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EDGE tool: Communication  
 

By reflecting on the work of the six beacon projects, and drawing on the experiences of other institutions, projects and research, we have identified nine 
dimensions which are critical to building a supportive culture for public engagement:  
 

 mission  

 leadership  

 communication  

 
 recognition  

 support  

 learning  

   staff  

 students  

 public 
 
This document provides a self-assessment matrix to help you review your communication activity.  It identifies three key challenges, and maps each against a scale: 
 

E  Embryonic:  activity is currently patchy or non-existent for this challenge 

D  Developing: Some activity is underway, but in a relatively unsystematic and non-strategic fashion 

G  Gripping: The institution is taking steps to develop a more systematic and strategic approach  

E  Embedding:  The institution has put in place strategic and operational support for this challenge, resulting in a supportive culture for engagement. 
 
Instructions for use 
You can use the matrix in a variety of ways, for example: 
 

•  You could fill it in individually, relying on your own knowledge of your institution;  

•  You could use it as part of a workshop with colleagues and other stakeholders;  

•  Or you could invite a number of people to fill it in individually and then bring them together to compare their perspectives. Comparing different 
departments across an institution can be a powerful exercise.  

While the levels presented here assume that embedding engagement brings benefits to an institution, some may choose not to seek to ‘embed’ support in all 
of the areas identified in the tool.  In some instances informal and emergent approaches may be preferred to formalised and embedded ones.   
 
Coming soon 
The NCCPE is currently working with the Univerisity of Cardiff to create an in depth account of how they have tackled the challenge of embedding 
engagement in their communications.  This will include short case studies and reflections from staff about the lessons learned. 
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COMMUNICATION 

Focus Embryonic Developing  Gripping  Embedding 
Internal communications 
promote and celebrate PE 

The institution’s commitment to 
public engagement is rarely if ever 
featured in internal 
communications.  
 

Public engagement occasionally 
features in internal 
communications.  
 

Public engagement frequently 
features in internal 
communications, but rarely as a 
high profile item or with an 
emphasis on its strategic 
importance. 
 

Public engagement appears 
prominently and consistently in 
the institution’s internal 
communications; its strategic 
importance is highlighted, and 
resources and strategic support 
have been allocated to sustain 
this activity.  
 

Research is undertaken into 
public perceptions and 
needs 

The institution has not begun to 
analyse or research its different 
public stakeholders, or their 
attitudes, aspirations and 
expectations of them. 
 

The institution has a limited 
understanding of its different 
public audiences and stakeholders 
and their attitudes, aspirations 
and needs. 
 

The institution is investing in 
research and intelligence 
gathering to deepen its insights 
into its different public audiences 
and stakeholders and their 
aspirations and needs. 

The institution has built an in 
depth understanding of its 
different public audiences and 
stakeholders and their aspirations 
and needs, and uses this 
intelligence actively to inform its 
communications, planning and 
evaluation of engagement. 
 

Marketing and 
communications reflect 
commitment to 
engagement 

Public engagement does not 
appear in the institution's 
marketing materials (e.g., 
website, promotional brochures, 
etc).  Few if any efforts are made 
to disseminate the results of 
activities. 
 

Public engagement appears 
periodically in the institution's 
marketing materials. Results of PE 
activities are occasionally 
disseminated but on an ad hoc 
basis.  
 

Public engagement appears 
frequently in the institution's 
marketing materials, including the 
website, brochures, press 
releases. Key networks and 
forums are kept updated on PE 
activity. 
 

Public engagement appears 
prominently and consistently in 
the institution's marketing 
materials and communications 
activity.   There are extensive 
efforts to share results of public 
engagement activities through 
diverse networks.  Strategic 
support has been allocated to 
support this activity.   
 

 


