&utm_source=publishsharelink&mode=preview
https://mailchimp.com/help/video/
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https://community.net.nz/resources/community-resource-kit/communicating-via-the-media

Social Media

Why use social media?

Meet people where they already are.
Raise the profile of your group.
Attract and organise volunteers.
Share stories, photos, and wins.

Advocate for your local environment.

Best practice tips

Post consistently (1-2 times per week is enough).

Use good-quality photos or short videos - people love faces

and action shots.

Start with a question, statistic, or fun fact.

Keep captions short, conversational, and positive.

Include a clear call to action (e.g. “Join us this Saturday at...”).
Tag partners and use relevant hashtags.

Respond to comments - thank people and answer questions.
Share relevant posts from others (DOC, Predator Free NZ,

councils, local schools).
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« Content calendar - plan posts around events and seasons.
« Scheduling tools - Meta Business Suite, Hootsuite.

« Canva - simple graphics, infographics, and templates.

« Photo library - build a folder of reusable images.

« Batching - prepare content in advance to save time.

February 2028

« Milestones: “Our 500th native planted!”

« Before & after restoration shots.

« Volunteer spotlights with quotes.

. Infographics of trapping/planting statistics.
« Short video reels from events.

« Tying into national days (e.g. World Wetlands Day)

Social Media Content Themes

Content Calendar Template
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https://drive.google.com/file/d/1TKRB5Xc7GvSqbBJZRjM-7-rM9Ok0diKm/view?usp=sharing
https://docs.google.com/spreadsheets/d/13202FfdiFYRr-b5j5bk1xfVF8XfMQ_KM7Cxd6uRR_FA/edit?usp=sharing

Group Engagement

Why it matters

Getting people to turn up once is easy. Keeping them coming

back and enjoying it is the real win.

Welcoming new members

« Simple welcome pack (what the group does, who to contact).
« Pair newcomers with a friendly face.

« Make sure they feel useful from day one.

Recognition and thanks
« Celebrate milestones - group and individual.
« Public shout-outs in newsletters and online.
« Branded gear to build group identity: T-shirts, stickers, mugs.

« Share stories of individual impact.

Make it fun!

« Emphasise the social side: morning tea, BBQs, shared kai.
« Highlight benefits: time in nature, fitness, learning, connection.
« Run competitions (e.g. most pests trapped, best photo).

« Involve family with kid-friendly tasks.
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Show the impact

« Share stats: trees planted, pests caught, km of awa fenced.
« Use photos and infographics.

« Tell stories of biodiversity or water quality improvements.

Offer different ways to help

Not everyone can dig holes!
Other roles include:
« Admin and record-keeping.
« Fundraising and sponsorship.
« Communications and social media.

« Education and outreach.

Backyard trapping or planting.

Long term engagement

« Stay in touch via newsletters and social media.

« Build traditions (annual planting day, Christmas BBQ).
« Create pathways for volunteers to grow into leaders.
« Ask for feedback and adapt.

« Have a succession plan for retiring volunteers.
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