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Introduction / The importance of communication
The way we communicate is important because it affects the way people react to our brand and, consequently, the way they might
support our Charity and the AONB Family.
“People are passionate about AONBs and care deeply about their future. They are some of the most outstanding and cherished
landscapes in the UK and need to be cared for, now and in the future. They are dynamic, living landscapes that underpin the
economy, and the health and wellbeing of UK society. Moreover, they are vibrant landscapes which offer a wealth of opportunities
for everyone to enjoy and help look after them. It is no wonder that they are designated as special landscapes, providing a range of
benefits for both people and wildlife.
“AONB partnerships, with dedicated teams make things happen, translating vision and national policy into local action. We
work with local communities, valuing their skills, knowledge and energy. We provide value for money by securing additional
funding, resources and project partners. Moreover, they develop innovative approaches to achieve beneficial results through
collaboration. By doing all this, we promote a sustainable rural economy that conserves and enhances the natural environment for
the benefit of society.
“The NAAONB Trustees, Chief Executive and his team work to harness the collective experience, enthusiasm and goodwill of the AONB Family.
We use these to further the mutual objectives shared with our sponsoring and funding bodies. Moreover, celebrating the unique identity of
our individual members, we bring the AONB Family together as a cohesive entity and by providing leadership and strategic direction we work
with others to achieve shared objectives.
We know that. They are our national key messages – more often seen as bullet points, supported by practical examples from
individual AONB partnerships. How many others know? That depends on our communicating in the right way, at the right time, to
the right audience.
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Introduction / Why do we need a Communications Strategy?
In a busy, noisy world, it is vital that our strategic messages get through to funders, supporters, planners, industry, partner
organisations and other charities. Our communications must be strong and consistent – it must set us apart from other
organisations who have similar goals and audiences. In a crowded environmental charity world, consistent communication is key to
helping us grow long and fruitful relationships with our supporters and wider audiences.
The AONB Family recognises and acknowledges that speaking with a collective voice is valuable - complementing and strengthening
communication work at both a national and local level.
Communication comprises a number of complementary ingredients: the message (what do we want to say), the method (how do
we want to say it), the audience (who do we want to say it to), and the communicator (who do we want to say it).
Everyone who represents the Charity is a communicator. They must be able to communicate our national key messages with ease
and confidence – with practical examples where possible. The Trustees, the Chief Executive, his team and the AONB Family should
all know exactly how and what to communicate to ensure our messages are clearly and consistently articulated to funders,
supporters, public, partners, and competitors.
This strategy and its associated toolkit and action plan1 will ensure our communication plans are embedded in everyone’s day-today work.
The NAAONB will lead on the facilitation of the AONB Family’s collective communications. To do this effectively, we will build on our
reputation as a “can-do” organisation and call on all our members to allow us to flourish.
This is an internal document for use by the AONB Family: AONB partnerships2 & staff, NAAONB Trustees, Chief Executive and his team, and
member organisations.

1
2

A collaborative piece of work by the AONB Family Communications Officers sub Group – not yet complete
includes any management Partnership, Conservation Board, Joint Advisory Committee or Joint Committee
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Introduction / Our Strategy – 2017-20
The NAAONB exists to support the AONB Family in the conservation and enhancement of natural beauty. As an AONB Family, we have made
great strides in communicating collectively over the last five years. This strategy recognises that progress and sets out how we can build on this
collaborative work to find lasting solutions to the challenges of conserving and enhancing our landscapes.

Our Vision3
The natural beauty of our Areas of Outstanding Natural Beauty is valued and secure.

Our Mission
To support and develop a network of ambitious AONB partnerships4 with a strong collective voice, working collaboratively to deliver shared
objectives.

Our Charitable Objectives
a.

to promote the conservation and enhancement of natural beauty including the physical, natural, cultural and built
environment in and around Areas of Outstanding Natural Beauty, other Protected Areas, and those areas for which such
designation might be pursued,

b.

to advance the education, understanding and appreciation of the public in relation to the conservation and enhancement
natural beauty including the physical, natural, cultural and built environment of Areas of Outstanding Natural Beauty (AONB),
other Protected Areas and those areas for which such designation might be pursued, and

c.

to promote the efficiency and effectiveness of those organisations promoting or representing Areas of Outstanding Natural
Beauty, other Protected Areas and those areas for which such designation might be pursued.

Our Aim
To strengthen the profile of the AONB Family5 and the value of its work.
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NAAONB Strategic Plan p4 vision statement
includes any management Partnership, Conservation Board, Joint Advisory Committee or Joint Committee
5
includes the NAAONB
4
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Our Approach
Our effort over the next four years will build on the success of previous advocacy and communications work. To achieve our aim we will use
our “modus operandi” of “Leading, Sharing, Learning and Inspiring” to enable everyone who can help care for our AONBs, do so, now and for
future generations.

