From Chaos to Clarity

How to build a strong communications plan that achieves organizational goals.
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https://docs.google.com/file/d/1eRRpJBxB_VIqHUCELeq9CGZswDEnxOJ7/preview

example to provide grot

follow.
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https://obpagency.com/work/show-me-verse

Communications Plan ...

2. Why you should
have it
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Communications plans define ...




2. Why should you have a
communhnications plan?

D
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Strong communications can help
achieve short-term and long-term
business and marketing goals.

Making your work more efficient
and effective.

And most important, help you and
your organization focus.



A communications plan helps you ...
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e |dentify and keep stakeholders DO THE THING!
iInformed Q Q

e Grow advocates and support for

your initiative
e Create a support/feedback/process @;@

for input at key touchpoints P
e Achieve your overall organizational @ ofX
. ‘ .
and marketing goals =Y— °3Jo°
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|. Set your objectives.

T oeeives L e

. o Revenue

Organization |« Number of visitors

e Paid performance metrics
o SMARI
. o Travel search data

Build relationships with reporters. e Number of attendees
Ultimately, earn media coverage. . e Journalist interest

Communications
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2. Know your audiences.

RRRRRRRRRRRRRRRRRR 12 Qj:m)



2. Know your audiences.

AUDIENCE | AUDIENCE | AUDIENCE

Who they are ...

..........................................................................................................................................................................................................................................................................................................................................................................

Need to know ...

(KEY MESSAGE)
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2. Know your audiences.

JOURNALISTS AUDIENCE AUDIENCE
Who they are ... JOl:lrnaIists in NYC who
+ write about travel ! !
Motivated by.. | Unique angles
. Food, Wine, Outdoor,
Focusedon.. | Travel/Culture ; |
Awareness ' Varied, low for most
Need to know ... What's relevant to their audience

OSBORN BARR PARAMORE

14



3. Identify your moments of communication.

When does it make the most sense to talk to your audience?
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4. Confirm your communications tools.

Consider:

social

Print, OOH, digital,

Consider:

Journalists and
content creators

Consider:

Instagram, Facebook,
LinkedIn, YouTube

Consider:

Instagram, Facebook,
LinkedIn, YouTube

Consider:

Opportunities to
connect face-to-face
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4. Confirm your communications tools.

Email — connect with
journalists, SMEs and
stakeholders

Connect with SMEs and
stakeholders

n/a n/a n/a

Event landing
page — more details
for journalists
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Event Communications Plan & Cadence

Channel Audiences
I I I I N
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ot " Event Communications Plan & Cadence

Channel Audiences

Jou rnalists
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In review ...

1. Set objectives
Know audiences

2.
3. ldentify moments of communication
4. Confirm communication tools
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Key

messages

Make the
things

Put it
out there!

Measure
and
optimize

OO
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Creating your comms plan

1. Set objectives

2. Know audiences

3. ldentify moments of communication
4. Confirm communication tools

View Presentation
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https://industry.visitmo.com/partnerships-programs/education/
https://drive.google.com/drive/folders/1aRnfP-5kGoiZlRfB8xZ0H2VMWGM2oeFO

Confirm your communications tools.
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Know your audiences.

AUDIENCE | AUDIENCE | AUDIENCE

Who they are ...

..........................................................................................................................................................................................................................................................................................................................................................................

Need to know ...

(KEY MESSAGE)
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Event Communications Plan & Cadence

Channel Audiences
I I I I N
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