Creating an Effective Campaign Plan – Step by Step
Step 1 – Analysis: Learning the Lay of the Land

In order to create successful outreach materials, strategic communicators spend a fair amount of time researching key variables before developing their messages.  Typically this period of assessment, which often includes both primary and secondary research, involves looking deeply at the organization you are working with/for, the key target audiences or stakeholders, and the culture and context in which the campaign will take place.  This approach encourages persuaders to move beyond anecdotal evidence, reactive planning, and gut feelings.  Assignment 1 is the product of this research phase and cannot be successfully completed until you have spent time analyzing these key variables.  Having conducted this analysis, you are asked to do the following:  

1) Offer a background on your partner organization.  Specifically you should discuss the organization’s basic history, mission, organizational culture, short and long term goals (as they are pertinent), and specific objectives for this campaign.

2) Offer a detailed analysis of the audiences you intend to target with your campaign.  In addition, explain why you chose them as your target (rationale) and analyze the potential for persuasion based on the five aspects I discussed in class (perception of the speaker, a perception of the topic, etc.).  Finally, offer a detailed account of the way in which you assessed your audience (secondary research, interviews, focus groups, surveys, etc.).

3) Offer a critical analysis of the larger culture and the specific context in which your campaign will take place.  Specifically, after reflecting on the culture of your target audience as well at your organization and detailing the contemporary context, you should conduct a basic SWOT analysis with an emphasis on opportunities and threats.  In addition, you should speak directly to how the context opens and closes opportunities for you/the org. to speak, as well as impacting how you/the org. speak and what can be said.

**The suggested length for this section is 2-3 single spaced pages with pertinent section headings.  In order for this section to be useful to your larger project, it is the research, not the writing, that should be the focus of your time.**

**R. D. Smith, Phase 1 offers a very helpful set of questions and exercises to help you flush out each of these variables.**

Step 2 – Choosing the Right Channel(s)

In this section you will choose the most appropriate channel(s) for your persuasion.  While this assignment is quite short, choosing the correct channel for message delivery is key.   Mismatching channels and audience is a common mistake and can result in the loss of valuable time, money, and energy.  In line with every other aspect of this project, you should select your channel based on the preferences of your audience rather than your own creative interests : )!  For this assignment you should:

1) Present your channel choice(s).  If you are using more than one channel, please present one at a time listing your choice and then . . . 

a) offer a rationale for each channel selected.  This rationale should address why you believe this is an effective choice and may compare this option to others that you decided against.

b) offer specific details on employing the channel including where, when, and how often you intend to use it.  For example, you intend to run an ad in the Willamette Week on page 3 for three consecutive weeks from May 1st to May 21st.

c) offer a draft  budget and timeline (with real numbers and dates).  Make sure that both the budget and the timeline are reasonable and make sense given your resources and campaign objectives.

** This assignment should be @ 1 page single spaced.  The more channels, the more text needed.

Step 3 – Developing the Message
Having completed the critical first and second phase of your communication plan, you are now ready to move on to message development.  It is important to note that many communicators jump right into message development without doing at the due diligence required.  Anyone can construct catchy slogans, startling copy, etc. but it is the strategic communicator who approaches this stage with an understanding of the key variables of audience and context.  For this assignment you should:

1) Select an appropriate theme/tone for your campaign.  This mood, which is very dependent upon your analysis of audience and context, will impact a wide variety of your textual and visual images and should be chosen with care.  Some tones include urgency, fear, hope, pride, etc.  Having described this mood in two or three sentences, please offer a rationale for your choice.

2) Construct an overarching 1 sentence message for your campaign.  It may help to think of this aspect in terms of slogan or claim.  Having clearly stated your message, please offer a rationale for your choice.

3) Create 3-5 talking points.  These talking points should support your overarching message, acting like reasons for the claim.  They should be distinct, clear, and memorable.  They should serve as the basis for the direction of your campaign.  It is worth taking time to review these talking points word by word to make sure they are sharp.

4) Collect and lay out 2-3 pieces of supporting copy for each talking point.  These pieces of evidence will undergird the talking points and provide a wide variety of persuasive tools that can drive your key points home to the audience.  As discussed in class, such evidence would include facts/stats, testimony (expert/eyewitness), examples, stories, and visuals.  

**This section should be about 3 pages single spaced, again with appropriate headings.  While sub-sections 1) and 2) will be quite short, 3) and 4) in combination will be much more extensive.**

**Please include a bibliography which lists the sources for any evidence you have cited**

** R. D. Smith’s Step 6 and my lecture notes will be useful**

Step 4 – Creating an Evaluation Plan

All successful long term campaigns employ some form of evaluation to test the effectiveness of their efforts.  Please consult R. D. Smith Chap. 9 for various approaches to evaluation.  In addition, I encourage you to try and test the materials you developed.  We will discuss focus groups and other evaluative tools in class.

**This section should be from 1/2-1 page single spaced.

Step 5 – Tying it All Together
Your final project is the final version of the campaign plan you have been constructing throughout the term.  It should be polished and professional as it will be presented to our Partner.  For the final project you need to revise and connect all of the sections you have been working on.  It is important that the final document hangs together well, so make sure that it flows from section to section in a natural way.  

**Required sections include:

1) Organizational Background & Campaign Objectives 
2) Target Audience(s)
3) Contextual Analysis
4) Campaign Theme/Tone
5) Overarching Message
6) Talking Points & Supporting Copy
7) Selected Channel(s)
8) Budget & Timeline
9) Evaluation Plan
10) Mock up of Materials
** The plan should be packaged professionally.  I will bring examples to class.
