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ANATOMY OF A BEST-IN-CLASS COMMUNICATIONS CAMPAIGN
Twenty One Diagnostic Attributes
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Consistency Competitiveness Pertinence Integration Focus Definition Robustness

Campaign complies with key
aspects of our brand positioning
and market relationship-building

Campaign integrates current market
and competitive dynamics facing our
organization.

Campaign aligns with a sizable
business need for our organization.

Campaign supports other
communications and non-
communications tactics used to

Campaign has clear end objectives.

Target for the campaign is a clearly
defined segment or customer set.

Targeted segment is large enough to
achieve campaign goals.
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efforts. achieve the marketing objective.
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Channels selected for the
campaign make most efficient

use of total media budget for the
communications initiative in light of
campaign objectives.

Channels selected for the campaign
hold greatest potential to impact
the behavior of target.
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Message has clear prompt to a
desired action which aligns with
campaign end objectives.

Message points to evidence that our
company is best positioned to fulfill
the target’s need.
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Message helps target understand
why our solution is superior to
competitor solutions.
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Message points to the urgency and

Message contains an interesting

Message uses the target segment’s

importance of fulfilling need (or insight about the category in which language.

potential costs associated with not the target company operates.

doing so).
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