{ Leading - We will advocate on behalf of the AONB Family at a high political level by
Maintaining and broadening our deep and collaborative relationships with governments, politicians, civil servants and statutory bodies,
advocating and influencing on behalf of the AONB Family at the highest strategic level
Developing further the AONB Family brand and using this to underpin our communications strategy (and everything else we do) maximising
members’ opportunities to contribute to and engage with our work and understand the value and opportunities created by the AONB Family
working collaboratively
Finalising a toolkit and action plan to enable the AONB Family to connect with priority audiences to generate strong support for the work of
the AONB partnerships
Developing our relationships with organisations with whom we share objectives, advocating and leading on shared goals at a national level
Strengthening our advocacy initiatives by engaging non-member stakeholders, i.e. other voluntary organisations, professional institutes, and
business
Leading on the targeted promotion of good practice and success within the AONB Family to priority audiences though effective
communication and events
Leading on the “AONB Family offer” post Brexit

{ Sharing - We will speak with a clear single voice to share the best available knowledge and learning about AONBs by
Building a network of people who working together will find and communicate solutions to challenges faced in AONBs
Developing and maintaining a web platform where we capture evidence of our collaborative work, thereby improving opportunities to
communicate and share the collective knowledge, energy and expertise of the AONB Family
Informing and engaging the public, governments and business by communicating the “AONB Family offer” using case studies and projects
Deepening existing relationships with key decision-makers by hosting high-level seminars, workshops and other events such as the Landscapes
for Life Annual Conference and the Landscapes for Life Chairmen’s Conference,
Using every event we organise or attend to develop a network of influential contacts by proactively identifying and targeting key individuals,
and by engaging them in these opportunities,
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{ Learning - We will look constantly and consistently for innovative and creative solutions and ideas by
Listening to and engaging with our membership and partner organisations to ensure efficient and effective collaboration between like-minded
organisations
Seeking relationships with less “obvious” organisations to discover new ideas and Innovative and creative opportunities
Maintaining an intranet where the AONB Family can safely share concerns and issues and learn from each other’s experiences
Working in collaboration on specific projects with like-minded organisations

{ Inspiring - We will raise awareness of our outstanding landscapes by
Showcasing our AONBs and the work of their partnerships at every opportunity
Keeping themes and messages tight to ensure the greatest return for our effort and that of the AONB Family
Continuing to diversify our income streams and encouraging the AONB Family to do likewise, by engaging strategically with funding bodies and
charitable trusts and advocating on behalf of the AONB Family

Communications Action Plan
Top priorities for advocacy and communication, over the next four years, established during meetings with the AONB Communications Officers
(December 2016) and AONB Lead Officers (February 2017) are
 The value of AONBs in terms of Natural Capital/ecosystem services
 The value of AONBs to the UK’s health and wellbeing
 Inspiring people to feel ownership and sense of place
 The importance of AONB Management Plans, as planning is key to conservation
 The AONB Family offer post Brexit
The Communications Action Plan will provide
 Key messages (what we want to say)
 Prioritised audiences (who we want to say it to)
 A timetable of key dates, campaigns and communications tools (how/when we want to say it)
 A guide for our communicators about who needs to do what (who we want to say it)
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Measuring success
We will assess the success of the strategy and toolkit with its action plan on an annual basis.
Success will be measured in a number of ways including levels of funding and support from Governments and other organisations,
membership engagement, sponsorship, behavioural change, social media engagement, media engagement and event delegates.

The Future
We will
 continue to work with the Communications sub group to create a toolkit and action plan based on the discussions of the
Communications and Lead Officers’ meetings
 continue to consult with our members to establish their communication needs, how we can support them and how we can
communicate better collectively, and
 constantly review our processes and success for communicating and engaging with members and other audiences.
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Who we are
Areas of Outstanding Natural Beauty (AONBs) are some of the UK’s most outstanding landscapes and belong to an international
Protected Landscape Family. There are 38 AONBs in England and Wales, and a further eight in Northern Ireland. For further
information about the AONB Family visit www.landscapesforlife.org.uk
The National Association for AONBs (NAAONB) is a charity that provides a strong collective voice for the UK’s 46 Areas of
Outstanding Natural Beauty (AONBs). Its objectives are to promote the conservation and enhancement of AONBs, advance the
education, understanding and appreciation by the public of AONBs, and promote the efficiency and effectiveness of those
promoting or representing AONBs, other Protected Areas and those areas for which designation might be pursued. It does this by
taking a collaborative and partnership based approach to working with our membership and other organisations at a national level
to achieve shared goals. For more information see
Web: www.landscapesforlife.org.uk Twitter: @naaonb @AONBFamily
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