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Your	  Marke*ng/	  Communica*ons	  
Campaign	  Ac*on	  Plan	  

	  
CMA/CMS	  Membership	  Summit,	  July	  2011	  

	  

Dr.	  Doug	  Swanson	  
Accredited	  Public	  Rela7ons	  Prac77oner	  

Associate	  Professor,	  California	  State	  University-‐Fullerton	  
djswansonapr@gmail.com	  



Effec7ve	  communica7on	  is…	  

•  Building	  mutually	  beneficial	  rela7onships	  
•  Encouraging	  trust	  
•  About	  helping,	  more	  so	  than	  being	  a	  ‘hero’	  
•  Using	  technology	  as	  a	  tool,	  not	  as	  a	  message	  
•  Targeted	  to	  specific	  publics	  
•  Planned	  with	  a	  purpose	  
•  Constantly	  reviewed	  for	  success	  



Your	  target	  publics	  

•  Young	  physicians	  &	  residents	  
•  Groups	  of	  10-‐50	  
•  Hospital-‐based	  physicians	  

Timeline	  for	  development:	  
One	  year	  



1.	  The	  situa7on	  

•  What’s	  happening	  here?	  (Benchmarks)	  
•  What	  are	  our	  key	  messages?	  
•  How	  do	  we	  know	  what	  we	  know?	  (Theore7cal	  
models,	  case	  studies/	  research)	  

•  What	  are	  poten7al	  communica7on	  themes/	  
messages	  to	  poten7ally	  address	  situa7on(s)	  
and	  bring	  benefit	  for	  targeted	  publics?	  

•  Brainstorming!	  



2.	  Ac7on	  and	  response	  

•  Ac7on:	  Proac*ve	  communica*on	  to	  targeted	  
publics.	  

•  Response:	  Addressing	  nega*ve	  or	  incorrect	  
communica*on	  already	  present.	  

•  How	  do	  we	  know	  what	  the	  targeted	  publics	  
know?	  Is	  it	  true?	  

•  How	  do	  we	  balance	  these	  two	  approaches?	  
•  Remember,	  people	  always	  ask	  “WIIFM?”	  



2.	  Ac7on	  and	  response	  

•  What	  do	  you	  want	  people	  to	  do?	  
•  What	  do	  you	  want	  people	  to	  know?	  

Everything	  you	  do	  hinges	  on	  the	  
answers	  to	  these	  ques7ons.	  	  

Keep	  it	  simple.	  
	  



3.	  The	  objec7ves	  
•  What	  can	  we	  accomplish	  through	  a	  campaign?	  
•  How	  do	  we	  know?	  
•  Does	  ac7on	  really	  have	  hope	  of	  helping?	  
•  Develop	  a	  ‘plan	  of	  a_ack’	  for	  each	  target	  
public	  (strategy).	  

•  Within	  the	  strategy	  is	  a	  series	  of	  ‘ac7on	  steps’	  
for	  each	  targeted	  public.	  

•  Ac7on	  steps	  lead	  to	  communica7on	  
messages.	  



Public	  rela7ons	  planning	  is	  social	  science	  

Seitel,	  F.	  (2010,	  May).	  PR	  planning	  is	  
social	  science.	  O’Dwyer’s,	  p.	  57.	  
	  

“While	  most	  general	  business	  
managers	  can	  devise	  strategies	  
and	  objec*ves,	  few	  possess	  the	  
communica*ons	  capability	  to	  
create	  persuasive	  messages.”	  	  

	  
	  
Public	  rela+ons	  involves	  
a	  strategic	  plan,	  with	  
reachable,	  measurable	  
objec+ves,	  in	  a	  
campaign	  built	  around	  
persuasive	  messages	  to	  
targeted	  publics.	  



4.	  Success	  

•  “Mul7ple	  measures	  of	  success”	  are	  best	  
– Quan7ta7ve	  
– Qualita7ve	  

•  What	  were	  your	  benchmarks?	  
•  How	  will	  you	  verify	  success	  was	  reached?	  
•  What	  about	  unintended	  consequences?	  
– “Oh,	  s___!”	  
– “Oh,	  hurray!”	  



5.	  The	  budget	  

•  Have	  you	  planned	  an	  effort	  that	  is…	  
– Ambi7ous,	  and	  unaffordable?	  
– Tenta7ve,	  and	  cheap?	  	  

•  Seek	  a	  balance.	  
•  “Quality”	  of	  effort	  doesn’t	  directly	  relate	  to	  
how	  much	  money	  you	  spend	  or	  don’t	  spend.	  



6.	  The	  calendar/	  marke7ng	  mix	  

•  Remember,	  you’re	  dealing	  with	  people	  in	  a	  
social	  science	  context.	  Gekng	  people	  to	  think	  
or	  act	  differently	  takes	  7me.	  

•  People	  are	  easily	  distracted,	  and	  contrary	  or	  	  
messages	  are	  ignored	  or	  filtered	  out.	  

•  Consider	  ‘pull’	  and	  ‘push’	  of	  messages.	  

Hadley	  Cantril’s	  Laws	  of	  Public	  Opinion	  
h_p://www.djswansonapr.net/	  



7.	  Evalua7on	  

•  Measurement	  
•  Assessment	  
•  Evalua7on	  
•  Revise/	  refocus/	  reset!	  

•  Your	  ‘Ac7on	  Plan’	  should	  never	  really	  be	  done.	  It	  
should	  be	  a	  constant	  process	  of	  communica7on	  
improvement	  with	  targeted	  publics.	  



AcJvity	  to	  get	  you	  started!	  



Dr.	  Doug	  Swanson	  
Accredited	  Public	  Rela7ons	  Prac77oner	  

Associate	  Professor,	  California	  State	  University-‐Fullerton	  
	  

djswansonapr@gmail.com	  

www.djswansonapr.net	  
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