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From Strategy
to Action




Key e Common challenge

Concepts L
e \What activation really means

e Practical steps for immediate
application






Why Strategies Stall

Kihxx;'mf

Big mission, Competing Failure
small teams priorities to launch




What “Activation” Means

Doing Saying

Turning decisions Aligning people,

into action messages and
channels

< 2
e

Propelling

Creating momentum
early




Activation
Framework
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Five Steps for Activating a Marketing Strategy

A h Must be a clear sub-strategy of the business /
n C O r organizational strategic plan

A d M Who are we trying to move to action? What action?
u I e n C e What will motivate them?

C h I Where are the audiences? When are they
a n n e there? What platforms do they rely on?

M a p Write it down and rely on it

Measure what matters to optimize the

strategy and course-correct as needed




Step 1:
Anchor




Step 1: Anchor to the Business Goal
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One Primary Clear Definition Marketing
Goal of Success Supports ...

What's the one thing Be SMART: Set Activities are aligned
this marketing specific, with and enable
strategy has to do? measurable organizational
outcomes objectives




Step 2:
Audience




Step 2: Define the Audience + Message

LULITEL - Message  Watail-ly
Narrowed [0 0-00 i Clarified

Demographics, Core Message. Desired Outcome,
Psychographics, Tone, Language, Sense of Urgency,
Motivations, Barriers Platform. Relevancy
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Step 3:
Channel




The Right
Channels

Choose Wisely. Prioritize.

e Audience Behaviors &
Preferences

¢ Internal Capacity
e Budget

e Timeline

Social Media:

Not All of Them.

Match Channels
To Behavior.

Fewer Channels.

Better

Core vs. Support

Channels.




Channel Options

Owned
Media

Your Content,
Your Channels

Website & Social
Content

Blogs

eBooks, White Papers

Thought Leadership

Commentary

Reports & Assets

E-newsletter

Board Meetings

Events

Video Storytelling

Loaned
Media

Your Content,
Their Channels

Harnesses the
collective reach of your
employees, Board
members, and their
professional and
organizational
platforms to distribute
your content. Includes

speaking engagements.

Shared
Media

Their Content,
Social Channels

Includes any and all
content posted to
social media about you
that isn’t created by
you. Includes paid
influencer content.
Includes online
word-of-mouth, such
as reviews, shares,
tagging, reactions,
comments, and
hashtagging.

Earned
Media

Your Story,
News Channels

Garners the attention
of the news media to
relay your story to
audiences. Includes
proactive pitching,
newsjacking, backlinks
and published content.
Includes others’ blogs
and pods. Includes
awards.

Paid
Media

Your Story,
Ad Channels

Publishes your content
in a space you've
purchased. Such space
can be in print, video,
audio and digital
spaces. Allows for
controlled storytelling
with precise targeting
and timing.







Before anything else,
preparation Is the key
to success.

—  Alexander Graham Bell




Step 4: Build an Actionable Plan
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Write It Go For Quick Be Realistic
Down! To-Do List Wins First and Flexible




Step 5:
Check




Measure
What Matters

Learn. Adjust.

e Tie KPIs to SMART
Objectives

e Avoid Vanity Metrics
e Expect Data to Inform

e Use Results to Optimize

Limit KPIs:

Choose 3.

Use Data

To Adjust.

Don’t Panic.

Course-Correc




Key Takeaways



Key Takeaways

Anchor
Audience
Channel
Map
Check

Step 1: Clarity and focus! Every tactic should ladder-up
to the single, clearly defined organizational goal.

Step 2: Activation fails when the audience or
message is fuzzy.

Step 3: Focus beats frequency;
consistency beats complexity.

A plan only works if it fits how your
team actually operates.

Metrics should help you make better

decisions — not just satisfy a report.
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What is one action
you can take this
week to keep your
marketing
strategy
activated?




