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Introduction 

The methodologies and techniques presented in these materials come from my 22+ years of 
experience as a senior writer/producer and creative director producing short and long form 
broadcast projects, corporate videos, commercials, and multi-platform advertising campaigns for 
audiences in North America, Asia, and the UK.  

During that career, I discovered my talent for distinguishing between fleeting trend and long-term 
business solutions. Success with many private sector clients in a variety of sectors, demonstrates 
how easily these methodologies and techniques transfer into different situations. A few specific 
results include: 

 As international advisor to Chile’s Araucanía Digital Trans-media Incubator, I worked with 
co-founders to develop the stakeholder engagement, investor attraction and operational 
strategies. Results to date include support for a pilot project by Startup Chile and investor 
interest from Italy, USA and Canada – including a signed Memorandum of Understanding 
(MOU) and partnership with Sheridan College in Toronto, ON, Canada. 

 As advisor to the Campbell River Creative Industries Council (CRCIC), I provided the 
framework for a digital media incubator, cross-pollinating aboriginal themes with game 
development, animation, and digital media projects for this regional, Vancouver Island 
municipality. The council launched in June 2010.  

 Working with the province of British Columbia, I used my in-depth knowledge about digital 
products and services, and interactive development to collaborate with industry, post 
secondary, and government stakeholders to research, prepare, and present discussion 
papers and reports examining barriers to business and hurdles to innovation. The results 
made a significant and positive impact towards building capacity in the entertainment and 
wireless sectors. 

The original master class was created to help film commissions enhance their business attraction 
strategies and collaborate more effectively with their government, industry, and community 
stakeholders by using tried and true business development and planning processes. 

Some points may feel like a review and this may be true. You already hold a lot of knowledge. Take 
whatever information resonates with you and toss out whatever doesn’t. 

 

http://araucaniadigital.org/
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CHAPTER SUMMARIES 

This recent master class updates separates the original master class into these stand-alone chapters: 

 Stakeholder Relations examines how to navigate multiple agendas of business 
relationships. The stakeholder and partner relationships for government-supported 
entities, like film commissions, are most challenging. 

 Measure and Track studies the methodology of good data collection and observation 
practices that help make appropriate decisions about direction, strategy, and activities. 

 Marketing and Communications Planning is a primer for brand development, 
marketing planning practices and communications channels and best practices. 

 Business, Workforce, and Skills Development is most applicable to government-
supported agencies and programs. These concurrent activities, when done jointly, 
contribute to stable, sustainable wealth creation. 

 Putting it all together provides the pathway to good planning and successful 
implementation 

COMMON THEME 

No matter where you are in the planning cycle, think about wrapping your thoughts, responses, and 
activities around align, clarify, verify, and then do.  

Align 

In the context of Marketing and Communications 
Planning, align is summed by ensuring key 
messages and activities match the customer 
experience. It’s aligning your walk with your talk. 
There is nothing more damaging to a project or 
plan than mixed messages and signals. 

Clarify 

Marketing and Communications planning clarifies 
the target audiences and your offerings. Knowing 
your audience and the benefits they seek from 
your products and services are essential elements 
to design appropriate messages and activities that 
align with brand promise. 

Verify 
Marketing and Communications Planning uses data collection to verify the alignment between 
benefits and the needs of the target audience. 

Do 

As the verb implies, this is the action phase. Continual monitoring well-thought out messages and well-
planned activities by measuring and tracking their effectiveness are keys to revising and maintaining a 
marketing strategy. 

Let’s get started. 
  

Do 

Verify 

Clarify 

Align 

Figure 1 Methodology pyramid 
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MARKETING PLANNING 101 

Marketing and Communications Planning is a snap shot of the planning process with enough detail to 
get our project underway. The methodology is almost timeless. Only the technology used to fulfill and 
deliver our project changes. 

It is wise to look for additional resources that take into account the impact of technology, market 
segmentation, and the global market place. 

BRAND, MARKETING, COMMUNICATIONS 

We begin with similarities and differences among the related yet separate activities of brand, marketing, 
and communications: 

1) brand is what the entity stands for; its values 

2) marketing matches the benefits of products and services - from here on in called offerings – to 
attract a target audience of current and potential customers 

3) communications is how those two points are delivered to the target audience and stakeholders 

The key to success is to understand that these three activities, while related, are very different.  

o Brand is how the entity’s values align to the customer or client experience; the reality. Aligning 
our talk - what we communicate about what we do with our walk – the customer’s experience. 

It’s not what we think our customers experience. We align with what their feedback tells us 
about their experience. Brand development is vital to fostering strong relationships. 

o Marketing is research. We ask questions to determine how the offering benefits our target 
audience. What our target audience likes and dislikes about their experiences and their 
interactions with us, to determine our ability improve their experiences. This process identifies 
barriers to building current business and opportunities for future growth. 

o Communications deliver our value and/or a specific offering to our customers. Using market 
research, we compose key messages and design interactive experiences that talk about who, 
what, where, and why we are. We make those messages succinct and the activities appropriate.  

