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July 2007  

Dear Chapter Leader,  

Thank you for taking on the important role of communications for your ASTD chapter! As 
the communications leader, you and your committee volunteers contribute greatly to 
increasing awareness about ASTD, your local chapter, and the workplace learning and 
performance (WLP) profession in your community.   

ASTD has created this toolkit to help you develop an annual communications plan and 
associated materials. Templates and examples including newsletter recommendations, 
chapter meeting announcements, annual reports, and news releases are included to help 
you develop your own chapter materials. Also included is background information on ASTD s 
key messages and examples of programs that may connect to your work.  

Created with your chapter s st rategic goals in mind, this kit will help you understand how to 
better target your messages and materials so that you increase awareness of chapter 
activities and events and build better relationships with external audiences.   

We look forward to hearing about your chapter s communicat ions success!  

Best regards,       

Laura Bynum    Jennifer Homer  Gina Urgena 
Sr. Public Relations Specialist VP, External Relations Director, Chapter Services                 
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ASTD Chapter Communications Toolkit  

Overview 
The purpose of this toolkit is to provide a framework for an annual communications plan as 
well as templates and samples that chapter leaders can use as they develop their own 
materials. This toolkit also provides suggestions and guidelines for a chapter s 
communications committee and how it may contribute to the chapter s annual goals and 
objectives and determine key messages, delivery methods, and how to measure the results.   

Beginning the Communications Plan

 

The chart below illustrates the relevant chapter committees that should be included as part 
of the initial stages of your communications planning.  

Sample Chapter Communications Project Plan: Yearly Committee Involvement 
Role of 
Committees  

Owner Committee 
members 

Notes on the 
relationship between 
this committee and 
comm./marketing 
committee 

Communications/ 
Marketing  

VP, 
Communications   

Program 
Committee 

VP, Programs   

Event/meeting 
registration 
Committee 

Director of 
Administration   

Membership 
Committee 

VP, Membership   

Executive 
Leadership 

Chapter 
President   

 

The annual communicat ions plan is a big picture overview of the chapter s upcoming 
marketing and communications activities for the year, paired with the professional 
development events, meetings, and services to publicize. The communications components 
are aimed at increasing awareness and building relationships in the local community.   

The basic components included in the chapter communications plan are: setting goals and 
objectives; determining target audiences; creating key messages; selecting the best 
delivery methods; and measuring the results. The communications plan is often initially 
formed in conjunction with key committees such as programs/professional development, 
membership, chapter leadership, and administration so that everyone contributes to and 
agrees on the communications strategies necessary to achieve the chapter s goals.   

Internal communication is typically communication to chapter members. There are a variety 
of vehicles chapters may use: newsletters (printed or online), annual reports, direct mail, 
email, and the website.   
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External communication takes place between the chapter and the local community, business 
leaders, the media, non-members, and other groups or individuals. The same vehicles can 
be used to communicate to this audience, in addition to press releases, media advisories, 
fact sheets, and more.  

Designing a Communications Plan  
The communications plan is a natural outgrowth of the chapter s annual plan. In order to 
begin the communications plan, consider the following questions:  

 

What are the chapter s goals and objectives? 

 

With whom will the chapter communicate in the coming year (target audiences) to reach 
these goals?  

 

How often will communication reach this audience and what key messages will be used? 

 

What type of delivery vehicles will be used (e.g. newsletter, press release, direct mail)? 

 

What is the budget for these activities? 

 

When is the best time to send communication to certain audiences and how will the 
chapter measure the results?  

By coordinating these efforts with several key committees in the chapter, everyone can 
work together to determine how communication happens and when. As the committee 
leaders outline the big picture goals for the year, the communications committee can 
determine the tactics to reach those goals. Each chapter event, message, or product/service 
should have its own plan that details how the chapter will communicate with internal and 
external audiences.   

Measurement and Evaluation 
Determining whether the plan was successful, if the goals were met, what worked and what 
did not work is important. An evaluat ion of this year s program is the beginning of the 
analysis phase for next year s program.  

The communications plan should include schedules, descriptions of communication pieces, 
anticipated costs and budget, and the key volunteers and/or committees who are 
responsible for the project. The example below illustrates one way to create and implement 
a project plan for PR materials to support a membership marketing campaign.  

