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Process Written Plan Elements 

 Introduction/Executive Summary 
 

 
Research 
Develop a thorough understanding of the client’s 
situation based upon knowledge about  
. Organization/industry 
. Offer (product, event, issue or desired behavioral 
change) 
. Opinions of publics 
. Opportunities to communicate 
 
Exploratory research (client/key informant interviews, 
review of materials) is often followed by confirmatory 
research (surveys, content analysis and other formal 
tools). 
 
Two useful frameworks for research include: 
. SWOT analysis: Examine the organization’s or 
offer‘s  strengths, weaknesses, opportunities, and 
threats 
. Force-field analysis:  Consider the factors that 
impede or encourage  people to change behavior 
(barriers, benefits) 
 

 
1.   Situation Analysis 
 
Opportunity/Problem Statement – A succinct 
summary of the challenge confronted by organization, 
its importance, and the consequences if no action is 
taken. Suggest how the proposed campaign/program 
can contribute to the client’s success. 
 
Background – A focused discussion of all important, 
relevant research findings that shape the plan based on 
SWOT analysis and/or force-field analysis, as 
appropriate. The situation analysis should synthesize 
your thinking and enable the client to confirm your 
conclusions and assumptions.  
 
Hint: Do not preview details of the plan.  Relegate 
detailed research findings, less relevant findings, other 
exhibits to appendices. 

 
Planning  “Do the right thing.” 
 

Synthesize research findings to specify key program 
components -- the campaign’s goals and objectives,  
strategies and tactics (GOST)   
 
Specify succinctly what the organization needs or 
desires to achieve (organization goals) Then identify 
behavioral changes among key audiences required to 
achieve those outcomes (communication objectives). 
 
Think creatively; brainstorm with others to generate a 
very large number of ideas. Consider whether it would 
be useful to have a “Big Idea” to serve a unifying 

 
2.  Audience 
 
A list all of targeted audiences for the program. 
Audiences can be identified  by 
. stakeholder role (employee, investor, etc.) 
. demographics (age, sex, income, etc.) 
. geography/geodemographics (location, 
characteristics) 
. behavior (e.g. heavy v. light users of a product) 
. psychographics (lifestyle, other characteristics) 
. knowledge or involvement levels (high v. low)  
 
Groups can serve varying roles in campaign:    
. end-target 



anchor for the campaign—a focal activity, slogan, or 
tool, etc.   
 
Then winnow the list of all possible ideas based on 
. Organization’s mission, vision, goals, needs 
. Time 
. Organization culture 
. Organization’s past, present and future 
communications 
. Common communication practices, conventions 
. Ethics 
. Law 
. External developments  
. Available resources (budget, systems, people)  
 
Classify and then prioritize possible audiences.  
Eliminate groups not sufficiently important.  Then: 
. Recommend your best ideas 
. Reserve other good ideas for possible future use 
. Discard remaining ideas.  
 
Note: Most campaigns/communication programs 
involve delivering a handful of focused themes using 
multiple tools to maximize reach and frequency.  
 
Hint: Completing a Planning Matrix can help clarify 
ideas and identify missing or inconsistent campaign 
components. 
 

. influential/intermediate (carry message to end-
targets) 
. policy-maker (influence ability to take action) 
 
Prioritize the resulting groups or categorizes based on 
. Proportion of effort to be devoted to each group  
. Timing of contacts (immediate or at specified date) 
 
3.  Goals and Objectives 
 
Organizational Goals – List of 1-3 outcomes that to 
be accomplished. Goals are stated in organizational 
terms, such as increased sales, market share, activity 
levels, etc. 
Communication Objectives – A list of 1-3 behavioral 
actions by targeted audiences to achieve the stated 
organizational goals. These are measured in human 
(versus organizational terms, such as changes in 
awareness, attitudes and actions (buying, investing, 
donating, working, voting, avoiding risks, adopting 
beliefs, etc.). Consider how to prompt intermediate 
actions that might lead to the ultimate action: call, 
visit, write, ask, tell others, etc.   
 
Goals and objectives be Specific, Measurable, 
Attainable, Realistic and Time-framed (follow 
SMART formula) 
 
4.  Action Recommendations/Strategy 
 
Actions that should be taken by the organization prior 
to launching any communications efforts.  Action 
recommendations generally facilitate communication 
and/or audience responses. Often these are not the 
responsibility of the campaign team. Examples 
include:  
. Positioning of organization or offering 
. Branding/corporate identity issues 
. Product  design, pricing, place (distribution) 
problems 
. Problematic organizational policies or practices 
. Desirable changes in public policy 
. Additional research required  
. Arrangements for essential program elements (e.g. 
endorsements by others, confirmation of event plans, 
systems/procedures to handle responses online or 
offline)   
 
 
5.  Communication Recommendations/Strategy 
 
A description of the messages and media to be used to 
reach target audience.  Usually begins with a 1-2 



paragraph summary, followed by sufficient detail for 
client to understand and approve the proposals.   
 
