
For more information or to schedule a consultation for COMPASSTM,  
please call 504.949.3999 or go to www.deveney.com.
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STEP	
  1:	
  Immersion	
  and	
  Discovery
A.	
  Client	
  bi-­‐weekly	
  status	
  meetings
B.	
  Research

	
  	
  	
  	
  	
  1.	
  Garner	
  insight	
  into	
  the	
  industry,	
  best	
  practices,	
  competitive	
  landscape
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  Secondary	
  research	
  model	
  development
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  Secondary	
  research	
  implementation
	
  	
  	
  	
  	
  2.	
  Survey	
  to	
  gain	
  input	
  from	
  stakeholders
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  Survey	
  development	
  
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  Survey	
  implementation
	
  	
  	
  	
  	
  3.	
  Analysis
	
  	
  	
  	
  	
  4.	
  Branding	
  Brief	
  development	
  (Research	
  findings	
  report,	
  Brand	
  Promise	
  draft)
	
  	
  	
  	
  	
  5.	
  Structured	
  COMPASS	
  Session	
  with	
  key	
  stakeholders	
  (Review	
  #4	
  above)
	
  	
  	
  	
  	
  6.	
  Deliver	
  final	
  Brand	
  Brief	
  including	
  Brand	
  Promise

STEP	
  2:	
  Brand	
  Strategy	
  Development
A.	
  Comprehensive	
  brand	
  strategy	
  development
	
  	
  	
  	
  	
  1.	
  Discovery
	
  	
  	
  	
  	
  2.	
  Brand	
  strategy	
  development
	
  	
  	
  	
  	
  3.	
  Present	
  strategy	
  to	
  key	
  stakeholders
	
  	
  	
  	
  	
  4.	
  Deliver	
  final	
  Brand	
  Strategy

STEP	
  3:	
  Creative	
  Treatments,	
  Implementation	
  and	
  Licensing
A.	
  Name	
  Development
	
  	
  	
  	
  	
  1.	
  Names	
  and	
  tag	
  lines	
  development	
  (Draft	
  1)
	
  	
  	
  	
  	
  2.	
  Names	
  and	
  tag	
  lines	
  development	
  (Draft	
  2)
	
  	
  	
  	
  	
  3.	
  Legal	
  review
	
  	
  	
  	
  	
  4.	
  Formal	
  presentation	
  of	
  honed	
  names	
  and	
  tag	
  lines
	
  	
  	
  	
  	
  5.	
  Finalize	
  name	
  and	
  tag	
  line
	
  	
  	
  	
  	
  6.	
  Licensing	
  (By	
  client)
B.	
  Logo	
  Development
	
  	
  	
  	
  	
  1.	
  Logo	
  development	
  -­‐	
  3	
  options	
  (Draft	
  1)
	
  	
  	
  	
  	
  2.	
  Logo	
  development	
  (Draft	
  2)
	
  	
  	
  	
  	
  3.	
  Formal	
  presentation	
  of	
  honed	
  logos
	
  	
  	
  	
  	
  4.	
  Finalize	
  logo
	
  	
  	
  	
  	
  5.	
  Licensing	
  (By	
  client)
C.	
  Paper	
  System	
  Development	
  (Letterhead,	
  envelope,	
  business	
  card)
	
  	
  	
  	
  	
  1.	
  Paper	
  system	
  development	
  -­‐	
  2	
  options	
  (Draft	
  1)
	
  	
  	
  	
  	
  2.	
  Paper	
  system	
  development	
  (Draft	
  2)
	
  	
  	
  	
  	
  3.	
  Finalize	
  paper	
  system
D.	
  Email	
  Signature	
  Development
	
  	
  	
  	
  	
  1.	
  Email	
  signature	
  development	
  (Draft	
  1)
	
  	
  	
  	
  	
  2.	
  Email	
  signature	
  development	
  (Draft	
  2)
	
  	
  	
  	
  	
  3.	
  Finalize	
  email	
  signature
E.	
  Employee	
  Newsletter	
  Template	
  Development
	
  	
  	
