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ObjecPves

§ Review	
  three	
  stakeholder	
  engagement	
  strategies	
  

§ Develop	
  key	
  messages	
  that	
  support	
  a	
  transforma8on	
  plan	
  

§ Develop	
  communica8on	
  strategies	
  that	
  support	
  a	
  
transforma8on	
  plan	
  

§  Review	
  Tools	
  and	
  Resources	
  related	
  to	
  stakeholder	
  
engagement	
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QuesPons?

§ What	
  are	
  the	
  key	
  elements	
  of	
  your	
  
organiza8on’s	
  transforma8on	
  plan?	
  

§ Who	
  needs	
  to	
  ‘buy-­‐in’	
  in	
  order	
  for	
  the	
  plan	
  to	
  
be	
  successful?	
  

§ Of	
  those	
  who	
  need	
  to	
  ‘buy-­‐in’,	
  who	
  would	
  have	
  
the	
  most	
  issues	
  or	
  concerns	
  with	
  the	
  changes?	
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Strategy #1 Community 
Conversations 



Community Conversations: 
World Café Model 

Source: www.theworldcafe.com 



Inviting the Community 



Location, Location, 
Location 

(and Timing) 



What Background Information 
Do We Provide? 

	
   Overall project 
goal 

	
   Contributions of 
employment to job 
seekers and the 
community 

	
   Changing 
expectations of 
job seekers and 
funding sources 

	
   It can be 
done...and 
everyone else is 
also changing 



Source: www.theworldcafe.com 



Questions That Matter 
	
   What can we as a community do to 
open up summer employment 
opportunities for youth with 
disabilities? 

	
   What would I be willing to do to 
facilitate summer employment 
opportunities for youth with 
disabilities? 

What Questions Matter To You? 



Our Process (2 hours-6:30 to 8:30 pm) 

	
   5-8 participants sit at café style tables  

	
   Every café table has a host who remains at the table  

	
   People travel to various tables engaging in conversations lasting for 
about 15-20 minutes 

	
   People listen together for patterns, insights, and ideas  

	
   When the first round is completed everyone (but the host) travels to a 
new café table 

	
   Travelers begin to synthesize their discoveries and sometimes a deeper 
question emerges  

	
   At the end, members share collective discoveries and insights as a 
whole group in a town meeting called “Harvesting”  

	
   The result is a sense of the larger whole, new possibilities for action 
emerge. 



Job 
Seeker 

Agency 
Staff 
Person 

Parent 

VR 
Counselor 



Chamber 
President Mayor Business 

Owner 

Faith 
Community 
Member 

Case 
Manager 

School 
Administrator 

Parent 



Harvesting Ideas 
	
   Group Share 

	
   Place Mats 

	
   Table Cloths 

	
   Conversations 
Before and 
Afterwards 

	
   Follow-up 
Conversations 





Why Do This? 
	
   Raises	
  awareness	
  
	
   Gets	
  new	
  conversa8ons	
  started	
  
	
   Avenue	
  for	
  launching	
  community-­‐wide	
  
efforts	
  
	
   Fuels	
  crea8vity	
  and	
  idea	
  genera8on	
  
	
   Brings	
  in	
  new	
  partners	
  &	
  allies	
  
	
   Focuses	
  on	
  local	
  assets	
  and	
  community	
  
pride	
  



Why Do This? (cont.) 
	
   Networking	
  opportuni8es	
  
	
   Connects	
  the	
  agency	
  with	
  others	
  
	
   Frames	
  this	
  as	
  a	
  community	
  issue	
  
	
   We	
  are	
  not	
  alone	
  (affirming)	
  
	
   Generates	
  a	
  list	
  of	
  “first	
  steps”	
  
	
   It	
  is	
  actually	
  fun!	
  (even	
  for	
  hosts!)	
  	
  



Strategy #2 Resource 
Mapping 



Resource  Mapping  Defined

•  A	
  system-­‐building	
  process	
  that:	
  

•  Leads	
  to	
  change	
  
•  Iden8fies	
  resources	
  and	
  barriers	
  to	
  building	
  a	
  system	
  
•  Strategizes	
  op8mal	
  uses	
  of	
  resources	
  
•  Iden8fies	
  limita8ons	
  and	
  gaps	
  in	
  resource	
  
coordina8on	
  

•  Explores	
  new	
  resources	
  
•  Coordinates	
  resources	
  for	
  strategic	
  planning	
  	
  



