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CONCEPT 5| NOVELTY
COMMITMENT ’ ABSTRACTION
REACH CAPILLARITY
CHAMPIONS RESULTS
SWOT Weakness
Opportunities
" ANALYSIS
MOMENTUM DISCONNECT
TECHNOLOGY OVERREACH
KNOWLEDGE INCONSISTENCY
SCALE FUNDING
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WHY COMMUNICATE?

PUBLIC EDUCATION
ADVOCACY

KNOWLEDGE DISSEMINATION
FUNDRAISING

SUPPORTING OUR 4 BUSINESS LINES
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54 WHAT IS YOUR BIG
= COMMUNICATIONS
hr] OBJECTIVE?
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ASKING THE RIGHT QUESTIONS

WHAT ARE THEY LIKE2
WHAT KEEPS THEM AWKE?
HOW CAN YOU HELP?
WHAT DO YOU WANT THEM TO DO?
HOW MIGHT THEY RESIST?

SUPPORTING OUR 4 BUSINESS LINES
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WHICH ARE THE
KEY ONES IN

EACH CONTEXT?

To take into account

LEVERAGE
CONSISTENCY
APPROPRIATENESS

BRANDING
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