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Introduction:

JCI must not remain the world’s best kept secret! This Communications Strategy has been created to align and support the efforts of JCI members and staff in informing the world about JCI, its members, their projects and their accomplishments. 

We will endeavor to inform the world that JCI is a worldwide network of nearly a quarter of a million active members — young leaders in their 20s and 30s — in over 100 countries and territories. Through various local, national and international projects and events, JCI members meet, learn and grow. JCI also has millions of alumni, many of whom provide support to active members.

Mission:

To contribute to the advancement of the global community by providing the opportunity for young people to develop the leadership skills, social responsibility, entrepreneurship and fellowship necessary to create positive change.
Vision:

To deliver effective leadership development opportunities to young people in their 20s and 30s so they may steer themselves, their communities, their countries and the world towards increased prosperity and lasting peace. 

Values:

· Faith in God

· The brotherhood of man

· Individual freedom and dignity

· Government of laws

· Human personality

· Service to humanity
Slogan

JCI will use the slogan, “Be Better,” to communicate what the organization helps members achieve: to Be Better – better leaders, better managers, better professionals, better citizens, better business owners, better politicians, better parents, better spouses, better brothers, better sisters, better in whatever role in life we play.
Communication Charter:

JCI recognizes that:
· Communication is basic to the life of all individuals and their communities.
· All people are entitled to participate in communications and in decisions about communications within and between societies.
· Respect for plurality of opinions and the diversity of cultural expressions and languages is necessary for democracy. 
· Openness and transparency are vital to meaningful communication.
· Dialogue is key to understanding.

· Participation in communications activities as a part of the leadership development of the individual member is vital for the development of JCI’s public image.  

· A Local President may articulate opinions on local issues affecting local members and their community after informed debate/discussion within the local organization.
· A National President may articulate opinions on national issues affecting members after informed debate/discussion within the national organization.
· On international matters concerning JCI members worldwide, only the JCI President or the Secretary General may articulate opinions on behalf of the organization after informed consultation. 
· The organization will refrain from any partisan political activity and will not undertake the promotion of any one national interest over another.
Strategic Communications Objectives:

· Deliver a brand promise – JCI: Be Better.

· Articulate that our international network develops today’s young leaders.

· Communicate regularly and frequently that our members represent a strong, vibrant and dynamic network of members in their 20s and 30s.
· Be the voice of young leaders on issues affecting our membership.
· Portray JCI as a relevant network of young, engaged and connected leaders.

· Remind the public that JCI offers training opportunities that enable young business leaders to develop their leadership skills.
· Attract designers, trainers and coaches that offer outstanding leadership development programs.

· Convince sponsors and corporate partners in both the private and public sectors that JCI offers definite commercial benefits. 

· Position JCI as an effective organization for young leaders who want to develop their corporate leadership skills.

· Be present in the international media as the world’s premier network for young leaders interested in pursuing global initiatives.

· Portray JCI as a network for personal leadership development and lifelong learning.

Strategic Target Groups:
Externally:

· The media in general and specifically those that appeal to our members
· The business community locally, nationally and internationally

· Chambers of Commerce locally, nationally, internationally

· JCI sponsors, cooperation partners and suppliers

· Government officials and politicians at local, regional, state and national levels

· International Non-Government Organizations whose aims meet ours 

· Institutions of higher education 

· Potential members (leaders and aspiring leaders in their 20s and 30s)
· Trainers, designers and coaches in the field of leadership development
· Employers and work colleagues of JCI members

· Spouses, partners, friends and family of JCI members

Internally:

· JCI Members

· JCI Local Organizations

· JCI Local Presidents

· JCI National Presidents

· JCI National Secretariats

· JCI Staff

· JCI Alumni

· JCI Senators

· JCI Foundation Donors

Operational Communication Objectives:

Externally

· To conduct an external survey, through JCI and its national organizations, in the first half of 2007, to establish a benchmark, and to repeat the survey in the first half of 2008 and 2009 to ascertain if the Strategic Communications Objectives are being met. 

· To ensure that by 2010, the majority of the strategic target groups in more than two-thirds of the markets in which JCI operates:

· Consider JCI a leadership development organization

· Consider JCI a premier international network for young leaders 

· Recognize the words “JCI: Be Better”

· To communicate – through words, actions and deeds – that JCI is a relevant, vibrant and dynamic network of young leaders.

Internally:

· To conduct a sample survey amongst JCI members and local organizations in the first half of 2007 to establish a benchmark, and to repeat it in the first half of 2008 and 2009 to ascertain if the JCI mission, vision and values are known by more than two-thirds of its members

· To encourage national and local organizations to ensure that all internal communications are consistent and aligned to the Communications Strategy

Levels of Communication:

JCI will focus on three primary areas of communication:

· Corporate Image (the recognition and understanding of JCI)

· Internal communication (to and from JCI to the national and local organizations and to members)

· Marketing (Marketing of JCI actions internationally, nationally and locally)

It is essential that JCI’s mission, vision and values be the main backbone of our communication at all levels, since the sum of the communication efforts and the behavior of our members contribute to the corporate image of JCI.

