






TAGLIIIE 

A tagline is a single-line hook that 'teases' the 

reader about what the 

service will achieve, or 

what questions it raises, 

from an experiential point of view. 

The best taglines for user-centric 

services include the user as 'you'; 

for example, 

"How will you save planet Organ from 

Humans?", 

"Your journey into the mind & body of a 

refugee" 

or 

"Uncovering the truth behind 

Australia's biggest secret, 

and you're 

the detective." 

















USER JOURIIEY 

This is primarily a diagram with accompanying notes, which 

figuratively demonstrates a range of routes through the service 

as a multi-channel / multi-platform experience, and echoes the 

user-centric scenarios section above. With time mapped on 

the X axis, and channel or platform on the Y axis, it provides a 

clear idea of dependencies and bridges between each 

component serving to highlight any issues with points of entry, 

calls to action (CTAs), or service exits. 
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BUSIIIESS 

YODELS 

This provides an overview of how the budget will be raised 

or revenue generated. For many multi-platform services 

there will be a mix of business models, so this section will 

detail primary and secondary models, which may include 

the following: 

•Sponsorship (commercial or funded by agency)

• Advertising: text based or rich media advertising

(surround or product placement)

•Subscription (to use the service): part of the 

freemium/premium model

•Transaction: direct sales of product, pay per use or 

pre­mium or extended elements

• Affiliate marketing: money for connecting with like

services

• Virtual currency: taking a percentage of exchanges for 

virtual currency from real world money

• Direct sales of the multi-platform 'format itself'

to third parties

• Sales to market intelligence of anonymous user data

•Peer-to-peer: taking a percentage of user-to-user fees in 

your project's 'market', such as virtual goods exchanges or 

embedded online auctions

• Sales of product placement spots

• Donations to parts of whole elements of the service









STATUS. SUI.II.I ARY 

&IIEXTSTEPS 

Often the business and marketing plan is a natural finish to 

the production and/or planning guide from a production 

document perspective. 

As a presentation document it is worth re-iterating the 

opening tags: why the service is unique, and key story or 

service goals as a focused wrap outside of the business plan 

in a casual way if desired. 

For example, you may indicate here: 

Where the business currently stands in the grand scheme of 

things; currently business is/isn't affected by pandemic restric­

tions which would change in time for the launch of x (?) 

What is the next major move (s) 

Whether there are complementary areas to address and add 

to this document that may be missing: scripts, templates,

privacy policies etc. 
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