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In an environment where multiple organizations are chasing the same dollars, business 
sponsors and volunteers, standing out among the crowd is critical to success.  What�s 
more, nonprofits struggle against a tide of decreasing operating budgets and limited 
resources, often relegating marketing to a mere afterthought.  Fortunately, there are 
simple, affordable and effective solutions to differentiating your offering and effectively 
reaching your target audience.  

�The Non-Profit Marketing Plan Walkthrough� is a part of Blattner Brunner�s Brand 
Energy Workshop Series, teaches nonprofits how to develop marketing communications 
that resonate with your audience, along with the tools, tips and resources to make your 
organizations standout.	

What you can expect from this workshop:

�	 Marketing experts from Blattner Brunner will be onsite to guide you step by step 
through the elements of a marketing plan

�	 You�ll be given this workbook that will provide you with the core elements of a marketing 
plan so that you can walk out of this training armed with the knowledge and outline for 
creating your own plan

�	 The walkthrough will also include very specific interactive marketing tactics that will 
enable your organization to utilize and maximize the internet to reach your audiences for 
little to no out of pocket costs

Copyright Information
You are free:
• to Share�to copy, distribute, display, and perform the work

Under the following conditions:
• �Attribution. You must attribute the work in the manner specified by the author or 

licensor (but not in any way that suggests that they endorse you or your use of the 
work). Attribution language: �Produced by Blattner Brunner, Inc. in collaboration with 
Greater DC Cares.� 

• Noncommercial. You may not use this work for commercial purposes.
� No Derivative Works. You may not alter, transform, or build upon this work.

For any reuse or distribution, you must make clear to others the license terms of this work. 
The best way to do so is by linking to: http://creativecommons.org/licenses/by-nc-nd/3.0/us/ 

Any of the above conditions can be waived if you get permission from the copyright holders.

INTRODUcTION

http://creativecommons.org/licenses/by-nc-nd/3.0/us/
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Greater DC Cares is an innovator in the �eld of philanthropy. We magnify the impact of 
social change efforts in the D.C. region by rede�ning volunteering and philanthropy to 
encompass all community assets. 

In doing this, we are a non-monetary community foundation. This revolutionary approach 
is changing the face of philanthropy, yet the idea is a simple one.

Like a traditional foundation, we provide grants to nonpro�t organizations to help build 
their capacity. But our grants are in the form of community assets other than dollars. We 
strongly believe these readily available resources � volunteers, pro-bono consultants, 
nonpro�t board members, goods and services � are just as valuable as dollars! And we 
connect them with grantmakers� dollars for even greater effect.

Thousands of volunteers, 300+ nonpro�t organizations and 350 businesses are all part of 
Greater DC Cares� network of partners. Working together, we create:

Greater impact. This bold new approach enables our partners to create positive social 
change in our region. Conservatively, we estimate that our efforts infuse more than $4 
million worth of labor and expertise into the region annually! 

Greater value. Our partners contribute in ways that add huge value to our communi-
ties. Volunteers provide time, energy and skills. Businesses donate not only �nancial 
resources but also community assets other than dollars. Nonpro�ts tap into our �bank� 
of community assets, increasing their capacity to ful�ll their critical missions.

Greater �exibility and ease. We identify the right resources to meet the needs of our part-
ners, and help forge relationships that are bene�cial to all. We engage the time, energy, 
skills and interests of the available resources, and match them with the greatest needs. 

We do our work in ways that develop the capacity of all our partners � building powerful 
nonpro�ts, strengthening businesses, and increasing volunteer activism and leadership.

And we are driven � above all � to solve the key social needs 
of the Washington, D.C. region and its people.

For more information
Email Curtis Cannon, Director of Client Services, ccannon@greaterdccares.org 
or call at 202-777-4443. We invite you to visit www.greaterdccares. We�re here to help!
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About Blattner Brunner
Blattner Brunner is an independent advertising and marketing services firm with offices 
in Washington, D.C.; Pittsburgh; and Atlanta. We are a 2006 O�Toole Award finalist for 
best mid-sized advertising agency. Blattner Brunner has also been recognized by The 
Obie Awards, The One Show and the Web Marketing Association. The agency provides 
advertising, direct, interactive, public relations and design services to clients including 
Zippo, AARP, the American Bankers Association, Pew Research Center, numerous 
GlaxoSmithKline brands, GNC, Golf Pride and many other top national brands. 

Our Services
 
 

Key Strengths 
Building a brand in a commoditized marketplace—We are particularly adept at 
building brands that are differentiated, meaningful and deliverable: re-energizing them to 
rise above the clutter of commoditization. 

Establishing a passionate connection between the brand and the target audience—
Whether they are employees, employers, stakeholders, existing or prospective volunteers, 
brand advocates are the key to true and sustainable growth. It�s about acquiring new 
believers; it�s also about keeping and growing the ones you already have. We don�t just 
want them to continue to believe in your brand, we want them to tell others about it. It�s 
the best form of advertising we know. 

Taking a holistic approach to communicating your brand message—We know the 
importance of maximizing every touch point when interacting with the target audience. 
We also know that interdisciplinary thinking is critical to success today, which is why 
we take a holistic approach to planning that results in what we call �Contact Strategy.� 
Professionals specializing in everything from media planning and buying to public 
relations to interactive to direct and beyond, work together to help our clients deliver 
consistent brand messages�in sometimes unexpected, but always relevant, ways�at 
every intersection with the target audience. 
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Contributing Authors and Presenters

Jack Davidson�VP, Managing Director, Blattner Brunner
Jack is a senior-level advertising/marketing executive with an exceptional record of 
accomplishments in membership marketing, event promotion and educational initiatives 
for national trade associations including AARP, the American Bankers Association and 
the National Business Aviation Association. Jack�s expertise extends to brand building 
and strategic marketing for clients that have included the National Wildlife Federation, 
Sprint, Verizon Wireless, Lockheed Martin and The Wall Street Journal. He has a strong 
understanding of all marketing communications disciplines, including research, planning, 
creative development, advertising, sales promotion, interactive and direct. Jack has 
worked in marketing communications in the DC market for nearly 20 years, including as 
a partner in his own marketing communications firm.

