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OBJECTIVE

Discuss the importance of
communication for project success. ﬂ‘

Discuss the importance of a
communication plan.

|dentify the key components of a
communication plan.
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Importance of Communication

“Communication is the process by which information is exchanged
and understood by two or more people, usually with the intent
to influence or motivate behavior.” — paft (2013)

* Lack of communication is the top reason for failures—personal, professional,
and project-related.
 Communication consists of verbal, non-verbal, active listening, and role modeling.

Formal Communication Informal Communication
Flows within defined Personal communication
chain of command channels

 Downward * Networking
e Upward e Grapevine
* Horizonal * Project champions/

change agents

Daft, R.L. (2013). Management (11the ed.). Mason, OH: South-West Cengage Learning. >
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Communication
is not just talking
at people.

Communication
IS two-way
conversation.
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* Learn valuable * Anticipate barriers.
informational

nuggets.
* Gain perspective.  * Get feedback.

e Generate ideas.
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Their comments

are valuable.
* |dentify themes of

Listen to their feedback. resistance.

Sift through the negativity. + Address them as part of

|dentify areas of sound bites in your
“pushback.” communication plan.
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A project communication plan outlines the strategic
dissemination of information to key stakeholders.

W

e Serves as platform for transparency.
* Promotes ongoing buy-in.
 Communicates status of project.

* Keeps stakeholders aligned.

* Keeps teams engaged.

3 h
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r : 0 Project Communication Plan

Project Description/Name:
Project Owner: Communication Lead:

SMART* Goal:
*SMART = Specific, Measurable, Attainable, Realistic, Time-Bound

What When Where Why How
(Message) (Date/Frequency) (Location) (Goal) (Mechanism)

This material was prepared by Health Services Advisory Group [HSAG), a Hospital Quality Improvement Contractor under contract with the Centers for Medicare & Medicaid Services (CMS), an agency of the U.S. Department
of Health and Human Services [HHS). Views expressed in this material do not necessarily reflect the official views or palicy of CMS or HHS, and any reference to a specific product or entity herein does not constitute
endorsement of that product or entity by CM3 or HHS. Publication number CA-HQJC-0)-08112021-02

9 Template available at: www.hsag.com/hqic-quality-series HSAG HQIC
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Project Communication Plan

Project Description/Name:
Project Owner:

SMART* Goal:

Communication Lead:

SMART = Specific, Measurable, Attainable, Realistic, Time-Bound

What When
(Message) (Date/Frequency)

(Location)

(Goal) (Mechanism)

Summary

Provides a
high-level overview
of the project.

This should include
goals, objectives,

This material was prepared by Health Services Advisory Group [HSAG), a Hospital Quality Improvement Contractor under contract with the Centers for Medicare & Medicaid Services (CMS), an agency of the US. Department
of Health and Human Services [HHS). Views expressed in this material do not necessarily reflect the official views or policy of CMS or HHS, and any reference to a specific product or entity herein does not constitute

endorsement of that product or entity by CMS or HHS. Publication number CA-HQJC-0I-08112021-02
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\of the project.

and/or a description
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Project Description/Name:
Project Owner: Communication Lead:

SMART* Goal:
easurable, Attainable, Realistic, Time-Bound

HSAG HOIC : I
~ : Q Project Communication Plan

/ Who

Who is your
audience?

your target

of Health and Human Services [HHS). Views expressed in this material do not necessarily reflect the official views or policy of CMS or HHS, and any reference to a specific product or entity herein does not constitute
endorsement of that product or entity by CMS or HHS. Publication number CA-HQJC-0I-08112021-02

This material was prepared by Health Services Advisory Group [HSAG), a Hospital Quality Improvement Contractor under contract with the Centers for Medicare & Medicaid Services (CMS), an agency of the US. Department
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Qxercise.

You can help identify

audiences through a
stakeholder-mapping
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Project Description/Name:

Project Owner:

SMART* Goal:

*SMART = Specific, Measu i isti
What
(Message)

me-Bound
When

Project Communication Plan

Communication Lead:

(Date/Frequency)

This material was prepared by Health Services Advisory Group [HSAG), a Hospital Quality Improvement Contractor under contract with the Centers for Medicare & Medicaid Services (CMS), an agency of the US. Department
of Health and Human Services [HHS). Views expressed in this material do not necessarily reflect the official views or policy of CMS or HHS, and any reference to a specific product or entity herein does not constitute
endorsement of that product or entity by CMS or HHS. Publication number CA-HQJC-0I-08112021-02

Huyer, D. Leading change through vision.2014.

/ What \

What is the message
you will
communicate?

Use concise,
consistent messages.