Delivery of our message over different channels depends upon how our desired outcome and 
how the target audience prefers to receive their information. For example, advertising is a call 
to action to purchase or use our offering, uses a slightly different delivery method than Public 
Relations, which informs the public and stakeholders about our activities and situations. We’ll 
dive deeper into channels later in this chapter. 

Marketing planning is the overarching term to describe how we brand, market, and communicate with 
our target audience.  

o Marketing planning includes brand development. If our entity offers many differing yet related 
brands, (for example, the Disney ™ Corporation,) then our planning includes development of a 
brand portfolio. The portfolio defines how these brands work with each other with rules about 
use, order, and graphic standards. 

o Marketing planning includes capture of information (data collection) to acquire information 
about how we can be more effective at maintaining our current customers while attracting new 
customers. 

o Marketing planning includes activities to communicate our entity’s brand identity and/or an 
offering to current and future customers. The delivery content and channel are designed using 
information captured during the research and brand development phases. 
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THE MARKETING PLANNING PROCESS 

The classical definition for marketing planning is the systematic planning, implementation, and tracking 
of a mix of activities intended to identify current and potential customers to purchase or use the assets 
of an entity. In short – marketing planning identifies activities to motivate an audience to use or 
purchase our offerings in a manner that increases our cash flow. 
(The Marketing Planning Process is in Tools on MORdirections.com) 

Using the creative brief format, we begin by examining the values of our entity and collecting data - 
information -about our entity to identify its value to the target audience: 
(The MarComm Creative Brief is in Tools on MORdirections.com) 

a) business review evaluates the state of business, and reveals opportunities and problems 

b) scope defines what the entity does to get business, it’s offerings 

c) target audience(s) identifies specific current and potential customers, stakeholders; and 
competitors that may affect the outcome of the plan 

d) position looks at how the entity compares with other, equally suited competitors and 
pinpoints how our entity differentiates itself from all its competitors. That uniqueness is the 
key to identifying our entity’s brand promise 

Once we have gathered this detail, we move onto designing tactics – action steps -for the plan: 

e) Objectives are short-term goals that we use to the identify messages and activities that 
attract new customers. Measuring and tracking the results of these goals helps us determine 
their effectiveness; whether we keep doing or change or stop doing. 

f) Key messages are designed during communications planning. These messages wrap our 
brand in a theme or story so our target audience sees a benefit to choose our entity. Key 
messages also confirm to stakeholders why they support our entity’s activities. 

i. For our planning purposes, we assume graphic and style guides were created prior 
to this phase. These tools guide the presentation of logos, and graphics to deliver a 
consistent look and feel over advertising, promotions, and publicity campaigns, 
public relations and media events, helps our target audience find us. We stand out 
on crowded social media platforms, TV, print collaterals, and industry specific 
tradeshows and events. 

g) Budget calculates the cost of the plan. Structuring our strategy and tactics BEFORE devising 
a budget prioritizes activities that effective and identifies which activities to cut. 

h) ROI – the return on investment determines if the desired results achieved by the activities 
outweighed cost of those activities. 

i) Implementation/execution identifies when and how the plan is rolled out – activated. 

j) Measuring and tracking progress and results evaluates the plan to determine whether it’s 
working or not, and if not, how and where to revise the plan.  

Are you feeling overwhelmed? 
What appears to be a lot of work is actually a lot of repetition:  

1. we align activities by doing an inventory of information we already know about our entity and 
comparing it to new information we collect 

2. we wrap that information in a context and use it to communicate to customers and stakeholders 
about the benefits of our offerings 

3. we clarify what worked to identify which activities will continue to work, which ones need 
revising or deleting, and which new activities we need to start doing.   
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THE BUSINESS REVIEW 

We examine the offerings of our entity in context of marketability – would someone value these 
offerings enough to use them (pay for them?) 

How do we determine marketability? 
By looking at our history of activities is a clue to why that specific activity was chosen for that specific 
period of time. When we understand why, we can determine whether the activity is still valid. The 
answer to why helps us avoid the “well, this is the way we’ve always done it” trap. 

This information help us benchmark performance. Benchmarking measures the quality of our 
organization's policies, offerings, programs, strategies, etc., compared to industry best practices or 
similar measures by competition and partners. 

The objectives of benchmarking  

o determine what and where improvements are called for 

o analyze how other organizations achieve their high performance levels 

o use this information to improve performance 

How do we do this? 
We look at the data. Hopefully, these activities were measured and tracked. 

In the absence of data, we ask questions about our entity’s history of business successes and failures. 
Was it because of something specific? Was it because something wasn’t done? 

