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Creating a COMMUNICATIONS PLAN 

1. Discovery 

2. Brand 

3. Messaging 

4. Strategy & budget 

5. Implementation 
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What is a BRAND? 

The values and associations that 
live inside the heads and hearts 
of your audiences.  





What is OUR BRAND? 

Who we are, what we do, and how we do it 
• Brand promise 

• Brand alignment 



What is our MESSAGE? 

What will we say, and to whom, to create which results?  
• Target audience analysis 

• What do we want them to do? 

• Audience-specific messages 

• Integrated brand messages 







What is our STRATEGY? 

How and where will we deliver our message to our 
target audiences?  

• Vehicles 

• Resources 

• Budget & implementation 
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