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Take Inventory

MARKETING STRATEGY TIMELINE
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Week 2 - 4
® Asresearch wraps up we will use

01 BRI

Gather assets going 3 years back.
Completed prior to our engagement.

02 EITI

Social media profiles (all of them)
Website(s)

Logos in all formats/variations
Collateral (print material, mailers,
presentations, videos)

Marketing budget and expenses

05

We will send homework items prior
to call to help you prepare.
Work through the Vision Value

our findings, your goals, and best
practices to create your marketing
strategy.

During this time we will reach out
with additional questions, your
team will need to be available for 2
- 4 calls with us.

Strategy Presentation

When the strategy and marketing
calendar are complete we will regroup
and present the entire strategy to you.

Process. During this call, we will make
* Explore your brand & ideal adjustments and finalize the 1-year
audience. strategy.

03 Research Plan & Execution

Review assets.

06

Week 1

We will develop the research plan
and send to you for review. This will
include demographics and
questions.

During this week we will also
analyze any data you've provided
and research your competitors to
create KPIs and standards.
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Implementation

After we present the final strategy, we
will work wtih you to implement it. We
can stay on at various levels of
involvement from reporting and
oversight to day-to-day
implementation. We are able to fully
staff your marketing needs or work
with your existing teams.




02 Take Inventory

Objective: Understanding what marketing assets you have in your toolkit and how to

VALUE BUILDING determine if they are working or not by tracking the right metrics.

MAR KETI NG Why is this important? Most organizations have either nothing going on in marketing or

I NVE NTO RY they've tried so many things over the years they have no idea what actually works and
what doesnt. The first step to creating a great marketing strategy is to understand what
assets you have and start tracking their performance

o CEITEEN o3 EEICTTEE

Gather assets going 3 years back. What metrics matter

* Social media profiles (all of them) e What to shoot for

e Website(s) * Consolidated Email for Assets

* Logos in all formats/variations * How to organize assets (folder

e Collateral (print material, mailers, structure, password sharing,
presentations, videos) * Monthly reporting at board

* Marketing budget and expenses meetings

02 04

* Google Analytics For more insight into the planning

® Search Console phase of your next marketing strategy,

e CRM/Donor Management check out the articles and resources
Reporting on our website:

* Social Listening/Reporting valuebuildingmarketing.com

* Email Analytics

® Paid Ad Metrics \l/ \l/
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03 Evaluate & Organize

*Click Through Rate (CTR)
*Cost Per Click (CPC)

M ETRICS THAT This is a snapshot of benchmark metrics based on averages

MATTE R across industries. Actual numbers will vary between each industry.
Google Ads Facebook Ads (1G)
* Search CTR: 317% * CPC: $1
© Advocacy: 4.41% ® CTR1%
* Display CTR .46% e Brand Recall 6%-8%
o Advocacy .59% e CPM (cost per 1,000 impressions):
® Search CPC: 2.69% Average $7.19

© Advocacy 1.43%

® Display CPC: .63%
© Advocacy .62%

® Search Conversion Rate: 3.75%
© Advocacy 1.96%

* Display Conversion Rate: .77%
© Advocacy 1.00%

Email Marketing

® Open Rate: 21.33%

© Nonprofit: 25.17%
e CTR: 2.62%

© Nonprofit: 2.79%

® Best practices advise that a
domain authority between 20-30 is
considered good for a local
business.

* Website Traffic Monthly Growth
Rate: 10-20%

® Average Landing Page Conversion
Rate: 2.35%

* Average Sales Closing Rate: 20%
* Average Net Promoter Score:
(NPS) 32
® For an organization looking to grow
a minimum budget of 10% of
revenue or 5% of goal revenue
should be dedicated to marketing
efforts.
© For a non-profit the total for
marketing, communications
and fundraising should range
from 5-15% of the organization’s

The metrics referenced are total budget.

general examples based
upon one point in time and

may not be reflective of your
industry.
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