Using a film commission as an example: 

o maybe the region had a geographic feature that suited the script, or offered an incentive 
scheme that favoured the film’s financing.  

o perhaps it was coincidental. Someone on a holiday in the region decided, “this would make a 
fantastic location for my next movie.”  

o or was it intentional? Did the result occur as a byproduct of a targeted marketing plan based on 
the entity’s brand identity and unique offerings? 

By identifying why we think there is an opportunity and why no one else has tried it before helps us 
determine: 

o what took place 

o could we duplicate that activity through planning for predicable results rather than by chance 

o whether the results of the activity would be relevant and useful today 

o whether the results would be achievable in a cost effective manner today. 

Then we fold in any problems – perceived or real disadvantages. (Run a SWOT at this point and later in 
the process to check validity of chosen objectives) 

Using the Film Commission as an example, we ask:  

o Is the jurisdiction difficult to access and/or prone to challenging weather? 

o Does the jurisdiction lack the talent base to support a production? 

o Does the jurisdiction lack services to provide accommodations, meals, transportation, and/or 
personal needs? 

Why? 
An accurate inventory of past results reveals how our target audience reacted to our offerings, who, 
why and when those decisions were made, and what they liked and disliked about our offering. This 
reveals how our business happens, who likes our offerings, and their motivation for choosing us. This 
helps us determine how to capitalize on our differentiator (U.S.P.) and attract more business.  
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SCOPE 

Scope is our entity’s U.S.P. – its unique selling proposition; the reason customers chose us and the 
reason customers continue to choose us. 

How do we look for these offerings? 
Look at the baseline measure of the entity, or implement an investigation, also called a business review. 
Begin by asking questions: 

What types of customers choose us? 

Why did these customers choose us over our competitors? 

What do we offer compared to competitors? 

Is this offering unique? If so, how can we wrap this in a message? If not, then how are we 
different from our competitors offering the same thing? 

The answers will provide two very important pieces of information: 

1) Our reason for business up until this point in time  

2) Who came to us – the target audience. 

We’ll take on the target audience in a moment, for now; let’s take a look at our reason for business. 
What is the product or service –the offering? 

This historical look tells us what type(s) of customers chose our entity in the past, the reasons it was 
chosen at that time, and what actions/activities our entity did – in the past – to bring in business. 

We don’t use past experience as a template, only as a guide. Before we attempt to replicate past efforts, 
we construct a scope based on: 

 Best FIT with current offerings by our entity 

 Best opportunity for REALISTIC growth 

 Most REASONABLE to implement 

How is this helpful? 
1. Reviewing our entity’s past successes and failures helps us determine how to focus our current 

efforts. 

2. We avoid the temptation to develop artificial offerings or claims, or attempt to force 
implementation of an activity before it is verified as a viable option. 

For example, film commission activities such as, lobbying for government funding to build a 
studio facility when there really isn’t the capacity of talented professionals to maintain or 
sustain the facility, or adjusting the incentive program rather than looking at other reasons why 
business is or isn’t coming into the jurisdiction. 

3. Using best fit, realistic, and most reasonable accurately guides our decisions to develop a precise 
marketing plan that contributes to growing and sustaining our business. 

 



Marketing and Communications Planning Primer 

MARKETING AND COMMUNICATIONS PLANNING |Copyright © 2015 Maureen O'Reilly, Creative Catalyst, MORDirections | All Rights Reserved 7 

 

THE TARGET AUDIENCE 

Identifying the target audience is critical to success. We may have the best offerings above all our 
competitors BUT if we don’t know who wants these offerings, we’re not in business. 

Why? 
We create the story or message from information about the target audience. When we understand what 
drives customers to seek out our offerings, we create opportunities to reach a larger audience who also 
wants what we offer. 

The more we know our audience the better we are at designing ways to communicate with our audience. 
We create an audience profile based on: 

o demographics (age, income, gender, geographic location, type of business they do, etc) 

o psychographics identifies the target audiences’ shared values 

o identifying the most pressing problem, top issue of concern, and/or biggest obstacle our target 
audience needs to overcome 

o who or what the target audience trusts for reliable information. This helps identify the 
communication channels most used by the target audience 

Match this profile with how our offering benefits the target audience. Don’t confuse benefits with 
features. Features are like luxuries – nice to have but to necessities. To tell the difference, ask: 

o Does this make the target audience’s life easier, get their tasks done faster, and what problem 
does this solve.  

Now we have an audience profile that helps us write the key messages, design the look of ads, release 
information across specific channels to effectively and efficiently communicate our differentiator. 

POSITIONING 

We now have answers to the following questions: 

o What is our customer really buying from us? Is it an experience, a product, a service? 

o How do our offerings differ from those of our competitors? 

o What makes our offerings unique? 

