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What are your top communications priorities?
2.°°° How will you measure the impact of your campaigns?
Communications Objectives/Goals How do campaigns support each other?

How do you define success?

Assets (Copy, Images, Website, etc.)

Partners
What is your true focus? Resources Peers
How does it reflect your values? - - Relationships
4[ Product/Service Overwew} Technologi :
Define core product/service offering X3 4 \ ecnnologies :
Define target markets Launch :
Distribution :
Everything you do is brand, not just your logo Communications Types Maintenance vs. Growth
Green is part, but not enough s Internal vs. External :
. A i i Metrics &
What best expresses your Entity's Personality? { Communications Plan ]7 Personal Interactions (Client, Vendor etc.)
What best describes/disseminates your Product? | In-Person
Messaging: How do your relate your core message? Telephone N
: Communications Strategy : Email :
How do you fit within a broad : Define Entity Personality— H PR/Caused Based :
industry/market? Mission, Values, Philosophy . Corm e e Personal Networks/Social Media :
What is your niche? What makes you unique? v | Marketing
Who are your competitors? 4[ Positioning } . Advertising
Define current market . Mailings
: Passed Print y
Pricing s . R
s Billing/Invoicing/Purchasing
Customers/Clients People
Employees V] : Print (brochures, reports, ads, etc.) g
Vendors Audiences/Stakeholders/ Communications Media Electronic (web, social media, videos, etc) ’
Targets : TV/Radio
Resources/Partners
Community : et et
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{ Communications Schedule }