Strategy summarizes can be organized various ways. 
Begin with a “Big Idea,” if applicable.  Otherwise, 
organize the discussion by audience (explain the 
unique messages and media to be used for each 
group). Focus on the major theme when the same idea 
applies to multiple audiences but multiple media might 
be used.  Focus on media when the same channels or 
tools can be used to communicate similar themes to 
multiple audiences.   
 
Messages 
.  Themes are the major take-away ideas or key 
messages audiences should remember and act upon.  
Most themes focus on benefits, newsworthiness or 
information utility (practical information people need 
to know or can use).       .  Spokesperson (the speaker 
to deliver the message) 
.  Creative elements within the message that enhance 
the motivation, opportunity and ability of audiences to 
process the message (color, sound, music, sound 
effects, etc.) A slogan serves as a creative element 
primarily used in advertising to provide continuity and 
is not required. 
 
Media – Specific channels or tools to be used, selected 
from among five major media groups.  Each group is 
especially valuable to effect particular behavior 
changes: 
.  Public media (create broad public awareness) 
.  Controlled media  (provide detailed information) 
.  Interactive media (engage users, facilitate feedback) 
.  Events (reinforce values, inspire involvement) 
.  One-on-one communication (obtain commitments) 

 
Implementation   “Do things right” 
 

Some preliminary consideration of how 
recommendations will be executed is required prior to 
obtaining client approval and should be included in 
the written plan.  Understanding implementation  
details help to: 
. assure that a program actually can be executed,  
. suggest the timeframes required to execute the plan, 
and 
. guarantee that sufficient resources are provided. 
 
During the implementation phase, campaign managers 
must 
.  monitor progress to assure projects/results are 
accomplished and deadlines are met 

 
6.  Tasks/Tactics 
A list of specifics tasks to be undertaken or materials 
to be produced, and key steps required to accomplish 
them.  
 

7.  Staffing 
Allocation of responsibilities to specific people or 
groups. Duties might be assigned to the campaign 
manager, staff, agencies, consultants, freelancers, 
vendors or clients.  
 
8.  Calendaring 
The timetable for execution of program elements 
based on production or target distribution/launch 
dates. 
 



. assure the quality of campaign messages by making 
sure they conform to generally accepted practices and 
principles of  effective communication 
. choose specific media tools based on their suitability 
and efficiency (cost effectiveness) to achieve intended 
results compared to all other equally effective options. 
 
 
 

Depending on circumstances, these elements can be 
addressed in separate sections of a plan or combined 
in a single integrated summary. Project management 
software can help plan and track complex projects. 
 
 
9.  Budget 
 

A tabular summary of proposed expenditures used to 
obtain client approval. The budget should then be used 
by campaigns staff to monitor spending by category 
and on an overall basis. Two key budget elements are: 
. labor costs (staff salaries, agency or consultants fee) 
. direct or out-of-pocket expenditures.   
Note: Budgets are often presented in a separate 
document or at the end of a written proposal. 
 

 
Evaluation/Assessment 
 
Evaluation addresses whether the stated goals and 
objectives were achieved at the conclusion of the 
effort. Various additional measures can be 
informative:   
.  Actions taken (behavioral intent, observed or self-
reports)  
.  Attitudes (public favorability toward client or offer) 
.  Awareness (public recognition or recall of messages) 
.  Message response measures (measurable for digital) 
.  Exposure (messages produced, audience 
reach/frequency) 
.  Production measures (quality assessments) 
Alternatively, evaluation might involve: 
.  Assessments of individual campaign components 
.  Cost efficiency comparison of alternative tools  
.  Advertising equivalency value (AEV) calculations 
.  Return on investment (financial contribution of 
effort)  

 
10.  Evaluation Plan 
 
A brief description of how each campaign goal and 
objective will be measured.   
 
Optional: One or more additional measures that might 
be included as indicators of the campaign’s success. 
(Such analyses are often useful to campaign planners 
in preparing for future efforts – and might be 
worthwhile investments.  Be sure to include the costs 
for all anticipated evaluation activities in the budget.) 
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