We’re ready to position the entity. As word implies, we show the target audience how our offerings 
provide more benefit than similar offerings by its competitors. 

How does positioning focus in on the target audience? 
Positioning matches expectations with reality. It is important to maintain the brand promise. This is the 
walk and talk of our entity. 

Being authentic and factual with positioning is the route to success. Authenticity – brand promise, points 
out the most effective and efficient communication channel to reach the target audience with a clear, 
concise, factual message, using words and pictures that resonate with that audience. 

Using a film commission as an example, a landlocked jurisdiction won’t make the best location for a 
beach movie without a lot of special effects. It doesn’t make sense to compete against actual beach 
locations. Instead, position the jurisdiction based on its unique offerings and characteristics. 
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OBJECTIVES 

By now, we understand 

o how business came to be (or not be) for our entity 

o the value of the offerings and its unique characteristics  

o how those offerings compare with competitors that have similar offerings 

o who our customer target audience is  

o what this audience wants 

o how our offerings satisfy the wants of the target audience 

We now have enough information to develop objectives for communicating the value of our entity to 
the target audience, in language that the target audience understands, and using the preferred method 
of communication. 

Objectives are short-term goals with action items, steps, to achieve those short-term goals. A good goal 
is specific, measurable, achievable, results-focused, and time sensitive. (SMART) 

For example, a film commission objective may look like:  
o attract 2 new studios/filmmakers to the jurisdiction and one repeat series maker during the 

fiscal period 2016-2017.  

This objective has already passed its litmus test; fitting with the jurisdiction’s offerings, a realistic 
pursuit, at a reasonable expenditure of money and time. 

An action item on this objective may look like: 
o use current connections to find out which studios/filmmakers have films in production during 

this period; determine the genre of those films. 

The supporting marketing objective would be: 
o develop a focused approached to connecting with studios/filmmakers between October 2015 

and April 2016, with a specific story designed to affect/influence the behavior of the decision 
maker - the studio/filmmaker. 

An action item on this objective may look like: 
o prepare a compelling, truthful story about the accessibility, service, and location of the entity in 

context of the genres of the projects. Distribute the message via social media and/or direct 
contact (conferences, tradeshows, etc) 

The supporting communications objective would be: 
o develop and circulate a primer to relevant stakeholders – those stakeholders who may have 

direct contact with the studio/filmmaker. The stakeholders, identified as government-partner 
entities such as tourism, the municipality, even a post secondary institution, that might be 
contacted directly by the studio/filmmaker or a locations manager working on behalf of the 
studio/filmmaker. The deadline for these collateral materials is September 2015. 

An action item on this objective may look like: 
o A one or two page primer describing the messaging, advertising, and target audience with the 

film office contact details. The primer would include answers to queries such as number of 
hotels, vehicle rentals, and location permits required, while directing specific questions to the 
film office. 

The key to devising relevant objectives is to balance the needs of the target audience with the resources 
of the entity with fit-realistic-reasonable executable actions 
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SW/LOT ANALYSIS 

I use the SW/LOT as an audit tool at two points in the planning process: 

1) At the beginning of the process to determine the validity of current activities  

2) Before finalizing objectives to verify them before moving on to communications planning. 

A traditional marketing SWOT for a film commission may look like this: 

Strengths Weaknesses Opportunities Threats 

Reputation in the market 
place 

Shortage of professional 
crew within the jurisdiction 

Identified market for genre 
specific films as well as 
adventure series 

Proximity to large motion 
picture centre with similar 
offerings 

To maximize our planning efforts by identify as many opportunities as possible requires a SW/LOT: 

o Strengths: characteristics of our entity that give it an advantage over others (our USP) 

o Weaknesses or Limitations: characteristics that put our entity at a disadvantage relative to 
others (competitors, changes in entity’s leadership, senior executive scruples)  

o Opportunities: external chances to improve performance  

o Threats: external elements in the environment that could cause trouble for our entity (like 
natural events, geo-political unrest, change in government parties) 

INTERNAL STRENGTHS WEAKNESSES OPPORTUNITIES THREATS 

Operational leadership 
    

Financial strength 
    

Capabilities 
    

Responsiveness of 
workforce 

    

EXTERNAL STRENGTHS WEAKNESSES OPPORTUNITIES THREATS 

Jurisdiction’s reputation 
    

Market share 
    

Jurisdiction’s ability to 
meet market needs 

    

Jurisdiction’s ability to 
meet market trends 

    

Value our Jurisdiction 
brings to the market 

    

Jurisdiction’s quality  
    

Customer service and 
support quality 

    

Quality /effectiveness of 
past marketing 

    

Cost of working in the 
jurisdiction 

    

Distribution/ 
Communication 

    

Geographic location 
    

(The SW/LOT table is in the tools section of MORdirections.com)  
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Before we begin our communications planning, let’s take a look at our progress: 