Example of a project plan for a chapter communications project 
Sample project: 
PR materials for 
membership 
mktg. campaign 

 

Key steps

  

Target 
audiences

  

Start date

  

End date

   

Begin committee planning 
for implementation of 
initial membership drive 
announcement  

March June 

 

Work with committee 
members to determine 
target audiences 

All targeted 
groups lists 

Mid March  Early April 
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Letter to nonmembers - 
invitation to attend chapter 
webcast to understand the 
benefits of membership 

Local business 
community, 
nonmembers 

Late March 

 
Late April 

 
Create chapter PR 
materials for handouts 
throughout the year to 
guests and nonmembers 
who attend meetings  

March Ongoing 

 

Outline the agenda and 
components of the 
presentation/workshop for 
webcast in May  

March May 
Target: 
webcast 
date 

 

Outline brochure about the 
benefits of membership in 
the chapter and ASTD 

All groups Mid May  Mid June  

 

Work on design for  
banners to distribute at 
meetings 

Chapter 
meetings 

Mid May Late May  

 

Complete presentation for 
webcast 

Local groups/ 
nonmembers  

Mid April Late April  

 

Final copy of brochure due 
to all committee 
stakeholders for 
distribution 

Handouts for 
upcoming 
meeting 

Mid June Ongoing 

 

Brochures to the printer  Mid May  Late May 

 

Membership brochures 
available for meetings 

Chapter 
leaders 

May Ongoing 

 

Purchase lists of local 
HR/WLP professionals who 
are non-members and mail 
brochures late Sept. 

Targeted non-
member lists 

Early Sept. Late Sept. 

 

Target Audiences 
When determining the target audiences for your chapter messages, it s best to direct your 
communications to the audiences that would be MOST interested in receiving these 
messages and who are crucial for the chapter s success. These groups likely would include 
current members, prospective members, members of the media, local business leaders and 
managers, community partners, and educational partners.   

Before developing key messages, consider conducting some audience analysis. By taking 
time to identify and analyze your audience, you can create the best messages for each 
group so that they will be well received. When planning each of the communication tactics, 
consider which techniques will work best with each audience so that they are more likely to 
take action.  

For example, if the audience you want to reach is not comfortable receiving email, then 
online communication may not be the best approach. You could re- tool your efforts to use a 
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variety of techniques and media to reach the audience most efficiently. This will get the 
attention of more people, and spur more change of act ion and at t itude,

 
than a tactic that 

relies solely on one medium or message. Each of your key messages should be a succinct 
statement or statements tailored to the specific audience.   

Delivery Methods for the Chapter Communications Plan 
The communications timeline includes both internal and external communications, which 
can be delivered by several basic methods such as the annual report, newsletter, PR or 
marketing pieces, website resources, as well as chapter meeting announcements.  

To develop a communications plan, it is best to set a timeline. If you are marketing 
something that has a deadline like a conference or workshop it will drive your timeline. 
You need to be sure to send communication to the audience in plenty of time so that an 
individual or group may plan for the event in their budgets and schedules.  

Timely Internal Communication 
Keeping your members informed about what is going on in the chapter will encourage them 
to participate in chapter activities. Typically, the higher the participation, the more 
engaged and hopefully satisfied your audience is.  

The most effective communication is timely, requiring chapter leaders to establish timelines 
that allow members to plan appropriate budgets and schedules. A variety of tools and 
techniques are available for communicating with chapter members.  

Informing your chapter membership can be accomplished through these types of delivery 
methods:  

 

Membership orientation/webcast 

 

Meeting announcements 

 

Fact sheet 

 

Annual report 

 

Electronic communication (website or email) 

 

Newsletters 

 

Collateral materials such as flyers and brochures for special events  

Meeting Announcements 
The chapter meeting announcement should be sent out on a regular basis and contain the 
following information:  

 

The meeting topic and speaker 

 

is there a connection to a current trend or issue that 
you can highlight? 

