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[bookmark: _Toc431996293]Communication Plan
Communication planning is the art and science of reaching target audiences using marketing communication channels such as advertising, public relations, experiences or direct mail for example. It is concerned with deciding who to target, when, with what message and how.
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[bookmark: _Toc431996294]Goals and Objects
Goals are the means to express the end points towards which effort is directed. They are broad, relatively abstract and may be difficult to quantify (“Our goal is to increase our share of the marketplace for [our product].”)
Objectives are subsets of goals and should be expressed in concrete, measurable terms. (“Our objective is to increase our share of the market in the largest city in this State for [our product] by 15% by the end of the next financial year.”) An objective is something that can be documented; it’s factual and observable.
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[bookmark: _Toc431996295] Target audiences
· “What” – the key messages that are trying to be articulated
· “When” – timing, it will specify the appropriate time of delivery for each message
· “Why” – the desired outcomes
· “How” - the communication vehicle (how the message will be delivered)
· “By whom” - the sender (determining who will deliver the information and how he or she is chosen)
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[bookmark: _Toc431996296]Determine goals
· You have to start by defining the goals of the communication campaign. Goals can be:
· To increase product sales/success: it could be a new "product" or an existing improved "product" that you want to promote.
· To become better known.
· To announce/promote a precise event, policy or political initiative.
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[bookmark: _Toc431996297]Determine resources
· You have to envisage the necessary resources:
· Human resources/time
· Material/financial resources
· Technological expertise and technological means available.

[bookmark: _Toc431996298]Identify key messages
Key messages are the concepts that you want your audience to remember from your communication campaign. These messages should be carefully selected and woven through all of your communication materials and activities.


[bookmark: _Toc431996299]Determine channels of communication
You will choose one or more different ways of communication in priority/importance order. Read more in Promotion channels and tools page.
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[bookmark: _Toc431996300]Two main types of communication
Non-media communication: includes telemarketing, exhibitions, fairs, "open doors" events. A wide audience cannot be reached by means of non-media communication.
Media communication: electronic media (television, radio, video, Internet, CD-ROM, etc.), booklets, newspapers, etc. Large audiences can be reached in a short period of time.
[bookmark: _Toc431996301]Budget
You have to evaluate the needed amounts to realize your communication plan and prepare a budget. An extra 10% of the final estimate should be included in order to anticipate unforeseen/unplanned changes and obstacles in the development of the plan.
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[bookmark: _Toc431996302]Evaluation (impact assessment)
Each communication activity should be evaluated to measure how much it contributed to the pre-defined goals. Information can be gathered by tracking visits to your Intranet or Internet site, and receiving mails with compliments or complaints or direct feedback when in direct contact with your audience(s).
Read more about communication plan on helping you communicate restricted area: This link points to internal pages and may not work if you are browsing as an external user. On DG Communication website.
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Communication

Communications in b/w agencies and organizational
mt:nagers/sales promotion firms /media buying services
etc.

Planning and decision making

While in decision making process
communication objectives plays an important
role, i.e. how to develop a campaign/media mix
selectlon /and allocating budget to diff.
elements

Measuring results

The success and failure are relative to the
objectives u have defined.

Good objective are those which are measurable.




