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Charity, NFP & Public Sector Leaders Share Fresh Insights Into How To Reach & Engage Audiences In A New Era Of Digital Communications Through Savvy Use Of Channels, Social Media,

Audience Insights & Personalisation, Measurement, Cut Through Content, Digital Fundraising, Budget-Friendly New Tech & Fresh Video

Registration, Informal Networking & GIC Opening Remarks

Morning Co-Chairs’ Opening Remarks ,9%
Q. &

Mark Kelleher N

Head of BBC Television Production Systems

BBC

Nana Crawford
Social Media Manager

iti BritishRedC
British Red Cross ritishRedCross

THE WINNING DIGITAL CHANNEL MIX

09.10

Maximise Reach & Captivate Attention With Perfectly Blended

Omni-Channel Journeys & Digital Mixes For Your Organisation

+ Use the channels appropriate for your organisation, get the right tone
and maintain brand identity across all channels

+ Create a seamless journey by incorporating new platforms into older,
traditional comms

* TikTok, Clubhouse... are all the new platforms worth the investment?
How much time do they take and how much people power do they
take to do it well?

+ Personalise the supporter journey and delight stakeholders using the
right comms on the right channels
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DIGITAL COMMUNICATIONS IN A >
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COHESIVE COMMS
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HYBRID WORKING WORLD %,

Mitigate Against Pandemic-Related Disruption &

Maintain Continuity In Activity With Innovative

People Strategies To Keep Comms Teams Cohesive

& Creative In A Hybrid Working Environment

» Team building tactics that keep your people productive and ensure no
one gets lost

* When you can’t bounce ideas off people in the office, how do you keep
the spontaneous creativity flowing?

» Having pivoted at breakneck speed, how do we give space for teams to
stop, evaluate and consider learnings and what's worked really well?

» Work smarter! Keep the team'’s skills up, onboard new staff and
maintain culture regardless of limited face-to-face time

* When comms get poisonous, prioritise your people’s mental health and
support them in their work remotely
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AUDIENCE INSIGHTS, DATA & PERSONALISATION

10.00 Follow Your Audience As They Move, Dig Deep On Data &
Tailor Spot-On Communications To Boost Engagement

+ Boost engagement with data-informed decisions: get directly in front
of your key audience and understand their key drivers to boost action
with targeted campaigns

* It's easy for huge organisations to track how awareness changes
around a campaign if they can throw millions at it, but is there
someone out there who can tell me how to measure change in
sentiment on a budget?!

+ Get comms right for each generation - speak to them in an authentic
way on the platform they're on and respond as they evolve
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Refreshment Break With Informal Networking

Bonus Session; Reserved For Exclusive Conference Partner

SOCIAL MEDIA

Win Big On Small Budgets - Engage & Delight
Your Audience On Social Channels To Increase
Brand Awareness & Engagement

+ Are your Facebook ads working?? Deep dive into the
world of paid advertising and assess the pros and cons

LATEST

* Yes, there are new platforms to explore and get to grips with, but don't forget
to keep track of the older, established platforms and watch how they evolve
to maximise impact

* Yorkshire vs Tetley: what's your brand personality on social media? How can
you engage people whilst maintaining crucial brand authenticity?

* Harness social listening to understand what is important to people and reach
them where they're at

» Worth the investment: what are the opportunities when it comes to celebrity
partnership and influencers?
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MEASURE IMPACT

Innovative & Meaningful Ways To Prove Digital Campaign

Impact, Drive Improvement & Inform Future Spend

* Harness data to evaluate the success of digital campaigns and produce useful
insights in ways senior leaders understand

« Is a ‘like’ a meaningful digital interaction - do you need a share or a comment
back to demonstrate the case for investment?

« Set digital KPIs which evidence your reach and track the digital business impact

3/ Dan Finch

Head of Campaigns
Office for National Statistics &

UT THROUGH DIGITAL CONTENT

12.10 Cultivate Content Which Gains Traction
& Captivates Attention Authentically In
A Crowded Marketplace

+ Cut through the noise with a unique offering which fuels engagement,
ensures ROl and solidifies the comms team as a vital element of
organisational success

» Don't contribute to news overwhelm: get the right tone to engage supporters
when communications are consistently hard and heavy
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+ Support the vision of your organisation with a strong narrative infrastructure

The Winning Digital Channel Mix - Digital Communications In A Hybrid Working World - Audience Insights, Data & Personalisation - Social Media - Measure Impact - Cut Through Digital

Content - Digital Fundraising - Budget-Friendly New Tech - Fresh Video Strategies « The Future Of Digital Communications

+ Adapt or die... how have non-profits pivoted to overcome the challenges
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