Need a
Communications
Plan?
Here’s What It
Should Look Like

Nonprofit Marketing Guide.com




Nonprofit Marketing Guide.com

Daily blog, weekly e-newsletter, and
helpful downloads. All free.

A La Carte Training. New webinars
each month.

All-Access Training Pass. Ongoing,
consistent professional development
and a community of other
communications directors. Save a
bundle over a la carte.

Nonprofit Marketing Accelerators.
Six-week intensive coaching programs
where you decide the strategy, do the
work, and deliver the goods. New
topic each quarter.
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with NONPROFIT MARKETING GUIDE.com

Communications Director Mentoring
Program. The ultimate six-month
professional development program for
nonprofit communications directors.
January-June and July-December
sessions.

Kivi Leroux Miller

Founder and CEO
Nonprofit Marketing Guide

@npmktgd @kivilm #npcomm
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The Nonprofit
Marketing
Guide

High-Impact, Low-Cost Ways to
Build Support for Your Good Cause

KIVI LEROUX MILLER
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My Goal Today: ,'!_:
Give You the Fundamentals

S0 You Can Participate in
or Lead Intelligent
Conversations
about Communications
Plannmg at Your Nonproflt




What does a
nonprofit
communications
plan look like?



It Depends
Who You Ask'
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Marketing
Questions
You Should be

Asking and
| Answermg All
the Time




Who are we trying to reach?
(Who cares?)

What’s our message to them?
What do we want them to do and
why should they?

(S0 what?)

What’s the best way to deliver that
message to those people?
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]:"111 the Glass with
‘More of the Same?
Or with
Something New?




Target People Who
Lean Your Way
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: Message? Make everything they
see from you relevant to them!
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Clear, Specific
and Limited Calls

to Action

TODOLiIST
2. MANY 55
3. THINGS




= Delivery? Pick the best
commumcatlon channels and
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Marketing Strategy. Answers the big
questions about how communications
achieves mission-related goals.

Big Picture Communications
Timeline. Roadmap to the life of your
nonprofit, month by month.

Editorial Calendar. What’s actually
communicated when and where.



Monprofit Marketing Gulda.cam

2016 Nonprofit Communications
Trends Report
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Marketing
Strategy



Nonprofit Marketing Guide.com

MNonprofit Marketing Strategy Outline

1. Organizational and Marketing Goals

What is your organization's main one or two goals? What are your one-three marketing goals that
convey how marketing will contnibute to the crganization goal?

2. Situation Analysis
What are the intermal and external factors that affect this work? May also include a marketing audit.
3. Key Groups of Supporters/Participants to Reach

Whao are the 1-3 top groups of people (e.g. target audiences) you need fo engage to meet your goals?
What are the habits, values and preferences of each group, described in personas?

4. Calls to Action

What do you need these key groups of people to do? Be specificl Will often include a series of steps
leading to a particular action.

5. Framing the Message

What are the core messages that you want to communicate to these groups as you lead up to and
present your calls to action to them? Include the Benefit Exchange (Why should they care? What's in
it for them?) and Challenges/Barriers (What challenges do you and they face in following through on
your calls to action)?

6. Strategies (or Approaches, or Positioning)

What are the best ways to achieve your marketing goals (e.g., do you need fo create a certain type of
content for them, or huild a network, or train them in some way?) How will you position your
organization in this relationship (e.g., trusted friend, leading expert, innovative problem solver)?

7. Primary Tactics

What will you do to bring these strategies to life? What are the primary communications channels
you'll use to connect your organization to your key groups?

8. Resources

What will it take to implement the plan — include time, talent, treasure ($). Who is doing what with
what resources?

9. Benchmarks and Measures
What are 3-56 five concrete, specific and measurable (when possible) indicators that you are moving

toward meeting your goals? How will you measure progress and what are you benchmarking yourself
against?
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Key Groups to Reach







Strategies,
Approaches,

Positioning
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Build a
Budget
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Benchmarks and
IVIeasures




Big Picture
Communications
Timeline



It All Has to Make ; _

Sense in the pi!
“Big Picture” Life /
of Your Nonproflt 1\
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Core

Story
Arcs

Events or Milestones Main Calls

Events or Milestones

Big Picture Communications Timeline Core Topics

Topics

: - ]

to Action
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Within Our Control

Out of Our Control
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What things happen every year?
. What's the seasonal to-do list?
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What events programs Or services \
| _ also need to be mapped (these are
Iargely Wlthln your Control)?
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What are your primary calls to
action throughout the year?
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What sbry arcs can
they participate -
In with you?.
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there yet?
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want to be known for?

Ask me about

Anything

Bad Answer!
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Core

Story
Arcs

Events or Milestones Main Calls

Events or Milestones

Big Picture Communications Timeline Core Topics

Topics
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to Action
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Within Our Control

Out of Our Control



Editorial
Calendar
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Strategic
messages that
get you closer
to your goals —

WHAUT is the

content about?

THE
WAY
FORWARD

—




You can also add optional elements like

e Who is responsible

e Internal deadlines

e Creative brief or direction

e What stage the content is in (eg, idea, draft,
review, approved, published)

e Notes or conversations as the content is
created

e Post-publication metrics
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An Editorial Calendar in a Spreadsheet at Its Most Basic Level

Week of Feb 1

Week of Feb 8

Week of Feb 15

Week of Feb 22

Week of Feb 29

B
Email Newsletter

Lead:

C
Email Appeals

Ask:

Ask:

D
Direct Mail Appeals

Ask:
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Facebook
M:
T:

W

Th:
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Twitter
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A Basic Editorial Calendar in Google Calendars

Won Tue Wed

Feb1 2 3

8 9 10
EMNews Subject Line: || Email Ask:

15 16 17

Presidents’ Day ENews Subject Line

22 23 24

Email Ask: || EMews subject Line

29

ENews Subject Line.

Thu

Fri

Sat Sun

ENews Subject Line:

2/2/2016

to 21212016

« All day # Repeat: Weekly on Tuesday Edit

Event details

Where

Video call
Calendar
Created by

Description

Attachment

Find a time

() GoToMeeting free | i T

Sign in to GoToMeeting PRO - Learn more about PRO

Add video call
Email Editorial ¥
klerouxmiller@gmail.com

Lead:
Article 1
Article 2

Add attachment




PROJECTS

Facebook Editorial

MONDAY:

AM Facebook- Feb B

PM Facebook- Feb
TUESDAY:

AM Facebook - Feb 2

PM Facebook- FaB
WACKY WEDNESDAY:

AM Facebook- Feb3

PM Facebook- Feb3
THROWBACK THURSDAY:

AM Facebook- Feb4

PM Facebaok- Feb 4
FRIDAY:

AM Facebook- Feb 5

PM Facebook- Feb b

| Feb110am

Facebook Editorial

. AM Facebook-

Comment




Which is most
important?

It depends on what’s holding
you back now, and what you
have control over.



Who are we trying to reach?
(Who cares?)

What’s our message to them?
What do we want them to do and
why should they?

(S0 what?)

What’s the best way to deliver that
message to those people?






Let’s stay in touch!

NonprofitMarketingGuide.com/blog
@npmktgd @kivilm
kivi@ecoscribe.com

Fb.com/nonprofitmarketingguide

Kivi Leroux Miller

Founder, Nonprofit Marketing Guide.com

Nonprofit Marketing Guide.com
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