Resource Mapping 
	
   Helps consumers, families, and 
employment teams identify all 
available community supports 
and resources: 
◦  Disability-related services   
◦  Generic services and 

supports 
◦  Employment and volunteer 

opportunities 
◦  Social and recreational 

options 

“The long-term development 
of a community rests on its 
ability to uncover and build on 
the strengths and assets of its 
people, institutions, and 
informal organizations.” 
Lionel Beaulieu (2002) 



Purpose  of  Resource  Mapping

	
   Comprehensive	
  approach	
  to:	
  
◦  build	
  capacity	
  
◦  sustain	
  prac8ce	
  
◦  inform	
  strategic	
  ac8on	
  planning	
  	
  
◦  make	
  informed	
  decisions	
  
◦  collect	
  and	
  analyze	
  data	
  
◦  share	
  informa8on	
  that	
  benefits	
  all	
  stakeholders	
  



Why Do This? 
	
   Helps	
  document	
  many	
  “unspoken”	
  
resources-­‐-­‐makes	
  them	
  public	
  for	
  
everyone	
  

	
   Brings	
  together	
  disconnected	
  and	
  
fragmented	
  efforts	
  into	
  one	
  place	
  

	
   Show	
  areas	
  in	
  which	
  communi8es	
  are	
  
doing	
  well	
  

	
   Iden8fies	
  areas	
  in	
  which	
  talents	
  and	
  
gi]s	
  of	
  communi8es	
  are	
  being	
  used	
  
well	
  or	
  underu8lized	
  

	
   Invites	
  new	
  partners	
  into	
  this	
  work	
  	
  
	
   Gets	
  info	
  into	
  the	
  hands	
  of	
  consumers	
  
and	
  families	
  



Outcomes  of  Resource  Mapping

	
   Improved	
  outcomes	
  
◦  Compe88vely	
  employed	
  
◦  Community	
  integra8on	
  

	
   More	
  collabora8ve	
  partnerships	
  

	
   More	
  efficient	
  and	
  effec8ve	
  in	
  delivery	
  of	
  services	
  to	
  consumers	
  and	
  their	
  
families	
  

	
   “Map”	
  of	
  resource	
  available	
  for	
  consumers	
  and	
  families	
  



Strategy #3 Futures 
Planning 



	
   Promotes individualized supports 
and services based on person’s 
interests and abilities 

	
   Makes long-term planning relevant 
by connecting future to short-term 
opportunities and goals 

	
   Brings together key people in 
individuals’ life to help design and 
support meaningful outcomes  

	
   Depends on active involvement by 
consumer in the planning process  

Futures Planning 



An Example Planning Tool 



Planning Tool (cont.) 



Why Do It?

	
   Prompts	
  early	
  planning	
  	
  

	
   Brings	
  new	
  players	
  to	
  the	
  table	
  
	
   Increases	
  consumer	
  and	
  family	
  
buy-­‐in	
  

	
   Provides	
  important	
  logis8cal	
  
informa8on	
  teams	
  need	
  to	
  
effec8vely	
  locate	
  opportuni8es	
  

	
   Provides	
  mechanism	
  to	
  ensure	
  
needed	
  experiences,	
  supports	
  
and	
  connec8ons	
  are	
  iden8fied	
  



EssenPal  Components  of  EffecPve  
CommunicaPons  with  Individuals  &  
Families


• Give	
  individuals	
  and	
  families	
  opportuni8es	
  to	
  
express	
  their	
  hopes	
  and	
  fears	
  

• Describe	
  what	
  employment	
  and	
  wrap	
  around	
  
services	
  will	
  look	
  like	
  –	
  what	
  will	
  change/what	
  
won’t	
  

•  Establish	
  trust	
  –	
  let	
  them	
  know	
  you’ll	
  be	
  there	
  if	
  
the	
  job	
  falls	
  through	
  or	
  if	
  there	
  are	
  benefits	
  issues	
  

• Access	
  to	
  management	
  level	
  staff	
  
• Maintain	
  Ongoing	
  Contact	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  from	
  Rachel	
  Pollock	
  

	
  



Strategic  Partnership  Engagement  
through  EffecPve  Messaging  

 	
  

Powerful,	
  strong,	
  but	
  concise	
  statements	
  that	
  
convey	
  palpable	
  and	
  easily	
  diges8ble	
  messages	
  

that	
  you	
  can	
  use	
  consistently	
  in	
  your	
  
communica8ons	
  with	
  targeted	
  stakeholders	
  in	
  

order	
  to	
  secure	
  their	
  posi8ve	
  engagement	
  in	
  your	
  
transforma8on	
  efforts	
  

	
  