1. We used the creative brief to review our entity’s business by: 

a. examining our entity’s current offerings in a business scope 

b. listing our target audiences, those specific current and potential customers, 
stakeholders; and competitors that may affect the outcome of the plan 

c. determining our USP – our uniqueness to identify our entity’s brand promise and how 
our entity compares with other, equally suited competitors 

d. devising objectives and action steps -to the identify activities to attract the audiences 

e. running a SW/LOT to determine the validity of our goals and to figure out if we missed 
anything that may help or hinder our marketing efforts 

COMMUNICATIONS PLANNING 

Communications planning is the art and science of reaching target audiences using marketing 
communication channels such as advertising, public relations, social media pursuits, for example. The 
focus is on who to target, when, with what message, and how. (The standard format for communications 

planning is found in the tools section of MORdirections.com) 

o The communications plan is a living and working document and is updated periodically as 
audience needs change and as offerings by our entity change.  

o The plan uses the six basic elements of communications: communicator, message, 
communication channel, feedback mechanism, receiver/audience, and time frame. 

o Integrated marketing communications ensures consistency of message paired with the 
appropriate use of media. (Refer to the SOCIAL MEDIA PLANNING and METRICS PRIMER 2015 PDF on MORdirections.com)  

The concept includes online and offline marketing channels and uses the time honoured W5 method: 
Table 1 the W5 of journalism 

Who target audience 

What key messages to articulate 

When circulation of these messages 

Why benefit for target audience balanced with desired outcome for our entity 

By whom 
the person in our entity credited* with sending the message 

*the message is written by the marketing or communications department using the style of 
(for example) the president, the department head, a civic councilor, etc 

How 
the delivery channel(s) – the primary, secondary, and tertiary platforms 
used to deliver the message to the target audience (social media and 
traditional distribution channels.) 

Let’s put this into action using a film commission as an example. 

WHO 
The film commission has two audiences: 

1. Primary target audience: the studios, filmmakers, support sectors such as location services 
(helicopter, generator, camera, and light rentals) and unions. 

2. Secondary target audience: industry associations, community partners, and other businesses 
and agencies directly affected by increased business activity within the jurisdiction. (Hotel 
chains, caterers, etc).  
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WHAT 
The film commission writes no more than three key messages to influence decision makers to choose 
the jurisdiction as a film/shoot location. 

o Useful – its about benefits that help the target audience accomplish their goals or solve their 
problems 

o Usable – easy to get to, access, and read 

o Desirable – be clear and concise with information that they need.  

Take in a few alignment considerations: 
o Use style and graphic guides to create a consistent presentation for logos, font styles 

colour, placement, and use of language  

o Ad Partnerships: Only those that enforce our entity’s brand. Contrary to popular belief – 
not all “publicity” is good. Poor partnerships can be harmful. Consider cross promotions 
activities and lever with compatible brands 

o Tools: Scheduled delivery, consistent look, and relevant information are keys to success. 
Know what our audiences want to know and deliver that information on the appropriate 
channel.  

WHEN 
For the sake of an example, the film commission is hosting an invitation only networking/welcome to 
Cannes type event on the evening of the second day at the Cannes film festival. An invitation is sent out 
one month prior to the event with a follow up reminder the day before the event. The content of 
invitation and follow up includes the selected key messages. 

WHY 
The reason for this event is to pre-select a maximum of three studio/film makers to visit the jurisdiction 
on a fam tour (tour to familiarize business people with the destination/location). 

This film commission knows that their target audience doesn’t like to be pushed into decisions. With this 
in mind, the event touts the sights, sounds, and tastes of the jurisdiction in a comfortable networking 
session. Guests are free to catch up with colleagues from other countries, discuss business, and only 
occasionally interrupted by the host with a brief, memorable descriptions of each region and as the next 
canapé or wine was being served. 

FYI: This was my experience attending an event hosted by the French Embassy during SIGGRAPH in Vancouver. The 
relationships created during that evening were the initial stepping-stones for future, lucrative business endeavors 
for the host country. Brilliant. 

BY WHOM 
With every message, advertising campaign, and/or public relations piece, there is a messenger; a person 
or entity identified as the owner of the message. 

Who is the messenger? 
The choice of whom is determined by the content and context of the communications. As messages 
become more direct – focused on specific members of a target audience, the messenger becomes more 
specific. 

For broad communications such as advertising campaigns, that show off the benefits of the offerings by 
our entity, the messenger is our brand. Whether institutional, sale, or interstitial ads (ads between game 
play and options on apps) our brand is the spokesperson.  
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An example of a well-chosen messenger was the President of a notable French Animation School who 
served as the evening’s master of ceremonies in the example under why. He was charismatic, familiar to 
the guests, well spoken and most importantly, brief. A perfect match for the message and event. 

Matching the appropriate messenger with the appropriate message is magical – and delivers results. 