Implementation and Tools:

JCI will use all available communication tools at its disposal to support the communication strategy of the organization.

Each leader in the organization must choose the appropriate form of communication that best fulfills the communication objectives of each message.

The following listings are recommendations and rules for communications initiatives from JCI, as well as from national and local organizations

Corporate Image

(Knowledge and recognition of JCI)

The JCI President, Secretary General, Senior Communications Director and Marketing Director, with the approval of JCI’s Executive Committee, will have the responsibility to initiate:

· Communication with the international media

· Marketing in external media through advertising, promotion or public relations

· Media and press contact with international media, when the contact is regarding the opinions of JCI.

National organizations that already engage in international communication must be encouraged to work in partnership with the JCI Headquarters to support communication efforts.

Every member of JCI, led by the JCI Board of Directors, has the obligation to target at least one of JCI’s strategic communications objectives in every active communication activity.

Internal communication

(From JCI to members, and local and national organizations)

The JCI President, Secretary General, Senior Communications Director and Marketing Director, with the approval of JCI’s Executive Committee, are responsible for internal communication from JCI to the members, and local and national organizations.

This happens primarily through:

· The JCI website, www.jci.cc, with a minimum of a daily update five times a week. (The annual JCI budget must ensure that the information on the website can be produced in English and shared in all four JCI correspondence languages to reach the widest possible audience internally and externally.) 


The web content must:

—
Communicate and reinforce our communications strategy and market positioning through good strong editorial content reflecting activities at the local, national and international level that relate to our target market segments.

— 
Bring credibility to the organization in the eyes of our strategic partners and sponsors.

— 
Motivate our existing members and act as a way to share ideas and best practice.   

· The monthly JCI Info
· The JCI Campus News from the JCI University

· Key announcements from the office of the Secretary General

· JCI in the Media 

· Key messages from the JCI President

Marketing

(Marketing of projects and events on the international, national and local level including recruiting)

JCI and its national and local organizations will:

· Inform external groups, including local and national media, about their numerous and diverse projects and events.

· Use creative communications and traditional and new media to share the benefits of all JCI actions, projects, programs and individual contributions.

· Ensure all their projects are aligned to and support JCI’s mission, vision and communication strategy.

· Include JCI’s mission and vision in their written communications, news releases, and material to recruit and induct new members.

For printed materials and press releases, the following appendices are highly recommended:

Appendix 1: About JCI

Introduction:

JCI is a worldwide network of nearly a quarter of a million members – young leaders in their 20s and 30s – in over one hundred countries and territories. Through various local, national and international projects and events, JCI members meet, learn and grow. JCI also has millions of alumni, many of whom provide support to active members.

Mission:

To contribute to the advancement of the global community by providing the opportunity for young people to develop the leadership skills, social responsibility, entrepreneurship and fellowship necessary to create positive change.
Vision:

To deliver effective leadership development opportunities to young leaders in their 20s and 30s so they may steer themselves, their communities, their countries and the world towards increased prosperity and lasting peace. 

Appendix 2: Background:

Founded in 1944, JCI is a worldwide federation of young leaders and entrepreneurs.  Our 200,000 members live in more than 5000 communities in more than 100 countries around the world. JCI also has millions of alumni, many of whom provide support to active members.

JCI is a nongovernmental organization with active participation in the United Nations System, including several UN agencies such as:

· Conference of Non-Governmental Organizations (CONGO) 

· Pan-American Health Organization (PAHO)

· World Health Organization (WHO)

· United Nations Educational, Scientific, and Cultural Organization (UNESCO)
· UN Department of Public Information
· United Nations Conference on Trade and Development (UNCTAD) 

· UN Economic and Social Council (ECOSOC)

JCI has cooperation agreements with:

· International Chamber of Commerce (ICC)

· International Association of Students in Economics and Management (AIESEC)

· Junior Achievement/Young Enterprises (JA-YE)

· Youth Business International (YBI)

· Association of European Chambers of Commerce and Industry (EUROCHAMBRES)

· European Confederation of Junior Enterprises (JADE)

· Association des Etats Généraux des Etudiants de l'Europe (AEGEE)

· Careers in Europe (CIE)

For more information on each of these partnerships and alliances, please visit www.jci.cc

JCI runs four continental (area) conferences and a world congress each year, featuring some of the world’s top speakers and trainers.  Our business networking events and initiatives, such as our JCI Biznet, allow our young leaders to build a global network from which to draw inspiration and information.  We are a place for young leaders to meet, learn and grow.
Conclusion:

It is in the best interest of the entire organization that JCI has a clear and consistent communications strategy aligned to its mission, vision and values, and that this strategy is followed.
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