SECTION I   
PROMOTION CAMPAIGN GUIDELINES 

  

Objectives of the Project 
The general objectives of the project focus on providing an opportunity to design a comprehensive integrated marketing communications (IMC) plan, enabling you to achieve a keen awareness and understanding of the decisions, issues, and activities involved in developing such a plan. Specifically, the project is designed so you will: (1) achieve an understanding of the major elements comprising the marketing communications mix; (2) fully comprehend the meaning and relevance of integrated marketing communications; (3) appreciate the complexity of designing a complete IMC plan; (4) achieve a high proficiency in locating, understanding, and using information sources for marketing communications program design, execution, and measurement; and (5) enhance your ability to communicate logically and persuasively in spoken, written, and visual language. In short, the fundamental objective of the project is to learn how to create a first-rate integrated marketing communications plan. 

The IMC Plan 
An IMC plan is a blueprint of the complete marketing communications program for a brand. It is a formal document that evaluates the background of the brand and presents a set of guidelines and an action program for the advertising and promotions campaign. The planning model is shown in Figure 1-4 in the text. The IMC plan for this project will be for the market specified by your instructor and will cover one calendar year. 

Formation of Agency Teams 
You should form your own teams. (Another option is for the instructor to appoint teams). Assistance will be provided where requested. Each team is to assume the role of a full-service agency charged with the responsibility of preparing a complete IMC plan for a designated client. In each case, your instructor acts in the role of the client. Each agency should adopt a formal name. 

The Client and the Product 

The product may be a new product or service, or an existing brand with an established track record. Each agency team should submit a list of three products or services it would like to work on, and then meet with your instructor for final selection. Alternatively, the instructor may assign teams to projects. 

Status Reports and Meetings 
A series of Status Reports will be issued during the campaign planning period. Each report should be a maximum of five pages in length (not counting exhibits) and should be in bullet form, detailing your findings and/or current thinking on a particular part of the campaign plan. To guide you in preparation of each report, imagine (for example) that the client has called and said: “You've been working on the competitive analysis [e.g.] for some time now. We wonder what you've found and what you make of the findings. Please give us a report detailing your findings.” The Status Report represents your best thinking at the moment and is subject to change. At a minimum it should show clearly that you have been working diligently and productively on the campaign and have put a good deal of thought into matters, because this is “the most important promotion plan for your most important client.” Please keep in mind that issuance of a Status Report does not signal completion of that particular phase of the campaign plan. 
  

The Status Reports will be read and kept by your instructor. They may or may not be graded, but will serve as checkpoints for monitoring your progress on the plan. Each Status Report will provide an indication of the extent and quality of the work on a particular stage of the plan. Any questions or concerns about the content of a Status Report will be addressed to the agency team no later than the next class meeting following submission. Should you not be contacted, assume the Status Report is fine. However, you are welcome to discuss the report with your instructor at any time. 

Status Reports are not substitutes for meetings with your instructor. You are encouraged to schedule periodic meetings with your instructor to discuss any aspect of your campaign. Scheduling such meetings is the responsibility of the agency team and should be determined in conjunction with your instructor. Meeting early and often is advisable. 

  

Guidelines for the Status Reports 
Review of Marketing Plan 
Report #1 : Industry/Company Review  

A description of the industry in which your product competes, its size, growth, current trends and developments, and any key factors necessary for an understanding of the setting. Also, a snapshot of your company, including a very brief history, the firm's present status, product lines, sales history, target markets, current marketing mix, and other factors making the company what it is today. 

Report #2 : Product Review/Buyer Analysis 
A description of the product or service that is the focus of your campaign plan. Emphasis should be on the product's sales history, market share, strengths, weaknesses, key benefits, brand image, and other factors important for an understanding of the product's or service's performance and place among its category competitors. In addition, there should be identification of the various market segments and the user profile for the product, as well as a description of the consumer decision process for the product and the important factors influencing brand selection. Who buys the product or service? Who is the decider? The influencer? What are the demographic, geographic, psychographic, and behavioral factors that influence the buying decision? Is buying behavior characterized by extended or limited problem solving? Is the product/brand a high-involvement or low-involvement purchase? In short, what are the key factors that influence buyer behavior for this product or service? 

Promotional Program Situation Analysis 
Report #3 : Competitive Review 
Identification of the important direct and indirect competitors for the product. For each competitor, focus should be on factors such as sales, market share, growth, key benefits, positioning, advertising and promotion budget, promotion program mix, message and media strategies, and an overall assessment of strengths and weaknesses. 