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  from	
  Rachel	
  Pollock	
  

	
  



EffecPve  Messaging  Strategies  
Three-­‐Step  Process


•  Step	
  One:	
  	
  Goal	
  Clarity	
  

•  Step	
  Two:	
  	
  Crea8ng/Customizing	
  “the	
  Sch8ck”	
  

•  Step	
  Three:	
  	
  Effectua8ng	
  Belief	
  in	
  the	
  Inevitability	
  of	
  
the	
  Goal	
  
◦ Consistent	
  Message	
  Dissemina8on	
  (Roll-­‐out,	
  Vehicles,	
  Timing/
Sequencing)	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  from	
  Rachel	
  Pollock	
  



QuesPons?

§ Which	
  stakeholder	
  engagement	
  strategy	
  would	
  
best	
  support	
  your	
  transforma8on	
  plan?	
  

§ Who	
  needs	
  to	
  be	
  involved	
  in	
  implemen8ng	
  this	
  
stakeholder	
  engagement	
  strategy?	
  

§ What	
  tools	
  and	
  resources	
  do	
  you	
  need	
  to	
  
implement	
  this	
  stakeholder	
  strategy?	
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Homework  #3:  
Ge\ng  Started  with  Stakeholder  

Engagement  &  Message  Development

	
   WHEN	
  YOU	
  RETURN	
  HOME:	
  

1.  Conduct	
  Stakeholder	
  Mapping	
  
•  WHO	
  
◦  Top	
  Three	
  Targets:	
  	
  For	
  the	
  purposes	
  of	
  your	
  transforma8on	
  efforts,	
  who	
  are	
  the	
  top	
  
three	
  targets	
  that	
  you	
  need	
  to	
  reach?	
  [These	
  are	
  your	
  “essen8al	
  partners”]	
  

• 	
  	
  WHEN	
  
◦  Timing:	
  	
  What	
  is	
  your	
  8meline	
  for	
  garnering	
  the	
  level	
  of	
  support	
  required	
  of	
  key	
  
decision	
  makers	
  within	
  your	
  three	
  top	
  targets?	
  

• 	
  	
  HOW	
  
◦  Ac8on	
  Steps:	
  	
  Which	
  stakeholder	
  engagement	
  strategy	
  is	
  your	
  team	
  is	
  going	
  to	
  commit	
  
to	
  in	
  order	
  to	
  engage	
  the	
  right	
  people	
  in	
  your	
  top	
  three	
  stakeholder	
  target	
  categories?	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  from	
  Rachel	
  Pollock	
  
	
  



Homework  #3  (cont’d):  
Ge\ng  Started  with  Stakeholder  

Engagement  &  Message  Development

	
   WHEN	
  YOU	
  RETURN	
  HOME:	
  

2.  Develop	
  an	
  EffecDve	
  Message	
  Tool	
  for	
  OrganizaDonal	
  
Leadership	
  &	
  Staff	
  
•  Iden8fy	
  key	
  messages	
  for	
  each	
  targeted	
  stakeholder	
  group.	
  

•  Test	
  messages	
  through	
  focus	
  groups	
  and	
  1:1	
  feedback	
  sessions	
  with	
  
members	
  of	
  targeted	
  stakeholder	
  groups.	
  

•  Create	
  easy-­‐to-­‐use	
  reference	
  tool	
  for	
  organiza8onal	
  leadership	
  and	
  staff	
  to	
  
use	
  to	
  memorize	
  and	
  prac8ce	
  key	
  messages.	
  

3.  Develop	
  CommunicaDons	
  Roll-­‐out	
  of	
  TransformaDon	
  Process	
  
•  	
  Create	
  phased	
  in	
  communica8ons	
  &	
  stakeholder	
  engagement	
  plan,	
  with	
  
specific	
  milestones	
  and	
  8melines.	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  from	
  Rachel	
  Pollock	
  



Some Final Thoughts... 
	
   Begin planning early 

	
   More actively involve families and 
stakeholders 

	
   Engage business community 

	
   Capitalize on Community 
Involvement 

	
   Draw in other formal support 
systems and agencies  



Contact  InformaPon

	
   Dale	
  Verstegen	
  

	
   Senior	
  Research	
  Associate	
  
	
   TransCen,	
  Inc.	
  
	
   (240)	
  994-­‐2666	
  

	
   dverstegen@transcen.org	
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