
Communications Plan Template 
[Project Name] 

OBJECTIVES (WHY?) 

 Communication objectives include the phrases “to increase awareness” “to promote” and “to 

inform” “to position” “to clarify” “to brand” 

CONTEXT (WHAT?) 

 Paragraph 1- what is the current situation/problem/issue i.e. what is the communication problem 

we are trying to solve? For example, is awareness among the target group low, are there 

misunderstandings or confusion, is there something new to tell, is the target audience asking for 

clarification or ongoing support?  

 Paragraph 2- what do we know about our target audience?  

 Paragraph 3- what change do we want to see?  

 The difference between paragraph 1 and 3 is the ‘communication gap’- the difference between the 

current and the desired state of your target audience. A thorough analysis of the communication 

gap or problem is critical to a good plan.  

 This section should be no more than three paragraphs 

 

TARGET AUDIENCE (WHO?) 

 In considering your target audience, refer to the above stated communication objective. The target 

audience is the direct recipient of this objective 

 Be as specific as possible. Instead of ‘stakeholders’, could you specify which ones? 

 If there is more than one target audience, you need to be sure that your tactics align with this point. 

In other words, two or more target audiences may mean two or more different tactical approaches 

 Prioritize multiple target audiences- which one needs to be addressed first? Perhaps there could be 

a phased approach based on the priority audiences?  

 iGEM members are not a target audience, they are a channel  

 

STRATEGIC APPROACH (HOW?) 

 Your recommended approach is at the strategic rather than tactical level, so ‘to do things’ should be 

reserved for the tactics section below.  

 Strategies are directional “A proactive notification and information sharing using a combination of 

personal and non-personal communication channels pre-launch, at launch on April 1st and up to one 

year after”  

 Where do you want your target audience to go for more information? For example, is your strategy 

to drive traffic to the website?  

 

KEY MESSAGES 

 Limit key messages to three:  

o 1st message- the most important 



o 2nd message- the second most important 

o 3rd message- the least important of the three 

 If you have additional messages that must be included, create a subheading “additional speaking 

notes”  

 Key messages should also incorporate transformative messaging: “Working together, we will build a 

future that keeps our agri-food businesses competitive, productive and sustainable” 

 The website is not a key message  

 

TACTICS (HOW and WHEN?) 

 Pre-Launch Launch Post-Launch 

Earned  
Examples:  
Media event 
News release  
Editorial board meeting  
Speeches  
Calls/emails to targeted 
audiences  
Brochures 

Pre-launch is where we 
create all the materials that 
will be used during launch 

and post-launch. It’s a 
developmental phase.  

 
Channels- the ‘if we build it 
they will come’ philosophy 
will not work in terms of a 

comms plan. A video on the 
website offers no guarantee 

that your target audience 
will find it or even know it 
exists. Before you create a 
tactic (video, postcard etc.) 
you need to consider how 

you will get it into the 
hands of your target 

audience- and include this 
information in the plan 

 

 
 
 
 
 
 
 
 

Launch can be a 
date or a period of 

time 
 
 

 
 
 
 
 
 
 
 

Measurement programs 
can begin right after 

launch 

Digital/Social 
Web content 
Twitter/Facebook 
Blogger outreach  
Videos 

Social media- before you 
create a new twitter 

account or  blog do some 
research. What existing 
social media channels 

already exist that target 
your key audience? Making 
use of existing, trusted and 

successful social media 
channels is far better than 
creating new ones that just 

add to the ‘clutter’ and 
compete with other 

messages 
 

  



EVALUATION 

 It’s not over yet. You still need to figure out how you will measure whether or not this 

communications plan met its objective. How will you know?  

 Evaluate awareness amongst target audience using surveys, web traffic, social media hits and 

anecdotal feedback from stakeholder and/or associations  

 