Report #4: Segmentation, Targeting, and Positioning 
Which of the market segments will be the target market for this campaign? What will be our positioning strategy? 

Report #5 : Communications Objectives & Budget Request 
What are the objectives of our campaign as they relate to brand awareness, knowledge and interest, favorable attitudes and image, and purchase intentions? 

How much money do we need to spend to achieve our campaign objectives? What budgeting method will be employed? (The budget number at this point is a single aggregate figure, not broken down by individual promotion program element.) 
Integrated Marketing Communications Program 

Report #6 : Creative Strategy Statement 
A one-page statement of your copy platform, including the following components making up your message strategy: objectives, key benefits, support, claims and promises, reassurance, and tone. Determination of, and rationale for, the source of the communication. 

Report #7 : IMC Mix 
Identification of the major program elements of the IMC campaign, the relative emphasis to be placed on each (including a tentative percentage allocation of the budget), the specific objectives for each element, and the rationale for the recommended mix. Attention should be given to the objectives of the advertising, sales promotion, public relations, Internet/interactive, direct marketing, and personal selling components of the IMC campaign. 

Report #8 : Specific Media Objectives/Mix 
Identification of the reach, frequency, and message weights sought. What will be the geographical allocation of the media budget and why? Which media will be used and why? What scheduling pattern will be employed? All of this should be accompanied by a concise media rationale statement as to the potential efficiency and effectiveness of the proposed media plan. A media plan flow chart should be included. 

Measuring IMC Program Effectiveness   

Report #9 : Evaluation Program 
Identification of the particulars of the monitoring, evaluation, and control efforts that will be employed to appraise the effectiveness of all IMC program elements used. What is to be tested? When are the tests to occur? Where? Explain how the testing is to take place, including the specific methods and techniques to be used. 

The Final Presentation (aka The Pitch ) 
The final presentation, approximately twenty minutes in length, is essentially a speculative presentation. The team's basic mission is to convince the client to accept the campaign proposal. How you attempt to do that is an important part of the process. While substance is crucial, style is important, too. Please keep in mind that you are also selling your agency, its people, and its capabilities. 

For each presentation, other members of the class (i.e., non-presenters) will be asked to attend in the role of “client” and will prepare a written assessment of the presentation, to be handed in upon completion of the presentation. This will be done on the Campaign Presentation Evaluation Form provided at the start of each presentation. The filled-out evaluation forms will be collected and distributed to each team following completion of the full presentation schedule. A copy of the evaluation form is to be found later in this document. 

The Written Report 

The written report is Exhibit A and should show beyond question that the plan was prepared by a professional agency. As to the format and content of the written report, please see the section REPORT FORMAT AND OUTLINE. 

Please keep in mind that the final written report becomes the permanent record of your effort. To that end, it should reflect the care and attention that merit the document bearing your good name. Both content and style (to include all aspects of grammar and mechanics) are of supreme importance. The written report, even one that is outstanding content-wise, will be downgraded severely if it fails to show excellent grammar and mechanics. Opportunities to submit your work for review prior to delivery of the final edition is up to your instructor. 

Two copies of the final report should be submitted -- the original and a photocopy. The original should be in the exact form as you would present to the client. The photocopy should be unbound, and does not have to contain color artwork, pages that are larger than standard size, or the Appendix material that may be in the original (though copies of the same should be included). The photocopy will be used for marking. 

Evaluation of Projects 
Performance on the campaign project constitutes a significant part of your semester grade in the course. The report will be evaluated as a single unit, with each team member receiving the same grade for the report. A good result depends on each team member doing his/her share of the work to the fullest extent. (Some instructors may wish to evaluate each department's contribution as well.) The project will be evaluated as a three-month effort, which means that an explosive push out of the starting block is essential for a first-rate final product to be a reality. In marketing communications campaign planning, you simply cannot make up for lost time. 

Agency Team Self-Appraisal 

Upon completion of the campaign plan, agency team members will be asked to submit a performance evaluation of each team member, including one's own self-appraisal. The evaluation form will be distributed on the final day of class. The purpose of the evaluation is to provide feedback to other members, as well as the instructor, regarding their inputs, co-operation, participation, etc. This evaluation will be considered an important part of your final grade. (The Agency Personnel Evaluation Form may be seen later in this document.) 

