COMMUNICATION PLANNING PROCESS

Rewview all epide miclogical, campaign, and
sozial cats o understand the natume of the
outbresk and the tamet population.

Segment each major reqions audiencz into
accepior, mjpotor, and transient s=sgmeants.
Segrment population sizes can be based on
operational microplans.

B2 AUDIEMCE AMALYSIS (page &)

For each segment, identify barriers acmss
stage s of the journsy to be addressed with
corn munication.

¢ BARRER AMALYSIS (page 23)

The Communication Flanning Frooess outlines the steps and key
decisions to make when developing a communication plan. Each
step has a corresponding component inthis quidefar referan s
Followy the steps, beginning with Understand, to svstematically
plan the communication necessary for wour soenario, Documeant
the decisions wou make and the infermation wou use at each step.
[t will b a helpful reference and foundation for future planning.
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Complete the workshest for Ickentify the most appropriate mecdia

2azh individual campaign. channels to reach each audisnce.
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Adapt o improve performance by
updating the planning wors hest, ar
by creating a new works heet,

SUIDIMG PRIMCIPLE THREE
WY (Global Guide, page E)
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Consider the communication planning
wiorks heet and deve lop messages

for both mass and interperional
communication channels.

&8 AUDIENCE TYPES (PAGE 14)

e

Zreate meazurement plans based on the

planning workshest's goal.
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