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An organized guide for marketers, communicators, and project teams

1. Overview of the Campaign Development Cycle

Phase

1. Research &
Insight

2. Strategy &
Planning

3. Creative
Development

4. Execution &
Production

5. Launch &
Distribution

6. Monitoring &
Optimization

7. Evaluation &
Reporting

Primary Goal

Key Deliverables

Gather market, audience, Situation analysis, audience personas, SWOT,

and competitive data

Define what the campaign
will achieve and how

Translate strategy into

compelling ideas

Build and launch the

campaign assets

Deliver the message to
the target audience

Track performance and

refine tactics

Measure success against

objectives

insights brief

Campaign objective, positioning statement,
messaging framework, media mix, budget,
timeline

Creative brief, concept boards, copy & visual
assets, storyboards, prototypes

Final artwork, video edits, web pages, emalil
templates, media placements

Media schedule, publishing calendar, influencer
outreach, PR roll?out

Real?time dashboards, A/B test results,
optimization recommendations
Post?campaign report, ROI analysis, lessons
learned, recommendations for future work

2. Detailed Phase Breakdown

2.1 Research & Insight

1. Market Analysis

o Industry trends, growth rates, regulatory environment.

o Tools: Gartner, Statista, industry reports.
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2. Audience Research

Process

o Demographics, psychographics, media habits, pain points.
o Methods: surveys, focus groups, social listening, CRM data.

3. Competitive Benchmarking

o ldentify key competitors, their messaging, channel mix, performance.
o SWOT matrix for each major competitor.

4. Insight Generation

o Convert raw data into actionable insights (e.g., “Millennial parents value sustainability
over price”).

Output: Insight brief that fuels the strategy.

2.2 Strategy & Planning

1. Define Campaign Objectives (SMART)

o Specific, Measurable, Achievable, Relevant, Time?bound
o Example: “Increase product?trial sign?ups by 20?% in Q4.”

N

. Target Audience & Personas

o Refine primary and secondary personas based on research.

w

. Positioning & Value Proposition
o Core message that differentiates the brand.
4. Messaging Framework
o Core message ? supporting points ? proof points ? call?to?action.
5. Channel & Media Strategy

o Owned, earned, paid, shared (OEMS) mix.
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o Allocation percentages, rationale, and expected reach.
6. Budget & Resource Planning Process
o Cost breakdown: creative, media, production, technology, contingency.

7. Timeline & Milestones

o Gantt chart or project plan with critical dates (creative freeze, media buy deadline,
launch date).

Output: Campaign brief & strategic plan document.

2.3 Creative Development

1. Creative Brief
o Summarizes objectives, audience, key message, tone, mandatory elements.
2. Concept Ideation

o Brainstorming sessions, mood boards, concept sketches.
o Select 2—-3 concepts for client review.

3. Copywriting & Visual Design

o Draft headlines, body copy, taglines.
o Develop visual assets: photography, illustration, motion graphics.

4. **Prototyping
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