Deadlines 

Successful marketing communications planning is dependent upon the meeting of deadlines. Assume that late work will not be accepted; so, it makes good sense to rigorously observe each and every deadline. Any alternative to this policy is at your instructor's discretion; however, you should know that if late work is even accepted for evaluation, it will be a very rare event. A schedule for determining deadlines is included in the FORMS section. 

Previous Reports 

Final reports from previous campaigns may be available for inspection in your instructor's office. If so, you are urged to review them early and often. The reports are to be used only on premises and should be returned when you are done. 

Videotapes of Presentations 

Videotaping of presentations may be done for future classes. 

  

  

Media Kits, Media Guides, and Directories 

Media kits are often available for your use in designing the media plan for your campaign. These include media kits for magazines, newspapers, television, radio, billboard, transit, out-of-home, Internet, and other media types. Often, the media kits are available on the Internet. If not, they can be requested from the various media companies directly. In addition, several media guides and directories containing a wealth of information may be available in the library or on the Internet. It is wise to check with you instructor for assistance in obtaining media kits and other media material. 

 

SECTION II 
EXECUTIONAL GUIDELINES 

  

Preparation of Materials : All materials must be created, designed, and executed exclusively by members of the agency team. This includes, but is not limited to, materials such as layouts, storyboards, audio or video recordings, sales promotion pieces, store displays, public relations pieces, and direct marketing materials. Professionals may not critique, correct, or make specific suggestions for any portion of the project. 

Contacting Outside Sources : Agency teams may (and, in fact, should) contact any firm for information and materials that do not go against the guidelines set forth in the previous paragraph. For example, for cost estimates, previous advertising, research studies, ratings data, or industry reports, you may want to contact advertising agencies, the media, sales promotion firms, research firms, and other suppliers. Agency teams may utilize any published and commonly available research materials. All sources of information and materials should be listed at the end of the written report.

Creative Executions 
Each promotion plan should consider including the following executions: 

Television: storyboards
Radio: scripts
Magazine: examples of advertising executions
Newspaper: examples of advertising executions
Out-of-Home: examples of executions (billboards, transit, etc.) 
Sales Promotion: examples of consumer and trade executions 
Direct Marketing: examples of direct mail, e-mail, broadcast executions
Public Relations: 
Corporate Advertising: examples of advertising executions
Event Sponsorship: execution of events, components of events, etc.
Cause-related Marketing: examples of advertising executions or other implementations
Press release example of written press release
Internet/Interactive examples of executions, description of program components 

The suggested executions are a minimum for consideration. You may go beyond those listed. You are also encouraged to present some unexecuted ideas, i.e., basic description of ideas for additional creative executions, without actually preparing them. 

Special Note: At any time, your client may request you to include a specific execution(s).

SECTION III
SUGGESTED INFORMATION SOURCES 

  

Collecting and organizing information for this project requires time and ingenuity. The following list of suggested references is intended solely as a jump-start. 

- Previous Campaign Plan reports
- Textbooks: marketing, promotion strategy, advertising, sales promotions, personal selling, public relations, direct marketing, Internet marketing 
- Periodicals
- Cases
- Interviews
- Distributors, wholesalers, retailers
- Trade associations
- Advertising agencies
- Commercial reports
- The Internet
- Trade publications 

Some books on various topics include: 

James W. Taylor, How to Write a Successful Advertising Plan
Sandra E. Moriarty, How to Create and Deliver Winning Advertising Presentations
Robert Bly, The Copywriter's Handbook
Philip Wad Burton , Advertising Copywriting
Albert Book and Dennis Schick, Fundamentals of Copy and Layout
Jim Surmanek, Media Planning: A Practical Guide
Jack Sissors and Lincoln Bumba, Strategic Media Planning
Jim Surmanek, Introduction to Advertising Media
Advertising Research Foundation, Understanding Copy Pretesting
Don E. Schultz, William A. Robinson, and Lisa A. Petrison, Sales Promotion Essentials
Bob Stone, Successful Direct Marketing Methods
Simon Broadbent, The Advertiser's Handbook for Budget Determination
VNU Business Media, Marketer's Guide to Media
BPI Communications, Major Media Directory
BPI Communications, Agency Directory
BPI Communications, Client/Brand Directory 
Additional Resources 

Advertising Dictionaries, Guides and Handbooks 
Baker, Michael J. Macmillan Dictionary of Marketing and Advertising.
Bushko, David, editor Dartnell's Advertising Manager's Handbook.

