
D E L I V E R I N G O N S T R A T E G Y

DEVELOPING AN EFFECTIVE

COMMUNICATIONS STRATEGY



• Elements of a Communication Platform

• Tips on building an effective platform

• Integrating the platform – MCHT story

• PR tips to get the message out 

• Q&A on your communication strategy
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OUTCOMES OF TODAY’S SESSION



• Vision

• Positioning

• Key Messages

• Brand Ethos - character and tone

• Standards - graphic and verbal 
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ELEMENTS OF A COMMUNICATIONS PLATFORM



“I believe this nation should

commit itself to achieving

the goal, before this decade

is out, of landing a man on

the moon and returning

him safely to earth.”

–John F. Kennedy

Special Joint Session of Congress

May 25, 1961

VISION
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The 
art 
of 
seeing 
the 
invisible
–Jonathan Swift



A vision statement should – 

• State the desired future

• Define what you want your
organization to be

• Project the ideal – 
imaginatively, intellectually,

emotionally, and/or financially

• Motivate you and your team

VISION
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STRATEGY

• Vision

• Positioning

• Key Messages

• Brand Ethos - character and tone

• Standards - graphic and verbal 
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ELEMENTS OF A COMMUNICATIONS PLATFORM



• A “positioning statement” is the 
critical backbone to marketing &
image development

• All marketing decisions,
member communication and 
strategic initiatives should 

support your position

• It is not just an advertising tool

POSITIONING
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The 
backbone
of 
strategy



Target Audience – 
the prospective customers you
most wish to attract

– Area of focus vs. inclusivity

POSITIONING
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Frame of Reference – 
the "category" or service
that you provide... as your
target would describe it.

POSITIONING
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Unique Point-of-Difference –
The specific benefit you want
your members to associate
with your organization
(emotional or physical) 

The hope is to “own” your 
point-of-difference within your

frame of reference.

POSITIONING
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A Packaged Goods example

To 35-54 women with children,

Bounty Paper Towels is the brand of

disposable paper towels that

cleans up your mess faster.

POSITIONING
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Positioning
Statement – 
Bounty
Paper 
Towels

Target Audience

Frame of Reference

Unique Point of Difference



A Non-Profit example

To people who love Maine,

Maine Coast Heritage Trust is the 

land conservation leader that 

people trust to protect the character
of Maine.

POSITIONING
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Positioning
Statement – 
Maine
Coast
Heritage
Trust

Target Audience

Frame of Reference

Unique Point of Difference



STRATEGY

• Vision

• Positioning

• Key Messages

• Brand Ethos - character and tone

• Standards - graphic and verbal
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ELEMENTS OF A COMMUNICATIONS PLATFORM



– Cost of Entry messages 
(conserve cherished lands)

– Differentiating messages (protect
character of Maine)

– Reason to Believe messages (we
work collaboratievely)

Remember,
...The most powerful message is  the truth!

KEY MESSAGES
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STRATEGY

• Vision

• Positioning

• Key Messages

• Brand Ethos - character and tone

• Standards - graphic and verbal 
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ELEMENTS OF A COMMUNICATIONS PLATFORM



• Nike vs. LL Bean

• Tom's of Maine vs.
Close Up Toothpaste

BRAND ETHOS
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STRATEGY

• Vision

• Positioning

• Key Messages

• Brand Ethos - character and tone

• Standards - graphic and verbal 

© 2002 ETHOS MARKETING & DESIGN

ELEMENTS OF A COMMUNICATIONS PLATFORM



"Marketers get tired of their message long
before their target does"

– PMS colors

– Font selection

– Logo consistency

– Visuals (photo's and graphics)

Work just as hard to be consistent as you
do to be creative!

STANDARDS
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