“Perfection is the
enemy of progress”

- Sir Winston Churchill
Prime Minister of the United Kingdom
1940-45 and 1951-55




Thoughts?
Questions?
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SAMPLE MARKETING STRATEGY TEMPLATE

A. RESEARCH
Communications Considerations (Situation Analysis)

A. Opportunity
What will this marketing strategy support? Why do you need it?

B. Industry and Market Insights
Demonstrate need and opportunity from a broader perspective

C. Competitive Set
Identify competing / similar organizations to understand landscape

D. SHOC: Internal Strengths, Internal Hurdles, External Opportunities, External Challenges
Factors that would impact the effectiveness of your organization and/or the ability to
activate and maintain momentum of the marketing strategy

Desired Organizational / Mission Outcomes

A. What is the organization trying to accomplish overall?
These are goals. Example: More Donors

B. How will the organization measure its success?

These are SMART Objectives tied to the Goals. Example: Increase donor base by 10%
in three months

Desired Marketing Communications Outcomes

A. What should the marketing achieve?
Example: Build Awareness

B. Key Performance Indicators: How will these achievements be measured for success?
Example: Garner 15 positive headlines / news coverage about the organization over the
next six months.

B. ACTION PLANNING
Prioritized Stakeholder Groups and Target Audiences
e Who, specifically, does the organization intend to reach in priority order?
If broad categorizations, such as “Community Organizations,” are used, further define

with examples of which “community organizations” are included.

Pro Tip: The “public” is typically the last prioritized audience, if the “public” (as in
“everyone”) even makes the priority list.



Pro Tip: This is the place in the marketing strategy to include Personas, such as the
demographics, psychographics, motivations and barriers of each prioritized target
audience.

Core Message
What is the No. 1 thing all audiences need to know?

Message Modifications by Audience

Pro Tip: Carl Jung’'s 12 Archetypes can be very helpful when modifying a core message (and
developing the channel mix), as it outlines personality traits that can be helpful in understanding
how to best communicate with someone and what will motivate them.

Channel Mix
A list of the priority channels you’ll be using to reach each target audience.

Timeline

A. Launch Date
B. Lead Up To Launch Date
C. Designated Phases, if appropriate (Waterfall Approach vs. Agile Approach)

Overall Budget

C. COMMUNICATIONS APPROACH
Recommended Marketing Communications Approach

A. Tactics and Activities
For each tactic, address the following:

What are we doing?

Why are we doing it? How does it specifically support marketing objectives and
ladder up to organizational goals?

Who is the target audience(s) for this tactic?

Who is responsible for leading and/or completing the tactic?

By when will it be accomplished? What are the touchpoints leading up to the due
date?

Is this an ongoing / repetitive tactic? If so, how often is it repeated?

What is the budget?

What do we expect this tactic to accomplish?

How will we measure it?

What would trigger a course-correction?

O O O O O



D. EVALUATION
Results of Each Tactic and how it supported each marketing objective
Lessons Learned

Future Considerations
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Events, Activities, Messaging and Marketing Opportunities

July 2021 by Julie C. Robbins, Senior Director of Planning

BSE$E@ Calendar of Opportunities

CENTENNIAL YEAR

1. Community Impact

Engage in relevant, issue-based programs and
partnerships to positively impact our coommunity.

B Strategic Pillars, 2020-2023
2. Lifelong Membership

Inspire lifelong membership by creating an inclusive,
engaging and dynamic membership experience.

3. Growth & Sustainability

Enable continued investment in our members,
our mission and our community.

4. Brand & Identity

Foster a culture of communication so we may better share how we
successfully serve the needs of our community.