  	
  	
  1.	
  Employee	
  newsletter	
  development	
  -­‐	
  2	
  options	
  (Draft	
  1)
	
  	
  	
  	
  	
  2.	
  Employee	
  newsletter	
  development	
  (Draft	
  2)
	
  	
  	
  	
  	
  3.	
  Finalize	
  employee	
  newsletter	
  template
F.	
  Overall	
  Brochure	
  Template	
  Development	
  (Tri-­‐fold)
	
  	
  	
  	
  	
  1.	
  Overall	
  brochure	
  development	
  -­‐	
  2	
  options	
  (Draft	
  1)
	
  	
  	
  	
  	
  2.	
  Overall	
  brochure	
  development	
  (Draft	
  2)
	
  	
  	
  	
  	
  3.	
  Finalize	
  overall	
  brochure	
  template
G.	
  Folder	
  Development
	
  	
  	
  	
  	
  1.	
  Overall	
  folder	
  development	
  -­‐	
  2	
  options	
  (Draft	
  1)
	
  	
  	
  	
  	
  2.	
  Overall	
  folder	
  development	
  (Draft	
  2)
	
  	
  	
  	
  	
  3.	
  Finalize	
  overall	
  folder	
  template
H.	
  E-­‐newsletter	
  Template	
  Development
	
  	
  	
  	
  	
  1.	
  E-­‐newsletter	
  development	
  -­‐	
  2	
  options	
  (Draft	
  1)
	
  	
  	
  	
  	
  2.	
  E-­‐newsletter	
  development	
  (Draft	
  2)
	
  	
  	
  	
  	
  3.	
  Finalize	
  e-­‐newsletter	
  template
I.	
  Media	
  Press	
  Kits
	
  	
  	
  	
  	
  1.	
  Media	
  press	
  kits	
  development	
  (Draft	
  1)
	
  	
  	
  	
  	
  2.	
  Media	
  press	
  kits	
  development	
  (Draft	
  2)
	
  	
  	
  	
  	
  3.	
  Finalize	
  media	
  press	
  kits
J.	
  Banners/Signage	
  Template	
  (Interior/exterior/sponsor)
	
  	
  	
  	
  	
  1.	
  Banners/Signage	
  development	
  (Draft	
  1)
	
  	
  	
  	
  	
  2.	
  Banners/Signage	
  development	
  (Draft	
  2)
	
  	
  	
  	
  	
  3.	
  Finalize	
  banners/signage	
  templates
K.	
  Branding	
  of	
  Social	
  Media	
  Pages	
  (Facebook,	
  Twitter)
	
  	
  	
  	
  	
  1.	
  Social	
  media	
  pages	
  development	
  -­‐	
  2	
  options	
  (Draft	
  1)
	
  	
  	
  	
  	
  2.	
  Social	
  media	
  pages	
  development	
  (Draft	
  2)
	
  	
  	
  	
  	
  3.	
  Finalize	
  social	
  media	
  pages
L.	
  Annual	
  Report	
  Template	
  	
  (Cover,	
  back	
  cover,	
  2	
  inside	
  spreads)
	
  	
  	
  	
  	
  1.	
  Annual	
  report	
  development	
  	
  2	
  options	
  (Draft	
  1)

EXAMPLE	
  PROJECT	
  TIMELINE	
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“COMPASS HAS ENABLED 
US TO CREATE MARKETING 

COMMUNICATION ROAD MAPS 
FOR CLIENTS RANGING FROM 

HEALTHCARE ORGANIZATIONS TO 
GOVERNMENT AGENCIES TO BRAND 
LEADERS—MANY ACTIVE IN DIVERSE, 

WIDELY DISPERSED MARKETS.”

Humans operate on emotion. We develop loyalties.  
We become raving fans. From the teams we cheer for,  
to the musicians we love, to the brands we 
embrace. That’s why, at the heart of any persuasive     
communication, companies must be able to speak 
one-on-one with the people they seek to influence. 

