Campaign planning template
	Project name
	

	Project client

(The person with authority and the job to sign off work and plans)
	

	Communications project manager

(The author of this plan)
	


	Key issues

(Set out in bullet points the business reason behind this project agreed with project client and other key stakeholders)

	Notes:

1) Include the non-communications steps being taken to address this issue and who is accountable for them.
2) Include a description of success criteria or performance indicators for the project/activity that are independent of communication so we can ensure that communications is focused on delivering business value



	Communications aims and objectives
(Set out the overall aim of where communications will help support the project or business objectives and then outline the specific objectives that communications will seek to meet)

	Notes:

1) Attempt to be specific about what you want people to Know – Think/Feel - Do
2) Remember your evaluation criteria should be drawn from this section so make your objectives measurable as far as possible (without lapsing into a list of activities)



	Communications audiences
(Who are the audiences with whom we want to communicate, what is their current attitude/level of knowledge and what outcome do we want for each group)

	Notes:

1) Where you make assertions about groups be clear on what you are basing your views

2) Include here any special points like the difficulty of reaching certain groups, historic preferences or whether any particular stakeholders need to be consulted before an audience group can be approached if relevant.



	Core messages
(For your audiences set out below the core messages you want them to receive)

	· Single memorable points

What is the simple statement you’d like them to get?

· What’s it mean to them?

What are the REAL implications for them?  Why should they care?
· Rationale

· What do they need to do

Notes:

1) Try not to craft words at this point – concentrate on getting the issues and points agreed.

2) Think about proof points – avoid creating benefits that are imaginary or unconvincing

3) Test the messages with representatives of the audience group

4) If you are briefing designers or others you may want to include a description of the tone of voice you imagine as being appropriate.




	Overall approach and tactics
(Describe below the overall style of approach and the specific tools that you are going to use)

	Notes:

1) Remember you may need to explain why some channels work best for informing whilst others may be better at involving and consulting

2) If appropriate explain how some tactics are more cost effective than others
3) Depending on the complexity of the plan you want to include simple timings at this point or refer to a fuller timeline elsewhere



	Responsibilities

(Set out who inside the project team is responsible for what aspect of the programme)

	Notes:

1) The purpose of this exercise is to make sure that everyone is clear about their accountabilities from the start of the project – if people do not accept the jobs allocated to them should they be listed here?

2) Include accountabilities for content approval as well as dependencies outside the project team – e.g. the intranet editor may have conflicting priorities that need negotiating

3) Don’t forget to include budget ownership here.



	Evaluation

(How will we know if it’s working?)

	Notes:

1) Try to cover:

1) Tracking whether or not specific planned happened

2) Whether audiences received the messages as we planned

3) Whether the desired results or changes in behaviour happened

2) How will feedback be tracked over the life of the project and used to change direction etc




Revision status

Original plan approval

	Date:
	
	By whom
	


Review history

	Date
	Main changes agreed
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