1. Elevate respect in the community for_

Celebrate_ legacy of service through increased service
hours and by launching a new and impactful community project

WKOF 1

Holidays
& Seasonality

AUG SEPT

8 152229 5 12 19 26
Back to School 6 Labor Day
Attendance

Awareness Mo

Baby Safety Mo

Black Business Mo BT

a Boomers Making a
SaIaUS Difference Mo

Observances

for Possible Get Ready for
Tie-ins Kindergarten Mo

Hispanic Heritage Mo
Hunger Action Mo

People Skills Mo

WK OF (Sunday) 1

= VM

Women's Business Day

- ffice Closed

Centennial Ad Post-Saturday
Volunteerism

Centennial Revealed at | N
Centennial Kickoff (Possible Dates)

Centennial 100 Hours of Service
(Saturday after Kickoff event)

Women's History Month Panel

Centennial New Impact Project

Centennial Exhibit Opens

Arkansas Women's Hall of Fame
City of LR Proclamation Event
LR Rotary Club 99 Panel

Nat'l Philanthropy Day
Finale Event

ocT

3 10 17 24 31 7

12 Columbus Day
31 Halloween

Breast Cancer
Awareness Mo

Bullying
Prevention Mo

Domestic Violence
Prevention Mo

Dyslexia
Awareness Mo

Complementary Desired Outcomes for Centennial Year

2. Instill pride amon -membership

Attract more interest and involvement among |l members S and build
excitement that will radiate outward intoo the community

~ Centennial Year Theme: A Legacy of Impact

CENTENNIAL OPPORTUNITIES

NoVv DEC JAN FEB MAY
14 2128 5 121926 2 9 16 2330 6 13 20 27 6 13 20 27 3} 10 17 24 1 8 15 22 29
Hanukkah
. Ki § o .
Menson aucamame  Newtersow e iy st e

25 Christmas Day
31 New Years Eve

30 Memorial Day

Black History Mo
DDJAwarenesskic Celebrate Diversity Mo
Boost
Self-Esteem Mo Expanding Girls' Horizons

in Science & Engineering Mo

30 Nat' Day of Giving

Financial Community Spirit Days

Wellness Mo EPCBEEEE Financial Literacy Mo Creative

Beginnings Mo

Ideas Mo

Get A Balanced Consumer

Gratitude Mo

Inspirational
Role Models Mo

Protection Wk
Get Organized Mo Self Check Mo

Mentoring Mo Time

Listening
Awareness Mo

Ethics Awareness Mo

Informed Women Mo

School Library
Media Mo

Family Reunion Mo

Historic Preservation Mo

R . . et N A & i Stress Awareness Mo Jewi;hrAmer
T 0] Awareness Mo Relationship Ermbomering Mo
omen's Friendship Mo Reading Group Mo Scholarship Mo Wellness Mo Nutrition Mo P 9
Chg\j::’::gg:&i‘y Work & Family Mo - Women's History Mo Velluiaey (Yo
AUG SEPT OCT NoVv DEC JAN FEB MAR APRIL MAY
8 152229 5 12 19 26 3 101724 31 7 14 2128 5 121926 2 9 16 2330 6 13 20 27 6 13 20 27 3 10 17 24 1 8 152229
CENTENNIAL COMMITTEE ACTIVITIES
19 16 21 20 17 17?2 12 19

28

20-31

Ad will run in the Dem-Gaz
Sunday after the Saturday that]
members volunteer at various

organizations around the city. The ad
will list the organizations by name.

Secure ad space;
coordinate with Ellon

20
2/2 14 22

[members will volunteer
multiple organizations around
the city on the Saturday
following the Kickoff event.
Date TBD; Clinton Center is lead

Announce Rockefeller ECC as
Next Major Impact Project

Marketing Subcommittee
is lead
Consider May (instead of

April); May is Nat'l Historic
Preservation Month

~

JUNE
5 12 19 26

Dads & Grads
19 Father's Day
19 Juneteenth

Effective
Communications Mo

Nat'l Family Mo

International
Men's Mo

JUNE
5 12 19 26

16?