But how do the great companies out there determine 
which human qualities will connect best with their 
target audiences so that their brands come to life?              
It doesn’t happen by accident. It takes strategic  
analysis and planning. 

THAT’S WHERE DEVENEY COMES IN.

We’ve systematized the process of communication, 
planning, analysis and strategy to achieve better 
solutions for our clients. We call it, COMPASS™.

Firmly grounded in research, our proprietary system 
allows companies to clearly define the real-market 
challenges and opportunities they can and must 
master. Participants examine established marketing 
goals, define target audiences, unify organizational 
vision, and direct strategies to turn goals into reality. 
COMPASS not only points the way to success.  
It provides companies with a blueprint to get there.

ONCE YOU ENGAGE DEVENEY, WHAT 
HAPPENS?

We know your day is already chock-full of meetings 
and important deadlines. Our goal at DEVENEY is to 
make it as easy as possible on you and your team. 
After your organization decides to push forward 
with COMPASS, our team of marketing experts 
will spring into action, spearheading the entire  
process. Our efforts will include four phases of 
implementation: Strategic Analysis, Planning, Synoptic 
Report, and Strategic Communication Action Plan. 

WHY PARTNER WITH DEVENEY?

Recently named PR News’ Firm of the Year, DEVENEY 
is an internationally renowned, strategic marketing 
and communication firm. We are idea generators 
and result producers. Through analysis, we create 
roadmaps to success through integrated solutions 
for clients. DEVENEY has been recognized worldwide 
for its excellence in formulating and implementing 
strategies through advertising, public relations, media 
relations, digital marketing, content marketing, social 
media, community relations, government relations 
and crisis management.

PHASE 1: STRATEGIC ANALYSIS 

•	 DEVENEY will develop and distribute an advanced 
questionnaire to session participants. 

•	 DEVENEY will analyze results to leverage in planning 
discussions. 

•	 DEVENEY will design the planning session based on your 
priorities and feedback received from the questionnaire, as 
well as any secondary research. 
 
 

PHASE 2: PLANNING  

•	 DEVENEY’s experts will conduct an on-site, facilitated 
planning session with your internal and external 
stakeholders. The session will last approximately eight  
hours total and can be completed in one full day or  
two half days. 

•	 DEVENEY will facilitate all activities, including identification, 
development and further refinement of:  

- Goals and objectives
- Mission
- Inherent purpose

•	 DEVENEY will coordinate all meeting logistics.

 

PHASE 3: SYNOPTIC REPORT 

•	 DEVENEY will compile and summarize insights garnered  
during the planning session.  

•	 DEVENEY will distribute a synoptic report to session  
participants for review and future reference to stay  
on course. 
 
 

PHASE 4: STRATEGIC COMMUNICATION ACTION PLAN 

•	 DEVENEY will create and deliver a customized action plan 
and timeline with clear recommendations on the most 
effective ways to: 

- Create targeted audience awareness
- Design an educational platform
- Strengthen community partnerships
- Explore new market entry and opportunities

Strategic Analysis and Planning Session

Synoptic Report
The following is a synopsis of the strategic analysis and planning session conducted by DEVENEY 
for Business Name at the Business Name corporate office, May 6, 2015. This synopsis is being 
shared with participants of the session. 

Introduction

The idea is simple: planning equals results. 

Strategic analysis and planning focuses your organization’s efforts to overcome challenges and 
capitalize on opportunities, maximizing your results. Planning directs available resources as 
efficiently and effectively as possible. DEVENEY uses this client-specific system that enhances the 
strategic analysis and planning process to provide you with a customized foundation for success.

Strategic analysis gathers crucial feedback from your organization to establish a shared vision and 
plan of action. In-depth strategic analysis allows DEVENEY to develop an effective and efficient 
approach to augmenting the communication and marketing efforts surrounding Peoples Health. 

Strategic planning allows us to examine established marketing communication goals, look at 
emergent needs such as adoption and make recommendations on the most effective ways to 
accomplish them. Crafting marketing communication guidelines with specific goals, objectives 
and timelines allows DEVENEY and your internal corporate communications team to address your 
needs and achieve your specific business objectives.