Sources for Agencies and Advertisers
Broadcasting & Cable Yearbook.
Description of TV and radio stations and cable services, indexed by call letters, owners. Map and demographic data for ADIs. 

Standard Directory of Advertising Agencies.
National advertising agency information: specialization, officers, accountexecutives, approximate annual billings, percent by media, account names. 

Standard Directory of Advertisers. Directory of companies that advertising nationally arranged by industry. Lists: officer, products, agency, budget, top sales personnel, trade names. 

Advertising Age
Trade magazine providing information on the advertising business-place. Includes:
100 Leading Media Companies.
200 Leading National Advertisers. 

Sources of Media/Marketing Rates 
Competitive Media Reporting (LNA )
Gives total ad expenditures and media used by individual brands. Ranked list of advertisers by expenditure. 

Standard Rate and Data Service
The following is a sampling of a series from SRDS that include advertising rates for various types of publications: 

SRDS Business Publications Advertising Source
Part 1: Business, Technical and Trade; Part 2: Healthcare; Part 3: International 

SRDS Consumer Magazine Advertising Source

SRDS Direct Marketing List Source
Business and consumer mailing lists. 

SRDS Newspaper Advertising Source
Circulation and market data as well as space costs and mechanical and production information. 

SRDS Radio Advertising Source. 
Spot Television Rates and Data.
Rates and contract guidelines as provided by commercial television stations. 

Consumer Behavior/Buying Power 
The Lifestyle Market Analyst.
http://www.srds.com/frontMatter/ips/lifestyle
In 3 sections: 1. Geographic. Each ADI (Area of Dominant Influence) is profiled: gender, marital status, age groups, households, occupations, income, etc. as well as consumer behavior reported as 57 lifestyle activities. 2. Lifestyles for each lifestyle activity; a composite profile of the demographic characteristics of the participants. 3. Analysis by household characteristics: demographic, lifestyle, ADI. 

Simmons Study of Media and Markets (SMRB)
http://www.smrb.com
Annual survey of 20,000 households: characteristics of respondents, exposure to media, usage of products and services by brand name. Cross tabulated for demographic and psychographic profiles of characteristics of users of products and their media behavior. 

MediaMark Research, Inc. (MRI)
http://www.mediamark.com
Competitor to SMRB. Provides essentially the same data, with different methodology. 

Scarborough Report, Consumer, Media and Retail.
www.scarborough.com/
Market research by specific geographic markets/regions. 

Direct Marketing 
Stone, Bob. Successful direct marketing methods . 

Direct Marketing Organization
http://www.dma.org/
Trade organization of direct marketers 

Direct Marketing Education Foundation (DMEF)
http://www.dmef.org/
Educational arm of the Direct Marketing Association 

Promotion Marketing Association
http://pmclink.org
Trade association for the promotions industry 

Periodicals 
A sampling of useful periodicals

· Adweek 
· Advertising Age 
· Brandweek 
· DIRECT (Direct Marketing Business Intelligence) 
· Journal of Advertising 
· Journal of Advertising Research 
· Journal of Current Issues and Research in Advertising 
· Mediaweek 
· Promo 
Online Search Resources 
Proquest 
Contains abstracts of nearly 1000 U.S. and international academic and tradebusiness publications with the full text of half of the journals available. 

Factiva
Includes over 6000 newspapers, trade journals, and wire services in full text. Use for articles, industry or company information. 

Lexis-Nexis Academic.
Search the full text of thousands of local, national and international newspapers,consumer and trade magazines and journals. 

Internet Advertising Resources 
Advertising World: The Ultimate Communications Directory (from the University of Texas )
http://advertising.utexas.edu/world/
Extensive collection of advertising links on the internet. 

eMarketer.
http://www.emarketer.com/ereports/welcome.html
Provides e-advertising report, free weekly newsletter, list of top e-business sites and more. 


 


SECTION IV
REPORT FORMAT AND OUTLINE 

  

Title Page: 

The following information should be included: 

Name of client and product Course Number and Title
Time period covered by campaign College Name
Name of your agency team Professor' Name
Names of agency team members Date 

Table of Contents 
List all major headings in your plan, with page numbers. 

Agency Philosophy 
A short statement (maximum: one-half page) that presents the basic principles underlying the approach used in attacking this assignment. The agency philosophy statement should clearly indicate the standards and beliefs that guide the agency in its work. 