3

3

3. Create financial stability for the future

Raise money to support- operations and community impact projects

JurLy

10 17 24

4Independence Day

Get Ready
For Kindergarten Mo

Black Family Mo
Ice Cream Mo

Make A Difference
to Children Mo

25 Parents Day
Picnic Mo

‘Watermelon Mo

JuLy

10 17 24

21?

AUG

31 7 14 21 28

Back to School

Black Business Mo

Boomers Making a Difference
Mo

Get Ready
for Kindergarten Mo

Immunization Awareness Mo

What Will Your Legacy Be Mo

AUG
31 7 14 21 28
18

4. Emphasize - relevance to new generations

Stay on message throughout about the- impact in the community

and individual members' persona a tru sm and leadership

SEPT OoCT NOV DEC
4 M 18 25 2 9 16 23 30 6 13 20 27 4 n 18 25
Hanukkah
8 Election Day Kwanzaa
6 Labor Day [ ;"L“a"‘::x:;ay 11 Veteran's Day 24 Christmas Eve
24 Thanksgiving 25 Christmas Day
31 New Years Eve
PR Breast Cancer
Awareness Mo
Awareness Mo
Bullying
BabvEaisie Prevention Mo
CeetfpasEaiaty Mo Class Reunion Mo 30 Nat'l Day of Gving
Hispanic Heritage Mo 5, egic violence Prevention Gratitude Mo
. Mo
Hunger Action Mo Homneless Awareness Mo
Dyslexia
Intergeneration Mo Awareness Mo Inspirational
People Skills Mo o Rele MesEs Mo
Financial
: Planning Mo Native Amer
Strategic Thinking Mo P Al
— CooKbookMo
Scholarship Mo
Childhood Obesity Beaclng[GotplNo
AREEEES M Work & Family Mo
SEPT OCT NOvV DEC ‘
4 M 18 25 2 9 16 23 30 6 13 20 27 4 Ll 18 25
15 20

Rely on AB Economic
Insert for Talk Track



BSE$E@ Calendar of Opportunities

AUG SEPT ocCT NOV DEC JAN FEB MAR APRIL MAY JUNE JuLy AUG SEPT OoCT NOV DEC

WKOF (Sunday) 1 8 152229 5
MARKETING SUBCOMMITTEE
Key Message: "We believe in
Ensure coordination o and Centennial events across all internal and external marketing and communications; help integrate Centennial talking points into all

12 19 26 3 1017 24 31 7 14 2128 5 121926 2 9 16 2330 6 13 20 27 6 20 27 3] 10 17 24 1 8 152229 5 12 19 26 3 10 17 24 31 7 14 21 28 4 1N 18 25 2 9 16 23 30 6 13 20 27 4 n 18 25

programming; and assist with Centennial media placements.

Economic Impact
Feature from AB

Interaction In Development In Production Centennial Feature In Development In Production

Centennial AR Business Economic
Impact Insert

Cetennial Kickoff Event: ADG Profile
Centennial: Secure Gov's Proc for Kickoff
Event; request it here: https:/bit.ly/3j98688
Features/Media
Centennial LR Chamber Features

Centennial/Women's Hall of Fame:
Inviting Arkansas Feature

Coordinate pitching to Arkansas Business with-, who has already begun communications with Arkansas Business
Pitch to ADG for
February