DEVENEY coordinated and facilitated interviews and meetings with internal stakeholders prior 
to the strategic planning session. The purpose of these meetings was to gain insight into issues 
surrounding the discover internal and external perceptions of the brand, and determine how 
DEVENEY can align communication objectives moving forward to best advance organizational 
goals. 

Strategic Analysis and Planning Advance Questionnaire

The purpose of this questionnaire was to help identify key opinions and factors that could impact 
strategic planning activities. Participant input shaped areas of discussion for the strategic planning 
process and provided insight into the challenges of communicating. 

Strategic Analysis and Planning Session

The strategic analysis and planning session brought together top company leaders for an 
interactive and inclusive discussion that focused on creating a consensual vision of the Peoples 
Health brand. 

The outcomes of the event were positive. The convocation further clarified the direction that the 
communication effort should pursue and its role in advancing the Peoples Health brand 
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- Target audiences
- Messaging platform

The gamification of hunger has begun. 
 
Free Rice is a free-to-play online game that allows 
players to indirectly donate rice to charities by 
playing multiple-choice quiz games.   
 
As of April 2013, over 99 billion grains of rice have 
been donated through the game.  

Secondary Research: Competitive Set  

Survey Findings: Respondent Demographics 

 

 

Question 
Which best describes 
your association with 
Stop Hunger Now? 

Survey Findings: Brand Personality 

Hunger	
  
11%	
  

Food	
  
10%	
  

Fun	
  
10%	
  

Meal	
  
Packaging	
  	
  

8%	
  

Efficient	
  
7%	
  

Organiza<on	
  
7%	
  

Effec<ve	
  
7%	
  

Volunteer	
  
5%	
  

Event	
  
4%	
  

Feeding	
  
4%	
  

Children	
  
4%	
  

Compassion	
  
4%	
  

Other	
  
19%	
  

Question 
What three words first 
come to mind when you 
think of Stop Hunger 
Now? 

 

 

“Approach to Hunger”:  12% of Respondents 

“The idea that hunger is a solvable problem.” 

“Beyond feeding people, Stop Hunger Now is 
building a movement to end hunger.” 

“We do so much more than hunger. We are not 
just a band-aid. Education and food go together. 
And that's so important for growth.” 
 
 
 
 

Survey Findings: Differentiators 

Question 
What sets Stop Hunger 
Now apart from other 
hunger organizations? 

FOUR PHASES OF COMPASS IMPLEMENTATION

 JOHN DEVENEY
Founder and President

ABC, APR, Fellow PRSA, IABC Fellow

“The COMPASS program  
is one of the best I have 
seen in my 15 years as 

a PR practitioner.” 

Kelly Schulz
New Orleans Convention  

& Visitors Bureau

18. What are the most rewarding aspects of volunteering for NORDC? (check all that apply)

     The feeling of making a difference       Giving time to a good cause
     Being a role model for your children/family      Other ______________________________________ 

19. How do you mainly find out about what is happening at NORDC? (check all that apply)

     Website        Email updates       Newspaper        TV 
     Word of mouth        Other ________________________________________________________

20. How often do you go to the NORDC website for information?

     Weekly       Monthly        Quarterly       Never been to the website

21. Do you get email updates about NORDC? 

     Yes        No         

22. Can we send you future updates about NORDC via email?

     Yes        No        My email address is: ______________________________________

22. What can we do at NORDC to improve our communication with you?

     Send you a monthly newsletter via email                  Send you text messages
     Provide updates on Facebook        Provide updates on Twitter
     Provide updates on Instagram        Send you a monthly newsletter in the mail  
     Other (specify) ________________________________________________________________________

23. Which of the following about NORDC might you be interested in learning more about?

24. Would you be willing to pay a nominal fee on a sliding scale to ensure that NORDC facilities are main-
tained and staffed and that quality programs can continue to be offered?