 

Time, location, and directions 

 

Agenda (this can be a brief overview) 

 

Cost, if any, for attending the meeting 

 

RSVP policy (including whether there is a discount for registering in advance)  

Calendar meeting announcements are one way to communicate to your local community 
about your meeting. You can use the meeting announcement to invite members of the local 
community and the media to attend.  
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Target Media Analysis 
Look carefully at your chapter programs. What is newsworthy about them? What would 
interest the media? Is there a way to link something your chapter is doing on the local level 
with a national trend or a key message from ASTD? What is the most effective and efficient 
method for getting this information out to the public? Once you have determined the 
programs or messages on which to focus for your chapter goals, decide which medium is 
most appropriate to use for communication.  

In order to get to know your local media, it is important to read, watch, and listen to the 
news sources in your area. Monitor the stories that are in the news and the reporters who 
cover them. Look at the press as a partner to help your chapter establish long- term 
programs and develop a working relationship that will be beneficial for everyone involved. 
I t s important to understand and work within the media s deadlines!   

Media Mailing Lists 
One of the first things you need to create is a mailing list of reporters for each type of the 
media to whom you will send your meeting announcements, press releases, story proposals, 
etc. Your list should include the following:  

 

Name of the writer/editor 

 

Title 

 

Publication 

 

Address 

 

Phone/fax numbers 

 

Email address 

 

Beat (the types of stories that he or she typically covers)  

Also, include any special contact information about the reporter s preferred format 

 

whether email, telephone, or mail - and the deadline that the contact typically works on 
(every Wednesday, for example).   

Press Releases 
The best vehicle for sending announcements to the media is a press release. A press release 
provides the editor, reporter, or producer with well-written, concise, and clear information 
regarding your chapter and event.  

You can view ASTD press releases at www.astd.org. Often, you can tailor a message for 
your local community with a connection to a national or international trend. For example, 
when ASTD publishes a research report, your chapter may be able to describe the impact of 
those trends on local companies. This makes the information much more relevant to local 
newspapers and business publications.  

The basic format for a press release is relatively straightforward. If your chapter has 
letterhead, use it for the top of the release. Or, you may want to create an electronic 
masthead specifically for press releases. Keep releases uniform so reporters can begin to 
recognize materials from your chapter. Samples of press releases can be found in the 
samples and templates section at the end of this toolkit.  

http://www.astd.org
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A news release should include these elements:  

 
News Release typed on the top of the page ( this may already be included in the 

masthead) 

 

Date before which the release should not be used, or if there is no need to hold the 
informat ion, type FOR I MMEDI ATE RELEASE. (Generally, this is positioned in the upper 
left-hand corner.) 

 

The lead paragraph. The first paragraph should start out with the five Ws: who, what, 
where, when, and why. A catchy lead, plus general brevity and clarity, are the most 
important attributes of a successful press release. If the event is going to have a special 
keynote speaker whose name the public would recognize, you may want to mention that 
in the lead as well. 

 

Body of the press release. Following the lead should come two or three paragraphs 
elaborating on the information in the lead. 

 

Closing paragraph. Always include a brief background paragraph near the end of the 
release explaining what the chapter does, its purpose, and information about ASTD.   

Meeting Notices in Local Newspapers 
Most chapters have their meetings and programs announced each month in community 
news or the business news section of local papers. You also may wish to suggest feature 
stories for the newspaper, write letters to the editor, or provide an op-ed piece. Newspapers 
typically publish information on the website about how to submit material for those columns 
and the names of the appropriate editors.  

Are there any local business journals or weekly newspapers in your area? Publications like 
these generally have a section for local meetings in which you can use the chapter material. 
Also, check the community and suburban newspapers and contact your local chamber of 
commerce to request a media list for the various publications in your area.  

Fact Sheet 
Fact sheets are a great one- or two-page overview about your chapter. It should explain 
what the chapter does, membership information, and other relevant facts and information. 
A sample fact sheet and template are included at the end of this toolkit.  

Annual Report 
The chapter s annual report should summarize the previous year s goals and progress 
toward those goals, successes, financial status, membership statistics, key projects, 
activities and products/services. And, creating an annual report is a Chapter Operating 
Requirement (CORE). The annual report should summarize the chapter s performance in key 
areas. A sample annual report and template are included at the end of this toolkit.  