\_ /

You communicate
through little
conversational nuggets
and consistent daily
sound bites—not
speeches! —p. Huyer

: h
https://www.hr.com/en/magazines/leadership excellence essentials/june 2014 leadership/leading-change-through- HSAG Holc
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Project Description/Name:
Project Owner:

SMART* Goal:

*SMART = Specific, Measurable, Attainable, Realistic, Ti%

What When
(Message) (Date/Frequency)

Communication Lead:

Project Communication Plan

When \

When will this
communication go
out and how
frequently?

Consistent, frequent
communication will
promote
engagement and

This material was prepared by Health Services Advisory Group [HSAG), a Hospital Quality Improvement Contractor under contract with the Centers for Medicare & Medicaid Services (CMS), an agency of the US. Department
of Health and Human Services [HHS). Views expressed in this material do not necessarily reflect the official views or policy of CMS or HHS, and any reference to a specific product or entity herein does not constitute

endorsement of that product or entity by CMS or HHS. Publication number CA-HQJC-0I-08112021-02
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Project Description/Name:
Project Owner: Communication Lead:

SMART* Goal:
*SMART = Specific, Measurable, Attainable, Realistic, Time-Bound

What When Where Why How
(Message) (Date/Frequency) (Location) (Goal) (Mechanism)

Where \

Where are you
targeting this
communication?

Think back to your
audience.

Will the
communication be
organization-wide,
facility-wide, a
specific department,
or to group of

This material was prepared by Health Services Advisory Group [HSAG), a Hospital Quality Improvement Contractor under contract with the Centers for Medicare & Medicaid Services (CMS), an agency of the US. Department
of Health and Human Services [HHS). Views expressed in this material do not necessarily reflect the official views or policy of CMS or HHS, and any reference to a specific product or entity herein does not constitute
endorsement of that product or entity by CMS or HHS. Publication number CA-HQJC-0I-08112021-02
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Q\dividuals? /
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Project Description/Name:
Project Owner:

SMART* Goal:
*SMART = Specific, Measurable, Attainable, Realistic, Time-Bound

What When
(Message) (Date/Frequency)

Project Communication Plan

Communication Lead:

Where Why How
(Location) (Goal) (Mecha )

~N

Why

Why is this message
important?

Is this message vital
to the project’s
success?

Be purposeful

This material was prepared by Health Services Advisory Group [HSAG), a Hospital Quality Improvement Contractor under contract with the Centers for Medicare & Medicaid Services (CMS), an agency of the US. Department
of Health and Human Services [HHS). Views expressed in this material do not necessarily reflect the official views or policy of CMS or HHS, and any reference to a specific product or entity herein does not constitute

endorsement of that product or entity by CMS or HHS. Publication number CA-HQJC-0I-08112021-02

15 Kurtzman, W. Too many messages. 2019. https://colemaninsights.com/coleman-insights-blog/too-many-messages

Qnd strategic. /

The more messages you
try and communicate,
the lower the likelihood
of communicating any
single message.

—W. Kurtzman
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Project Description/Name:

Project Owner: Communication Lead:

SMART* Goal:
*SMART = Specific, Measurable, Attainable, Realistic, Time-Bound
What When
(Message)

(Date/Frequency) (Location)

Project Communication Plan

(Goal) (Mechanism)

~N

How

How are you
disseminating your
message?

Make sure you use all
modes of
communication to
reach vast audiences.

Consider if the mode
of communication is

This material was prepared by Health Services Advisory Group [HSAG), a Hospital Quality Improvement Contractor under contract with the Centers

for Medicare & Medicaid Services (CMS), an agency of the U_S. Department
of Health and Human Services [HHS). Views expressed in this material do not necessarily reflect the official views or policy of CMS or HHS, and any reference to a specific product or entity herein does not constitute

endorsement of that product or entity by CMS or HHS. Publication number CA-HQJC-0I-08112021-02
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appropriate for the

Qudience.
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Communication Pitfalls

Too Much
Communication

Wrong Mode of

Communication

Wrong Mode
of Message

17

Too Little
Communication

Unclear
Communication

Communication
Lacking Purpose

Wrong
Audience
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Communication is key to project success.
Active listening is a vital part of communication.
It promotes buy-in and engagement. v

Communication should be
purposeful and strategic.

Use a communication plan
that includes:

— Who — When — Why . =
— What — Where — How

Use the right mode for the right audience.
Beware of the communication pitfalls.
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Thank you!

Questions: hospitalquality@hsag.com

This material was prepared by Health Services Advisory Group (HSAG), a Hospital Quality Improvement Contractor under contract with the Centers for Medicare & Medicaid Services (CMS), an
agency of the U.S. Department of Health and Human Services (HHS). Views expressed in this material do not necessarily reflect the official views or policy of CMS or HHS, and any reference to a
specific product or entity herein does not constitute endorsement of that product or entity by CMS or HHS. Publication number XS-HQIC-QI-08312021-01
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