Requires min. 30-day
notice to Gov's Office

TBD, in advance of

Centennial Kickoff event

Featuring a-business woman; coordinate with_

Pitch for April

Prepare and finalize content for insert

Feature publishes

Women's HOF Event

Insert publishes

B office Closed 2031
Community Impact Focus_ Baby Welfare Station (20s): 7 on Your Side (80s): Consumer - (00s): — -(605) _(BOS)» Nat'l (90s): (905): (50s):
st mpact Project rotect'n Wareness Mo ack to School unger Action Mo enin
1 Impact Proj P 'n Wk DD A\ M Back to School Hunger Action M [Opening
History/Exhibit Opening
- Pics and list of organizations from Saturday 2 (7 ﬁ . e
volunteer day social media o o rolimaers e = Consider a social media - Consider a social media [ S . [ . er's
fundrai pport
- Pics, news release, video, etc. from - Women's History Month panel at Clinton a:ggﬁ“&iﬁ;g‘;fﬂa";‘sﬁ"zgsfc ET A support} - Consider a social media fundraising PEICHERCOETE3 W‘S‘”g Setesienct Business o
;A(/Sahri;ﬂnb'eer:(FBusmess KickoirEvent conter RISy - Exhibit opening - Chamber's League efforttosupport Centers - City of LR Proclamation Event f:/:fﬂl" it
- chamber sJllBusiness Woman - Consid | edic fundraising effort to Business Woman feature - Chamber s [ llBusiness ~chamboer s[lBusiness - Chamber B usiness
D - chamber sl Business - chamber s llBusiness Woman feature Worman feature - Repurpose
- This month's "Minute" content  feature support| Wornan feature - chamber s|llBusiness
Woman feature Woman feature B OETRS Ym o content from
. . o . . . . . - . - This month's "Minute" content - This month's "Minute" content AB Economic
Cenennial Social Media Content élgfor:qomnf:;;ec;r%r?:crugy - This month's "Minute" content fecartwjgbers-susmess Worman e P ETeD eGSR content This month's "Minute" content et e ot content \mpact InGert
- p— content - . — p— - This month's Community - This month's Community i -
. . . is month's Community o . - This month's Community ML iS month's Community . . Subcommittee shift focus Subcommittee shift focus s MORKH'S | This month's
- This month's Membership event Subcommittee shift focus - This month's "Minute" content g . . Subcommittee shift focus  Subcommittee shift focus - This month's Community Membership
ubcommittee shift focus - This month's Community o » _ e Membership
[ - BB POTE e ; Subcommittee shift focus i o Membership. - This month's Membership event - This month's Membership - This month's Membership event event
coverage/features shift focus SUBEERLBbER E R A event ~This month's Membership event ¥ - Centennial
FremasE - Centennial news coverage/features - This month's Membership - Centennial news coverage/features e ~Centennial news we | |-Centennial
9 ) - Centennial news coverage/features  event 9 . - Centennial news coverage/features news
- This month's Membership event - Centennial news - Centennial news coveraaeoatires coverageffeat | (oU ot
_ - coverageffeatures. coverageffeatures. 9 i
- Centennial news coverage/features coveragbfaatures
Centennial Kickoff: News Alert media | Eventdate TBD.2/2,2/14 and
Conference/Media Coverage 2/22 are under consideration
Ad will run in the Dem-Gaz
. . Sunday ofter the Saturday that}
Centennial Ad Post-Saturday Secure ad sp members volunteer at various
Volunteerism coordinate with organizations around the city. The ad
will list the organizations by name;
20 17 072 12 19 16? 2172 18 15 20
ADG High Profile Feature Outgoing President
ADG Society Spread Intro New Mbrs
Soiree Feature in Advance of Dec
Finale Event
Social Media Opp: Group Photo of past- 16-19
chairs
edia Opp: Group Photo of past 24
chairs
WKOF (Sunday) 1 8 152229 5 12 19 26 3 1017 24 31 7 14 2128 5 121926 2 9 16 2330 6 13 20 27 6 13 20 27 3 100 17 24 1 8 152229 5 12 19 26 3 10 17 24 31 7 14 21 28 4 1T 18 25 2 9 16 23 30 6 13 20 27 4 Ll 18 25

COMMUNITY SUBCOMMITTEE
Key Message: "We strengthen B
Solidify commmunity focus shift calendar for 2022; integrate Centennial community focus shifts into

requirements for 2021-22 and 2022-23; and assist in highlighting 10 legacy impacts and identifying the next

impact to ensure it aligns with 's strategic plan.