HOW 
The how is both transitory and mutable. There are many channels to reach people today and within 
those channels, there are different platforms. Refer to the SOCIAL MEDIA PLANNING and METRICS PRIMER 2015 PDF on 

MORdirections.com) 

How do you reach your target audience? 
The key to navigating delivery is understanding how the target audience chooses to receive reliable 
information. Which platforms do they visit? Do they watch TV or stream video?  

Once we understand how our target audience receives information, we make our key messages 
effective by adapt them to the delivery platform. 

The next consideration is the type of message. Is it an advertisement? Is it a public relations piece? Is it a 
direct communication or invitation? Is it general information?  

Using the film commission as an example, posting photos of the jurisdiction will be slightly different on 
Twitter from a post on Instagram. 

The photo for the Tweet of a new feature or asset within the jurisdiction maybe comprised of the 
feature and a map and contact details.  

The photo for posted Instagram maybe a single shot of the new feature and contribute to the pictorial 
story the film commission in building on Instagram. 

MULTIPLE CHANNELS 

The categories for multi-channel marketing and communications in figure 2 were accurate at the 
revision of this chapter (2015.) Changes in delivery – channels - happen rapidly. Do yourself a favour and 
connect with your local social media breakfast group to keep current. Google social media breakfast 
PLUS your location for the nearest group.   

Figure 2 Communication channel categories 

 
 

Channel 
Categories 

 
 

Categories of Multi-channel 

           Marketing and 
         Communications 
 

Multichannel checklist: 

 Are we using the same channels 
preferred by our target audience? 

 Is our target audience hearing our 
message? 

 Is our brand promise consistent? 

 Does our message stand out? 

 Are we using the channels effectively? 

 Is our logo and other identity assets 
consistent?  

 How do we know for sure? 

We use measure and track to help us see. 
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MEASURE and TRACK 

What I love about “Social everything,” is that EVERYTHING can be measured and tracked! Where 
delivery channels are mutable, like planning, the concepts behind measure and track are timeless. 

If you’re not ready to take on tracking on your own, there are many companies to help you track. 
Investigate thoroughly before engaging a firm. For now, we’ll use what is currently available and make a 
go of it on our own, but first – a review.  

What is measure? 
Measure is collecting pieces of information. When you were young, did 
your parents chart the progress of your height by making pencil marks in 
a doorway of your childhood home? That’s an example of measure. 

What is track? 
Adding a date and your age to the pencil mark, and indicating your height 
in inches (or cm) your parents could see your progress during specific 
time frames – for height it’s year-over-year. That’s example of track. 

Over time, those pencil marks told a story about your height and 
prompted other stories about your experiences during those time frames. 
Using measure and track to hear all stories about the doorjamb marks is 
an example of analytics. 

Let’s translate this into a marketing and communications – or any measure and track activity. Instead of 
collecting information about our height, data is collected about how customers’ respond to our 
messages that reveal whether we are communicating effectively. When we: 

o compare that data to our sales or activities, we get an idea of how our messages motivate our 
target audiences 

o routinely look at this data, we track the successes and failures of messages to reach our target 
audiences, over time 

o catalogue this information, we know what our target audiences like and disliked about what we 
said, how it was delivered, and what they liked and disliked about our offerings 

o observe the other stories attached to those results, we hear how our target audience responds 
to our brand promise to keep our walk and talk aligned 

o understand why our target audience reacts to our messages and our offerings, we can decide 
whether to make adjustments or leave the process alone 

 For messages, we can fine tune copy, switch or add channels 

 For products, we can determine whether it needs to tweaked, left alone, or if we can 
introduce something entirely different that the target audience hasn’t thought of (think 
APPLE) 

 For services, we can review policies and methodologies to determine their effectiveness 

Is it making sense to you now? 
Depending upon how often we compare these pieces of data will determine how fast we alter our 
messages and/or delivery of messages to the target audience. 

Depending upon how often we compare these pieces of data will determine how fast we review the 
effectiveness our products or services benefit the target audience.   
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Most channels have some form of analytics built into their services. These tools help us easily collect and 
manage data, consolidate, analyze, and export results that contribute to making more decisions that are 
in line with our business goals. 

Both the free and premium versions of Google Analytics are popular and they work well with website 
builders like WordPress and Weebly. There are several tutorials available on Youtube and Google hosts 
Analytics Academy to accelerate your understanding and practice. 

Twitter, Instagram, and Facebook also offer a complement of on-board measuring tools, however, I find 
Hootsuite supports integration of these social networks into an easy to read dashboard to organize and 
schedule #hashtags and email marketing using services like MailChimp. 

Survey Monkey is a free cloud-based customizable survey tool. Its popularity confirms its functionality. 