     Yes        No

25. Would you be interested in participating in future focus groups to give us your opinions about NORDC?

     Yes        No

Adult Programs (18+)

Baseball/Softball

Cheerleading

Flag Football

NORDC/NOBA Center for Dance

Soccer

Teen Summer Camps

Volleyball

Aerobics

Basketball

Community Advisory Teams

Football

Outdoor Programs

Summer Expo

Tennis

Wisner Dog Run

Aquatic Programs

Booster Clubs

Cultural Programs

Global Youth Service Day

Piano

Teen Council 

Theatre

Yoga

Band

Casa Samba

Fit NOLA Parks

Movies in the Park

Senior Programs (55+)

Teen Programs (13-17)

Track

Youth Programs 

12. I (or a member of my family) have participated in the following NORDC programs (check all that apply):

 

13. Please rate your overall satisfaction with NORDC (check one): 

     Extremely satisfied              Satisfied   Neutral  Dissatisfied        Extremely dissatisfied

14. Which of the following facts about NORDC are you aware of? (check all that apply)

     NORDC offers programs for youth.        NORDC offers programs for teens.
     NORDC offers programs for adults (18 and over).      NORDC offers programs for seniors (over 55+).
     You can rent a NORDC facility for a special event. 
     NORDC is making $140 million dollars in infrastructure improvements to its facilities.
     NORDC reopened three recreation centers in 2013 and will open three more in 2014.

15. I know that NORDC offers the following programs (check all that apply):

16. Have you ever rented a NORDC facility for a special event:  

     Yes       No

17. If yes, which one? (check all that apply)

     Picnic shelter or green space       Meeting space for small to large gatherings

     Athletic facilities (includes football, baseball/softball, soccer fields; covered and uncovered basketball 
courts, volleyball courts, gymnasiums, stadiums, tennis courts and pools)

Adult Programs (18+)

Baseball/Softball

Cheerleading

Flag Football

NORDC/NOBA Center for Dance

Soccer

Teen Summer Camps

Volleyball

Aerobics

Basketball

Community Advisory Teams

Football

Outdoor Programs

Summer Expo

Tennis

Wisner Dog Run

Aquatic Programs

Booster Clubs

Cultural Programs

Global Youth Service Day

Piano

Teen Council 

Theatre

Yoga

Band

Casa Samba

Fit NOLA Parks

Movies in the Park

Senior Programs (55+)

Teen Programs (13-17)

Track

Youth Programs 

Adult Programs (18+)

Baseball/Softball

Cheerleading

Flag Football

NORDC/NOBA Center for Dance

Soccer

Teen Summer Camps

Volleyball

Aerobics

Basketball

Community Advisory Teams

Football

Outdoor Programs

Summer Expo

Tennis

Wisner Dog Run

Aquatic Programs

Booster Clubs

Cultural Programs

Global Youth Service Day

Piano

Teen Council 

Theatre

Yoga

Band

Casa Samba

Fit NOLA Parks

Movies in the Park

Senior Programs (55+)

Teen Programs (13-17)

Track

Youth Programs 
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Brand Personality: The Emotional Promise (Workbook Page 20)  

What human characteristics define the Stop Hunger brand? 

•  Helps bond members and our 
brand at a more emotional level 

•  Distinct characteristics that define 
our brand’s behavior 

Stop Hunger Now: Name  

  

 

 

Stop Hunger Now: Problems Related to Name  

  

 

 

Name Change: Second Harvest to Feeding  America 

Even though the 
organization had been 
operating for 30 years 
as Second Harvest, the 
newly coined "Feeding 
America" tested better, 
possibly because the 
name simply describes 
what the organization 
does and requires no 
explanation. 

o  Six years ago,  America’s Second 
Harvest, The Nation’s Food Bank 
Network, become Feeding America.  

o  The primary objective of the branding 
change was to more fully engage the 
public in the fight against hunger. 

o  It's basically too hard to communicate 
what the organization does when they 
need to do it in a sound bite. Feeding 
America does that; Second Harvest 
didn't. 