KOTA Camp
Stuff the Bus 6
COVID Vaccine Drive-Thru 7

Nonprofit Board Institute (NPBI)
NPBI Graduation
nnial Food Insecurity Panel.

Little Readers Rock
Holiday House
Office Closed

Centennial Community Shift Focus

Centennial Kickoff Event
Centennial 100 Hours of Service

Centennial New Impact Project

ALICE Training at All-Arkanas
Retreat

DEVELOPMENT SUBCOM

10-12

20

1013
20-31

Diaper Driv-

MITTEE

Key Message: "We sustain |

Provide support for the 2n

d Century Campaign and ensure coordination for develoment across major

Centennial fundraising efforts are noted properly in Digital Cheetah and help wil follow up.

2nd Century Campaign Launches
2nd Century Campaign In Market

Pre-Preview-Party Party
Centennial Re-member Events
(incorporate ask)

Holiday Ask to Mbrs
Office Closed
-Spring Ask to Members

Centennial Development/Ask Opps

28

10

Past HH Chairs.

20-31

$100 for 100 Years! Social
Media Giving Challenge

AUG SEPT ocCT NOV DEC JAN

Date TBD
Next Maf t

Saturday following Kickoff Event

fundraising platforms/events; assist with grants or RFPs to help support Centennial events; coordinate with

2nd-Oldest o Alurni [3rd-Oldest
Classes (1970s?) ® lasses (1980s?)

iving

Love the| G
I

Challenge

FEB MAR APRIL

21? 8

8/6

past-chaws

Men|
Campaign

Nat'l What Will Your Legacy Be
Giving Challenge

MAY JUNE JuLy AUG

9-11?

\olunteer Shift a

-A‘umm

SEPT

20

16-19

-Ah-m']ni

- O e
o_

OoCT NOV

finance to finalize budget for 2021-22; and ensure that

DEC



BSE$E@ Calendar of Opportunities

WK OF (sunday) 1 8 152229 5 12 19 26 3 10172431 7 14 2128 5 121926 2 9 16 2330 6 13 20 27 6 13 20 27 3 10 17 24 1 8 152229 5 12 19 26 3 10 17 24 31 7 14 21 28 4 N 18 25 2 9 16 2330 6 13 20 27 4 N 18 25
MEMBERSHIP SUBCOMMITTEE

Key Message: "We are B
Coordinate membership events calendar for 2022; encourage actives to be involved in Centennial events and integrate Centennial community focus shifts into requirements for 2021-22 and 2022-23; assist with Centennial placements if needed; and help with
engagement campaign to bring back those who took a hiatus from or haven't interacted in a while. Key Message: "We are
Board Mtg 2 13 4 8? 6? 3? 7 7 4 1? 6? n? 8/1? 122 3? 7?
Centennial Briefing 13
Fall Event 5) ?
Luncheon 4
19 16 21 20 17 172 12 19 16? 21? 18 15 20
Diversity Training 25
Directory Distribution
Leadership Wk 13-18 12-16
Training 18

Lunch & Learn

; ; o Job Well Dong! |
2l Re- ' 1922 Society and| qzrvd-oldest . Golf Outing Family Picnic Re-member Event . .
Centennial Re-Member Events Past HH Chairs Oldest Generati Generations/Classes (1970s?) [Ezme A 0s7) (s Chairs  \women's Golf Month) Nat! Picnic Month) at Museumn of Discovery [ € 9.9, EmbeEhipllicavBalt

Holiday Party 9
Office Closed 20-31
hair-Elect Training 19 n

Board Retreat 21-22

New Mbr 20-21 EQY Event 2
Centennial Kickoff 2/2
-New Mbr 21-22 Application
-Dast Presdents Luncheon 16

- New Mbr Acceptance 21-22
Party

-New Mbr 21-22 Retreat
All-Arkanas Retreat + ALICE 8/6

Training