Newsletters 
A newsletter, either printed or electronic, is an excellent means of providing information 
about developments in the chapter and the industry. Many chapters use the newsletter to 
provide information about upcoming meetings and events, as well as more in-depth content 
like interviews with leaders in the field or Q&A with an expert on a particular trend. A 
sample newsletter and template are included at the end of this toolkit.   
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ASTD Resources  
While this is not an exhaustive list, these are some of the resources available at ASTD that 
may help you in your local communications efforts. You can find press releases about many 
research reports, T+D articles, ASTD award winners, and more in the press room of ASTD s 
website. ASTD communicates its key messages about trends and the learning profession 
through its communications channels. Some of the key trends in the field are:  

Building Business Acumen

 

Developing business acumen is critical for all learning professionals to be successful. 
It is the foundational skill that can earn a seat at the table and establish your 
credibility throughout the organization.   

Bridging the Skills Gap

 

The skills gap, or the gap between an organizat ion s skill needs and the capabilit ies 
of its workforce, is a major trend affecting our field. In two ASTD polls, 97 percent of 
respondents indicated there was a skills gap in their organization or expected one 
within the year. Respondents identified managerial and supervisory skills; 
communication and interpersonal skills; and leadership and executive- level skills as 
the three largest gaps.   

Tackling the skills gap presents a huge opportunity for the learning profession, and 
an important leadership role in addressing this challenge. Through the white paper, 
Bridging the Skills Gap, ASTD provides a reusable action plan and process that 

learning professionals can implement to identify potential skills shortages or narrow 
existing gaps.   

Talent Management

 

Talent management is widely discussed at all levels of organizations, especially in 
the C-suite. Although many executives are focused on this issue, not all of them 
approach it like other aspects of the business. More organizations recognize that 
talent management is a continuum beginning with recruiting all the way to 
succession planning.   

Leadership Development

 

Effectively managing talent also means developing your leaders. High performing 
leaders share several t raits. [ They] value the opportunity to transfer their 
knowledge to others and always have leadership teachable points of view key 
values and ideas that have influenced a leader s personal development , performance, 
and career success that are shown through stories 
or powerful descriptions of important topics, Ed 
Betof notes, VP, Chief Learning Officer, Becton, 
Dickinson and Company.  

ASTD State of the Industry Report 
For 10 years, ASTD has provided organizations with 
opportunities to benchmark their training investments and 
practices through a benchmarking survey. Aggregate data 
from thousands of organizations have been published in 
ASTD s annual State of the Industry Report. The 2006 



  

10 

report provided data about the learning expenditures from the ASTD BEST Awards program 
and the ASTD Benchmarking Forum, as well as historical data from the Benchmarking 
Survey (BMS).  

ASTD Awards 
ASTD presents awards to individuals and organizations, including for-profit and not- for-
profit organizations and government, for outstanding achievements in the workplace 
learning and performance (WLP) field. ASTD provides four categories of awards in which to 
apply: Advancing the Workplace Learning and Performance Profession, Advancing ASTD, 
Excellence in Practice, and BEST Awards.  

Excellence in Practice

 

This category of awards recognizes organizations throughout the world for results 
achieved through learning and performance practices and solutions. Awards are 
presented for proven practices that have delivered measurable results, and Citations 
are presented for practices that will demonstrate measurable results. In 2006, nine 
organizations received awards and another 18 received citations.  

Advancing ASTD

 

Awards in this category Gordon M. Bliss Memorial, Torch, and Volunteer-Staff 
Partnership honor individuals and teams for their contributions to the ASTD mission 
and vision.   

Advancing Workplace Learning and Performance

 

This category of awards honors thought leaders who are advancing the workplace 
learning and performance profession. The awards include: Champion of Workplace 
Learning and Performance, Dissertation, Distinguished Contribution, Lifetime 
Achievement, Research Article, ROI Impact Study, and ROI 
Measurement and Evaluation.   

BEST Awards

 

The ASTD BEST Awards recognize organizations that 
demonstrate enterprise-wide success as a result of employee 
learning and development. In 2006, 39 organizations from 
three countries India, South Africa, and the United States
were honored with a BEST Award, and Booz Allen Hamilton 
received the first-place honor. A complete list of winners may 
be found at www.astd.org.  