Let’s have a brief look at metrics, once again using the film commission as an example: 

 The first metric to look at is customer involvement. How do we know if our customer even looks 
at our social media assets? (Yes, this is an asset. Make sure to include it in the inventory.)  

Key metrics are found in: page visits, app downloads, and subscriptions (to newsletter, or log-ins 
to the entity’s photo diary for scouting locations. Attract the most relevant views by optimizing 
searches using best practices for SEO – search engine optimization. 

 Customer interaction is the next metric. What is our customer doing at our brand touch point?  

Key metrics include video plays, downloads, contributions to blogs with a rating or a review.  

 Intimacy indicates the customer’s feeling about our brand.  

Key metrics look like word analysis on blogs and other posts, surveys, and person-to-person 
contact via Instant Message (IM), Skype, mobile, or landline.  

 Customer influence determines the likelihood that the person will share her/his experience with 
others – on other social media sites. (Industry blogs, etc.)  

Key metrics track how information on our social media is shared via referrals, tweets, Facebook 
likes, forwarded and tagged content –to track our entity’s content on other social media sites.  

 ROI is found in the “cost per click” compared to the “number of actual shoots” or business, or 
professional talent coming into the entity.  

Key metrics track the number of businesses relocating, and/or expanding, and/or starting up in 
the entity, and the number of industry professionals remaining in the entity year-over-year, etc. 
If you need a refresher on this material, revisit the chapter on Measure and Track.  

CŜŜƭƛƴƎ ƻǾŜǊǿƘŜƭƳŜŘΧ ŀƎŀƛƴΚ 
This may seem complicated. The good news is that you need not do everything all at once, and for 
smaller entities– nor should you. To maintain brand promise, do what you can then add activities as 
your confidence level rises. 

When you do embark on this process, take it slow; look at whatever data you have on hand and 
compare it to the goals and plans that created that data.  

o Were goals achieved?  

o Did it work?  

o Does the data indicate why it succeeded or why it failed?  

The more familiar you become with data, the easier it becomes to spot trends.  
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Let’s take a moment to review where we are now. Our Marketing Planning used a systematic process to: 

1. We used the creative brief to review our entity’s business by: 

a. examining our entity’s current offerings in a business scope 

b. listing our target audiences, those specific current and potential customers, 
stakeholders; and competitors that may affect the outcome of the plan 

c. determining our USP – our uniqueness to identify our entity’s brand promise and how 
our entity compares with other, equally suited competitors 

d. devising objectives and action steps -to the identify activities to attract the audiences 

e. running a SW/LOT to determine the validity of our goals and to figure out if we missed 
anything that may help or hinder our marketing efforts 

f. designing key messages for our target audiences, taking into account the time honoured 
W5 method and delivery through multi-channel marketing and communications 

g. wrapping our efforts in a measure and track process  

We’re ready to calculate the budget. 

BUDGET, ROI, IMPLEMENT, and TRACK 

The first draft of the budget takes into account ALL ACTIVITIES to determine an amount. Don’t begin 
cutting until the return on investment (ROI) phase. The only way to determine if we can’t afford an 
activity is to look at the return on our investment. The only way to find the ROI is to cost out the activity. 

Budgeting 101 
The key to budgeting is to understand that a cost and a budget are two different items from a similar 
family (that family being money to spend). Costs make up the budget. 

o Costs include the price of the product or service + shipping (or travel)+ hours (hey, somebody on 
our staff is doing this work) + communication (phone, fax, letters, etc) +taxes  

o There are two types of costs, direct and indirect. Direct refers to those costs spent on a project 
while indirect are those costs of doing general business – daily. 

 Direct Labor Costs cover the costs of hiring 
other freelancers. Look at the hourly rate 
versus per project. Remember to include your 
time to research and interview 

 Direct Material costs include hired printing, 
hardware, software, and rental/purchased 
equipment costs directly related to the 
project. 

Tradeshow and event costs are considered 
direct materials costs. Remember to add in 
your time and taxes 

 Direct Travel costs include travel to meet with 
suppliers, or attend events. This maybe 
calculated using the entity’s mileage rate or 
standard out of town travel. Remember to 
include your time. 

 Indirect Office Costs include space, internet, 
electricity, water and heating costs.  