Executive Summary 


A cogent summary (maximum: two pages) of exactly what your IMC plan involves. Among the items to include are: 

· Major target audiences 

· Time period of the plan 

· Campaign objectives 

· Campaign theme/slogan 

· Overall budget total 

· Budget breakdown (dollars and percentages) by each major IMC element and each medium 

· Summary of media used (Media flowchart) 

· Evaluation program 

The Executive Summary may be arranged in any fashion, but it has to pack a wallop. Remember, the basic purpose of the Executive Summary is to inform top officials at the client organization exactly what you are proposing -- in one or two pages. Be precise. Be complete. Organizing the Executive Summary (as well as other sections of the promotion campaign plan) in a bullet-type format is one effective way to present your material.

Final Project Report 

Review of Marketing Plan 

  

Industry Background 

·          Size 

·          Growth 

·          Current Trends/Developments Affecting the Promotion Program 

·          Macroenvironment Factors and Issues 

(e.g., demographic, economic, technological, political, legal, social, cultural, environmental) 

  Company Snapshot 

  

·          Brief Sketch 

·          Place in the Industry (e.g., size, growth, image) 

·          Sales History 

·          Target Markets 

·          Positioning  

·          Brand Review ( the product/service that constitutes the focus of the campaign ) 

 Description 

·          Market Share, Sales, Growth 

·          Strengths and Weaknesses 

·          Key Benefits 

·          Brand Image 

·          Positioning 

·          Perceptual Map 

·          Category Development Index (CDI) 

·          Brand Development Index (BDI) 


Competitive Review 

·          Direct and Indirect Competitors 

·          Target Markets 

·          Positioning 

·          Budgets 

·          Current Advertising, Sales Promotion, Public Relations, and Direct Marketing   Programs 

·          Message Strategies 

·          Media Strategies 

·          Overall Assessment 


Buyer Analysis 

·          User Profile 

(demographic, geographic, psychographic, behavioristic factors) 

·          Buying Decision Process 

·          Who Buys the Product 

·          Who Influences the Purchase Decision 

·          Who Makes the Decision 

·          Decision Criteria 

  

SWOT Analysis: 
Strengths and Weaknesses 

(e.g., Crackerjack Golf Club Company -- new line of golf clubs) 

  

Strengths 

·          Crackerjack is known for innovative products 

·          Strong base in professional golf shops 

·          Highest consumer satisfaction ratings among major brands 

·          Outstanding sales force 

  

Weaknesses 

·          Highest prices in the industry 

·          Advertising expenditures are less than half those of major competitors 

·          Little trade promotion 

·          Weak presence in mass-merchandise and discount stores 


Threats and Opportunities 

(e.g., Crackerjack Golf) 

Threats 

  

·          Increasing number of golfers are buying equipment in mass-merchandise and discount stores 

·          Crackerjack's most-feared rival, Nifty Golf, recently introduced its entire line into a major golf discount chain 

·          Several major competitors have become more aggressive in trade promotion efforts 

Opportunities 

·          More people of all ages are playing golf 

·          A major sporting goods chain indicated it would carry Crackerjack irons, if Crackerjack would increase its trade allowances and introduce a cooperative advertising program 

·          Some notable professional golfers have recently switched to Crackerjack irons, with positive results 

  

Marketing Goals  

Marketing goals are what is to be accomplished by the overall marketing program. The situation analysis is the foundation for the marketing goals. They are defined in terms of one or some combination of the following:   

·          Sales Volume 

·          Market Share 

·          Sales Revenue 

·          Profit 

·          Return on Investment 

  

Marketing goals and communications objectives are not the same. Marketing goals establish a framework for the determination of communications objectives. 

Promotional Program Situation Analysis 

·          Review of Existing/Past Programs 

- Detailed Review of Previous and Current Promotion Programs for the Product or Service, including Budgets, Promotion Mix, Share of Voice, Message Strategies, and Media Strategies 

  

IMC Objectives and Strategies 

  

A statement of what the marketing communications program will accomplish – the role the program will play in the marketing effort. IMC objectives involve a desired audience response, which results from the process of consumer decision making, useful frameworks for planners are the hierarchy-of-effects models discussed in Chapter 5 of the text. 

  

Example Objectives: 
  
·          Awareness Objectives : used when most of the target audience is unaware of the product, service or brand or when awareness levels need to be increased 

·          Knowledge Objectives : used when the target audience has awareness, but knows little beyond that 

·          Liking Objectives : used when the target audience knows the company and its product, but does not look favorably on it 

·          Preference Objectives : used when the target audience is aware of the product, knows about it, and likes it – but does not prefer it to other brands 

·          Conviction Objectives : used when the target audience may prefer the product but is not convinced that it is the best choice for them 

·          Purchase (i.e., Action ) Objectives : used when the target audience has conviction but still hasn't purchased the product 

( You may choose to use another hierarchy discussed in the text if it better fits the needs of your client .) 