ASTD Magazines  

Training + Development ( T+D) 
Judged one of the top not- for-profit magazines in the United 
States, T+D magazine continues to report on leading trends in 
the workplace. Its At C Level article series featuring 
interviews with chief executives from companies such as John 
Deere, Just Born, McDonald s, and the Tom Peters Company
illustrates how companies strategically link learning to 
business results. 

http://www.astd.org
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In 2006, T+D published a 13th issue to examine the complexities of the business 
landscape and the needs of the workforces in China and India. The magazine also 
expanded its reach through podcasts and quarterly webcasts featuring experts from 
recent articles.   

Learning Circuits (www.learningcircuits.org) 
Learning Circuits, ASTD s online magazine covering e- learning, welcomed more than 
30,000 viewers per month in 2006. The publicat ion s blog 
(http://learningcircuits.blogspot.com), which launched in 2002, added a wiki to its 
offering, and together, they generated more than 80,000 visitors during 2006. 
Learning Circuits continues to help readers stay current on trends in technology and 
e- learning through LC Express, its bi-weekly newsletter.  

ASTD Press 
Each year, ASTD Press publishes approximately 20 new books, 12 Infolines, and 
preparatory resources for individual certification. As the book publishing arm of the 
association, ASTD Press continues to expand its reach to business and consumer audiences 
through the Training Shelf of Amazon.com where all ASTD titles may be found, and in retail 
booksellers across North America. ASTD laid the foundation in 2006 to distribute its titles 
across Europe, the Middle East, Africa, and several countries in Asia within the coming year.  

In 2006, ASTD released the Learning System, a ten-volume set of content covering 
the scope of the workplace learning and performance (WLP) field, aligned to the 
areas of expertise in the ASTD Competency Model. The ASTD Learning System has 
become a must-have reference for thousands of learning professionals.  

Infoline is a handy resource for learning professionals and managers. Known as the 
tool that trains the trainer, Infoline covers practical topics such as instructional 
design, management development, performance improvement, training basics, and 
workplace issues.  

Bridging the Skills Gap:  
How the Skills Shortage Threatens Growth and Compet it iveness

 

And What to do About It  

I n partnership with the Public Policy Council, ASTD released Bridging 
the Skills Gap, a white paper that examines what business leaders 
can do to assess the severity of the skills gaps in their organizations 
face, and how to contribute to the growth and success of their 
organization by closing those gaps. The white paper also provides 
recommendations to government for streamlining training programs 
and services to help individuals access learning opportunities, and 
help organizations hire and develop skilled talent.  

http://www.learningcircuits.org
http://learningcircuits.blogspot.com
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Samples and Templates  

A. Annual report 
B. Chapter meeting or event advisory 
C. Press release 
D. Fact sheet 
E. Newsletter  

A. Annual Report 
As part of ASTD s Chapter Operat ing Requirements (CORE) , chapters are required to 
produce an annual report and share it with members. It should include, but is not limited to 
data and information on: membership growth and retention, financial performance, and 
progress toward or achievement of the annual goals. Annual reports may also be a year-end 
wrap-up on the state of the chapter, remind members about the benefits and services the 
chapter provides, and how the chapter board is working to meet members needs.   

Providing this information is a key communication vehicle to make sure members 
understand the state of the chapter including goals and strategies, successes and 
challenges, and how members can become involved in the chapter s act ivit ies and take 
advantage of the professional and career development opportunities that are available.  

Overall

  

Produce the report in a simple format (Word is fine) with clearly defined sections and 
easy- to- read charts and graphics. Your chapter s annual report does not need to be a 
lengthy document.   

 

Consider format t ing the report based on your chapter s annual goals and/ or st rategies. 
Provide additional detail or charts within each section to explain progress toward the 
goals.   

 

When you complete the report, be sure to share it with your members in more than one 
communicat ion vehicle. Consider post ing it on your chapter s website, emailing a PDF 
attachment with a note from the president, handing out a hard copy at monthly 
meetings, or including it (or an executive summary) in your monthly newsletter.   

Suggested sections to include

 

Section One: Use a cover page with the chapter s logo, name and year, as well as the name 
of the report. (Ex.: ASTD Greater Detroit Chapter, Annual Report 2005)           
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