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COMMUNICATIONS DEVELOPMENT
Purpose
Promotion is the last component of the marketing mix where you need to sell your proposition by highlighting your product/service’s benefits, features and any associated tangible objects and services.

This tool will help you develop a communications plan, making sure you have a clear audience driven proposition first, before deciding how to communicate it. All communications should be targeted to the different audiences.
How to use or apply
You’ll need to make several key decisions when developing your communications.

1.
Messages: What do you want to communicate driven by what you want your target audience to do, know and believe?

2.
Messengers: Who will deliver your messages or be perceived to be sponsoring or supporting your offer?

3.
Creative strategy: What will you actually say, show and how you want to say it? (the message proposition, tone & style)

4.
Communication channels: Where and when will you messages appear? (including which media channels and formats)

5.
Measurement: How to monitor and evaluate effect

Top tips

· Grab the audience’s attention with something or someone you know will appeal

· Appeal to the rational and irrational –the head AND heart

· Keep It Simple

· Tell them what THEY want to hear –sell the benefits

· Make sure they trust you –use people / testimonials / influencers they trust

· Put communications in their world

· Ensure consistency at all time

· Have a call to action

The table will help you map these out for each target audience.

Make sure your communications development links directly to the rest of your marketing mix.
Source(s)/Reference(s)
•
Adapted from Change4Life and Social Marketing - A Hands on Guide to Planning, Developing and Evaluating your Change4Life Social Marketing Project, developed by Brilliant Futures and Promotion: The Fourth “P”, p. 268, Social Marketing: Influencing Behaviours for Good, Kotler & Lee, (2008)
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