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WE ARE THE CHAMPIONS:

Crafting Winning Strategies in
Marketing
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Do More Good
Bill McKendry

No Margin, No Mission.



Marketing v Advertising
Marketing Funnel
Awareness
B2B & B2C Marketing
Digital Marketing
Marketing/Campaign Goal
Content Marketing /Strategy
SEO (Search Engine Optimization)
Social Media
Target Audience
Customer Relationshi Mana%ement (CRM)
Market Researc
ROI (Return on Investmeng
Messaging & Call to Action (CTA)
Lead Generation
Conversion Rate
Email Marketing
~Brand
Guerilla Marketing
Viral Post
White Paper
Marketing Channels
A/B Testing
Influencer Marketin
Marketing Mix (4Ps?
KPls & Metrics



Marketing Funnel

Marketing/Campaign Goal

Target Audience

Messaging & Call to Action (CTA)

Brand

Marketing Channels

KPls & Metrics



m MARKETING FUNNEL
\ 7

Tl,"is Inin/.e AWARENESS Your audience notices a posting,
*r/a:»ﬁ/e is
T e ——————— /
INTEREST then signs up for a newsletter,
| —— /
DESIRE talks about you, clicks a link,
\ ......................... /
ACTION donates, volunteers or participates,
\Y4

RETENTION  {J and keeps doing it




Marketing Funnel

Marketing/Campaign Goal

Target Audience

Messaging & Call to Action (CTA)

Brand

Marketing Channels

KPls & Metrics



GOALS & AUDIENCES

— IWHEN THEGOAL ISN'I'LQ
'SPECIFIC, MEASURABLE, ™
Al}IIIHﬂBlE IIII 'I'IME-BlI_IINII

[P - =~
. ] - - . Py

m—‘-‘;p—-ﬂ* ' (S e
i
. SR~

“Our target market is men and
women, ages 18-75."

Marketers:




SETTING GOALS

1. Align goals with your mission, values, strategic
priorities
2.Keep the marketing funnel in mind

3.Be SMART"
4.Involve others in creating goals

DON'T: “increase program visibility”

Slnech[ic

Mlaasmail DO: “increase website traffic by 20% within six months”
Achievabl

/ch;::;nf DON'T: “Get more donations”
Time-Bound DO: "Raise $10,000 through online fundraising by the

end of the quarter.”



GETTING TO KNOW YOUR AUDIENCE

1.Who are you trying to reach?

2.Use the data you have (talk to your stakeholders)
3. Use analytics tools (social, Google etc.)

4.look at what others are doing

DON'T: Make (too many) assumptions
DO: Invest time in learning about your audience




Using the worksheet as a starting point,
sketch out your goals and expected audiences.

1. Align goals with your mission, values, strategic
priorities
SETTING GOALS 2.Keep the marketing funnel in mind

3.Be SMART"
4.1nvolve others in creating goals

1.Who are you trying to reach?

I?EB.'\.I{INY%L% 2.Use the data you have (talk to your stakeholders)
AUDIENCES 3.Use analytics tools (social, Google etc.)

4.Look at what others are doing




DISCUSSION

Increase Enroliment Parents and Guardians

Enhance Community Engagement Community Members
Fundraising Local Businesses

Volunteer Recruitment Educational Institutions
Program Expansion Local Government and Agencies
Increase Awareness Children and Youth

Donors



Marketing Funnel

Marketing/Campaign Goal

Target Audience

Messaging & Call to Action (CTA)

Brand

Marketing Channels

KPls & Metrics



MESSAGING
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for Sales



MESSAGING

e Be authentic (no one likes to be marketed to)

e |t's not about you - keep your audience front and center

e Add value (focus on impact, benefits, outcomes)

e Tell stories when you can (messaging mix)

e Always Be Testing

e You're competing against Apple, Netflix, PS5, dinner, sleep...
e Exercise brevity: Expunge any superfluous verbiage that does not add value
e Emotions drive action

e Be informed by the data you have

e Add deadlines & limitations when appropriate

e Be clear in your ask

e (Suggestion: Learn how to use Al)




DISCUSSION

What messaging has worked for you & why?



Marketing Funnel

Marketing/Campaign Goal

Target Audience

Messaging & Call to Action (CTA)

Brand

Marketing Channels

KPls & Metrics



CHOOSING CHANNELS & MEASURING SUCCESS

OUR MARKETING PROGRAM
IS CLEARLY SUCCESSFUL,

AS SHOWN BY THIS GRAPH OF
HOW AWESOME | THINKIT 1S.
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® marketoonist.com



WHICH CHANNELS?

1.Where is your audience?

2.Which channels can you sustainably support wih
your current resources?

3. ls your content suitable for the channel or can
you create/reformat suitable content




HOW DO I DECIDE WHAT TO MEASURE?

1. Align with goals
2.Consider metrics relevant to stakeholders
3.|s data readily available?
4.Go for quality over quantity
o.Can | measure i1t next year?
6. How will my data influence action?
7.ls it cost-effective? (time & money)
8.Keep in mind
a. Measurement needs may change
b.Set up a system to track data.




Using the worksheet as a starting point,
sketch out your metrics & channels

1.Where is your audience?

2.Which channels can you sustainably support wih your
WHICH current resources?

CHANNELS? 3.1s your content suitable for the channel or can you
create/reformat suitable content

1. Align with goals, 2. Consider metrics relevant to

HOW DO I stakeholders, 3. Is data readily available? 4.Go for quality over
DECIDE WHAT TO | quantity, 5. Can | measure it next year? 6. How will my data
MEASURE? influence action? 7. Is it cost-effective? (time & money) 8: Keep

in mind: needs may change & set up system




DISCUSSION

Brand mentions (use Google Alerts)

Unique visits, session duration, page views
response rate

Open rate, click-through-rate (CTR), list growth
Follower growth rate, impressions, reach,
engagements (likes, comments, shares),
engagement rate, CTR, sentiment analysis
downloads, listener growth rate, listen duration
Attendee count, engagement (questions asked,
participation in polls), conversions, survey scores
Reach & ad frequency, impressions, conversions,
CPM

Delivery rate, open rate, CTR, response rate

Word of Mouth (inc. Influencers)
Website
Direct Mail
Email
Social media

e Instagram, Facebook, LinkedIn, X/Twitter,

YouTube, TikTok, SnapChat, Reddit...

Podcasts
Events

e Sponsorships, webinars, workshops
Traditional media

e TV, radio, print ads, billboards
Text Messaging




Q&A



Further Learning

Common marketing terms:

https://www.rasmussen.edu/degrees/business/blog/marketing-terms-acronyms-abbreviations/
https://blog.hubspot.com/marketing/inbound-marketing-glossary-list
or just Google it...

Nonprofit Marketing:
Do More Good by Bill McKendry

Copywriting:
Hey Whipple, Squeeze This by Luke Sullivan

Look for free marketing courses on HubSpot
LinkedIn Learning through your library


https://www.rasmussen.edu/degrees/business/blog/marketing-terms-acronyms-abbreviations/