  

Campaign Objectives – Example (e.g., Crackerjack Golf) 

·          increase awareness among golfers by 10% that Crackerjack irons have the highest consumer satisfaction ratings of all major brands, in a three-month time period 

·          increase trial of Crackerjack irons among golfers 35-49 by 3% in three-month time period 

·          create the understanding among 5% of target audience that Crackerjack's Big Blaster driver allows the golfer to hit the ball farther with greater accuracy 

Creative Recommendations 

·          The Copy Platform (which includes the following) 

·          Advertising Objectives 

( what the advertising is supposed to do ) 

·          Example : To increase awareness ... 

·          Example : To persuade the target audience that ... 

·          Message Strategy 

( what the advertising is attempting to communicate; i.e., the benefit, problem solution or other advantage that is the value of the product -- physical or psychological ) 

Example : Use of this product will allow you to recover more quickly after strenuous exercise. 

·          Message Appeals 

( how the advertising stimulates interest and influences feelings ) 

       
Example : fear, pleasure, comfort, convenience 

·          Rationale for Creative Recommendations 

·          Executions 

Storyboards, Scripts, Mechanicals, etc. 


M edia Recommendations 

·          Strategy 

Example : Use magazines primarily targeted toward women 25-49. 

  
Example : Schedule increased media use to coincide with sales promotions. 

·          The Media Plan 

  

      Media Mix Recommendations and Rationale 

         Share-of-Voice (SOV) 

      Geographic Scope 

         Brand Development Index (BDI) 

         Category Development Index (CDI) 

         Scheduling Pattern and Rationale 

         Reach and Frequency with Rationale 

         Cost-per-Thousand (CPM) 

         Cost-per-Point (CPP) 

  

         Media Flowchart 

           
    Media Plan Rationale – Summary 

  

Budget Breakdown 

    By Media Class (e.g., print) 

By Medium (e.g., magazines) 

By Media Vehicle (e.g., Business Week ) 

   

Sales Promotions Recommendations (Consumer)( If appropriate)   
·          Objectives 

·          Sales Promotion Plan/Timing 

·          Rationale 

·          Budget 


Sales Promotions Recommendations (Trade )(If appropriate ) 

·          Objectives 

·          Sales Promotion Plan/Timing 

·          Rationale 

·          Budget 

 
Direct Marketing Recommendations 

·          Objectives 

·          Direct Marketing Plan/Timing 

·          Rationale 

·          Budget 

Internet/Interactive Recommendations 

· Objectives 

·          Strategies/executions 

·          Rationale 

·          Budget 

  

  

Public Relations Recommendations 

·          Objectives 

·          Strategy/Execution 

·          Scheduling/Plan 

·          Rationale 

·          Budget 

  


Personal Selling Recommendations 

·          Objectives 

·          Strategy 

·          Rationale 

·          Budget    

Campaign Flowchart 

A one-page summary diagram showing the timing of the major elements, events, and activities of the campaign. The campaign flowchart shows at a glance what is to happen when throughout the entire campaign. 

Measurement and Evaluation 

Measurement and evaluation activities occur during the course of the campaign, as well as at the end. This section of the proposal should contain a description of those activities and the specific methods that will be used to appraise the individual components of the campaign, as well as for measuring the overall effectiveness of the campaign. 


Budget Summary 

This section is a summary of all costs of the campaign (e.g., media, production, sales promotion, direct marketing, public relations, sponsorship, endorsements, measurement and evaluation expenditures, and more). The budget should show both dollar and percent-of-total expenditures. 


Timetable 

Summary of key dates for various activities (e.g., date for client approval of creative strategy, dates for production materials, dates for tracking studies). 


Conclusion 

A very brief review of your plan and how well it meets the needs of the client. One page should be sufficient to summarize the factors that make your plan the one that will best get the job done for the client. Recommendations for the future. 


Appendices 

In most cases, this is a very important section of the plan. It will include information and material which have potential value to your client and which have not been fully presented in the text of your plan. Examples: industry data, market data, questionnaires, competitors' advertisements. This section can be a valuable resource for your client. 


References  

A complete list of secondary sources used for the campaign plan. 

   

  