 Indirect Equipment costs may include 'wear 
and tear' on our entity’s computers,[printers, 
faxes, etc 

 Indirect Administrative Costs are those 
support people who are not hired for a 
specific project. These are usually employed 
by our entity. 
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o Determine the cost of risks. Have a look at our SW/LOT analysis. If weather affects our 
marketing event then add a contingency fee to the price of that event. (I usually add between 5 
and 10 per cent of the final total of the budget to cover contingencies) 

o Be mindful of licensing fees (for music and/or voice over announcers. Although VOAs are usually 
included in the cost of the recording studio) 

o Be mindful of video and sound production costs. Make certain that these anticipate extra edit 
sessions. 

o Calculate costs as close to reality as possible 
This budget summary is in the Tools section of MORdirections.com or summarize the details from your budget XL spreadsheet 

Legend: 
*8*Outside services: any work done by outside personnel, but not categorized. 
***Peripheral construction: zap screens, tradeshow booths, promotional items such as pens, etc. 
***Office equipment: desks, chairs, faxes, phones, copiers – all physical equipment in the office  

DESCRIPTION 1
ST

 QUARTER SPEND 2
ND

 QUARTER SPEND 3
RD

 QUARTER SPEND 4
TH

 QUARTER SPEND 

Personnel full time     

Personnel part time     

Contractors     

Outside Services *     

     

TOOLS     

Research     

Multi-social media     

Publications     

Peripheral 
construction** 

    

     

ACTIVITIES     

Conferences     

Tradeshows     

Industry Events     

Constituency mtgs     

Hosted events     

     

EXPENSES     

Cell phone     

Office     

Office equipment***     

Vehicle/Mileage     

Travel (outside the 
jurisdiction) 

    

Accommodations for 
inbound 

    

Accommodations for 
outbound 

    

     

Sub total     

Grants/Stipends     

Grand total     
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Calculating Return on Investment (ROI) 
The return on investment is calculated using what our entity earns as gross profit in exchange for the 
cash outlay to fund the marketing planning efforts. ROI is not calculated using the Multiplier Effect.  

The ME is a challenging set of equations to calculate how money spent is earned back multiple times 
through multiple opportunities that wouldn’t normally exist without that initial sale. ME is used by 
multiple levels of governments and government agencies to verify and legitimize activities within a 
jurisdiction. 

For entities offering products or services, best practices calculates the marketing ROI based on the gross 
profit for the product/service sold rather than gross revenue. 

This is the formula for calculating ROI: 

(Gross Profit minus Marketing Investment) 
Marketing Investment 

Not-for-profits and non-government organizations use a social return on investment while government 
agencies like film commissions calculate contributions to economic development and well-being of the 
jurisdiction. These types of ROIs are labeled anecdotal because there isn’t an equation to calculate this 
kind of ROI. Measuring and tracking impact is the best way to verify these types of ROI. The best way to 
observe tracking results is to ask the question: 

o Would the results still have happened if the activity didn’t take place? In other words, did the 
activity prevent something else, something that could be more sustainable, from taking place? 

Let’s talk a bit about cutting costs. 
We’ve calculated a budget but it’s over the parameters given to us. Budget parameters are common in 
annual planning (department budgeting) and for project quotes. For corporate entities, parameters are 
based upon projected gross earnings. Government agencies projections use the previous years’ budgets. 

Using the film commission as an example, let’s say that by excluding the social media campaign brings 
the budget total into a cost that will be approved by government stakeholders. 

However, the data tracked successive hits on the website and blog posts, and several recommendations 
and referrals by studios/filmmakers on Twitter and Facebook. Does it make sense to cut social media 
from the budget when it is proven to reach the target audience and move the film commission closer to 
its goal of attracting two new and one repeat studio/filmmaker to the jurisdiction? No, look for another 
activity to cut or trim. 

Ready - set – GO! 
Implementation describes when action items are done and how those action items are delivered. 

Continual monitoring – tracking, evaluates the plan’s effectiveness by indicating whether we’re meeting 
the objectives in a timely, cost effective manner.  

We identify patterns in the data; trends. We use those patterns to keep, revise, or completely change 
what we’re doing to achieve our objectives. 

Whether we achieve our objectives or not, we use all the data we collect and new understanding of our 
entity and its products and services to create the next marketing plan. 
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READING LIST 

I don’t receive compensation for recommendations. I do have personal preferences for resources that 
don’t whitewash the science of marketing planning. 

That’s why I am partial to the following recommendations, written by five of the business world’s top 
marketing authorities. Books by these authors provide masters level education on marketing planning. 
Heavy, deep, but well worth the read. 

MARKETING PLANS THAT WORK  

This book combines the very best of current practice with necessary theoretical and technical 
background. Co-authored by Malcolm McDonald, held the Professor of Marketing and Deputy Director 
of Cranfield School of Management and former Marketing Director of Canada Dry, UK 

Warren Keegan, Professor of Marketing & International Business and Director of the Center for Global 
Business Strategy, Pace University, New York City 

THE SUCCESSFUL MARKETING PLAN 

Authors Roman Hiebing, Scott Cooper, and Steve Wehrenberg crafted this marketing professionals’ go-
to guide for creating plans that define and fulfill the needs of their target markets; updating the book to 
accommodate globalization and changes in technology.  

Roman Hiebing and Scott Cooper also wrote The 1 Day Marketing Plan, a manageable read especially for 
those smaller organizations with multi-tasking staff. 
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