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Purpose
To present the Marketing and Communications Strategy and Action Plan crafted for The Cochrane Collaboration by Delta Media (Bernard Gauthier, CEO) to the CCSG for broad go-forward approval. 
Urgency
Moderate to urgent – we have been in the planning and preparation process for some time and to be ready for the Anniversary year 2013, we need to begin the implementation as soon as possible. 
Access
Open Access. 

Background
A marketing and communications working group (MCWG) was established in 2009 to address the recommendation of the Strategic Review that highlighted a need to “represent the scope and diversity of The Cochrane Collaboration and our far-reaching impact” and recommended that The Cochrane Collaboration “develop a Marketing and Communications Strategy...” A Request for Proposals (RFP) was developed and advertised, and the firm, Delta Media (Bernard Gauthier, CEO), was approved by the CCSG in Split. They have since been working to produce the deliverables we requested in the RFP. Delta Media’s work has culminated in a Marketing and Communications Strategy and Action Plan that is presented in Appendix A for your review. 
The overarching Communications Strategy is to: tell the Cochrane story; demonstrate impact; build the brand consistently; co-ordinate, collaborate and integrate; enhance the audience experience; mobilize the Cochrane community; and, do more push and pull to maximize impact. An internal Marketing and Communications group will be the advisory and oversight body for this initiative, with periodic consultation throughout, during critical or peak periods throughout the plan. The action plan fleshes these out, providing more detailed information on the specific tactics that have emerged from the strategic marketing communication planning process. With 32 recommended tactics, many with numerous components, it is a comprehensive marketing communication action plan that Delta is confident will raise the profile of The Cochrane Collaboration and its entities. 
This action plan is intended to be a three-year plan. 2012 will be spent enhancing current efforts and preparing for the launch of numerous consistently branded vehicles beginning in 2013 (to coincide with the 20th anniversary of the Collaboration). The second year, 2013, will be focused on deploying nearly all vehicles and training staff, volunteers and partners to implement them in keeping with the strategy. Finally, 2014 will be the final year of the deployment of this action plan and the start of the evaluation of the plan and its impact, setting the stage for the development of the next three-year plan. For higher level details see the Appendix; for full details see the three documents in Archie (Steering Group/Files/CCSG meeting background documents/2011 Madrid CCSG meeting).

Summary of recommendations

1. The CCSG is invited to consider the Delta report and provide general feedback, advise on the prioritisation of the recommendations, consider how to involve their constituency in implementing specific recommendations and advise on the development of an indicative budget.  

2. The CCSG is also invited to provide in principle support for the report and, coordinated by the Operations Unit and CEO and supported by the Cochrane Marketing and Public Relations Officer, to request that the project board develop a detailed staged implementation plan which would be considered by the CCSG at later stages, with the final plan completed for approval by the Paris mid-year meeting in April 2012.  

Resource implications 
To be determined, up to a maximum of 50,000 GBP annually, in addition to using existing internal and external resources as applicable (web team, Wiley, etc). An indicative budget for specific pieces of work will be prioritised during the planning of the implementation phase (e.g. web design, key message development) and presented to the OFC/CCSG at a later stage. 
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