Peter Corbett�Interactive Strategist, Blattner Brunner
Peter comes to Blattner Brunner with a breadth of knowledge and experience perfectly 
suited for his role, which focuses on moving clients� digital marketing forward. Peter�s true 
passion is working with clients to engage their audience(s) using online tactics. From web 
site creation to online media campaigns, email marketing and social media, Peter has the 
experience and understanding to help marketers wrap their minds and business models 
around the interactive space. Peter has a degree from Emory University�s Goizueta 
Business School with a focus on operations, management and entrepreneurship. 

Mark Adams�Senior Strategist, Blattner Brunner
Prior to joining Blattner Brunner as a senior strategist, Mark Adams developed solid 
marketing, public relations and strategy expertise while working for several premier global 
financial services companies, including T. Rowe Price and Merrill Lynch. In his role with 
these companies, he focused on marketing products directly to individual investors and 
the financial advisors who serve them. Mark has also worked extensively as an agency 
strategic account planner with clients such as Deltek, Accenture, GlaxoSmithKline, 
Prevent Cancer, Finnegan Henderson, Greater DC Cares, Woolly Mammoth Theatre 
Company, AARP and Watson Wyatt. Augmenting his marketing background, Mark has 
extensive management consulting and client relationship experience gained from global 
consulting and technology leader Booz Allen Hamilton. In addition, Mark has Capitol 
Hill experience, having worked in a public affairs capacity for former U.S. Senator John 
Heinz. He has a B.A. in political science from Bucknell University and an M.B.A. from 
Virginia Tech.

For more information about Blattner Brunner, please contact:
Peter Corbett 
202-741-8057
pcorbett@blattnerbrunner.com
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Demographics
Selected population characteristics as used in government, marketing or opinion 
research, or the profiles used in such research. Commonly used demographics include 
race, age, income, mobility (in terms of travel time to work or number of vehicles available), 
educational attainment, home ownership and employment status.

Psychographics
Any attributes relating to personality, values, attitudes, interests or lifestyles.

SWOT Analysis
A strategic planning tool used to evaluate the Strengths, Weaknesses, Opportunities 
and Threats involved in a project or business venture, or in any other situation where an 
organization or individual must make a decision in pursuit of an objective.

Word of mouth
A reference to the passing of information by verbal means�especially recommendations, 
but also general information�in an informal, person-to-person manner. Word of 
mouth is typically considered a face-to-face spoken communication, although phone 
conversations; text messages sent via cell phones; and web dialogue, such as online 
profile pages, blog posts, message board threads, instant messages and email are often 
now included in the definition of word of mouth.

Search Engine Marketing (SEM)
A set of marketing methods to increase the visibility of a web site in search engine results 
pages (SERPs).

GLOSSARY
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1.0 Executive Summary
This section should include a description of what your organization does, how it does it, 
its core differentiating factor(s) and your organizations place in the market.

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 

___________________________________________________________________________

___________________________________________________________________________

1.1 Mission
The mission statement of your organization should be a few sentences that provide a 
reason to believe in your product/service. If your organization didn�t exist, what would 
the market lose?

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 

___________________________________________________________________________

___________________________________________________________________________

2.0 Situation Analysis
This section provides an overview of the current market realties your organization 
faces. Both challenges and opportunities overviews go here. What has happened, or is 
happening now, that has impacted your organization?

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 

___________________________________________________________________________

___________________________________________________________________________

mARKETING wALK-THRU
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2.1 Market Summary
Geography, competitive landscape and an overview of growth trends for your market 
goes here.

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 

___________________________________________________________________________

___________________________________________________________________________

2.1.1 Market Demographics and Behaviors
Age, gender and household income are the core demographic indicators for any business. 
Behavioral profiles (psychographics) speak to how your target audience thinks and 
acts. These insights helps a marketer tailor messaging in order to create an emotional 
connection with these audience(s).

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 

___________________________________________________________________________

___________________________________________________________________________

2.1.2	 Market Needs
This section answers the following question: How can my organization serve the unmet 
needs of my market?  What is unique that your oranization can bring to the table?

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 

___________________________________________________________________________

___________________________________________________________________________
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2.1.3	 Market Trends and Growth
Restate the overview of trends and growth patterns in your industry.
�	� Include primary/secondary research that confirms your conclusion for growth and 

trends, including:
	 	 Surveys;
	 	 Articles in the business press;
	 	 Interviews with customers, competitors and colleagues; and
	 	� Industry research gleaned from relevant authoritative sources (e.g., GDCC, industry 

associations, etc.).

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 

___________________________________________________________________________

___________________________________________________________________________

2.2 SWOT Analysis
The following section should outline your organization�s strengths, weaknesses, 
opportunities and threats. Do the strengths and opportunities outweigh the weaknesses 
and threats? What is the primary weakness? Is this something marketing can solve?

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 

___________________________________________________________________________

___________________________________________________________________________
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2.2.1	 Strengths
Examples of strengths:
� Progressive reputation
� Donation transparency
� Helpful/educational information provided
� Ease of donating/volunteering
� Customer reviews mainly positive
� Financially stable
� Dedicated, passionate staff open to new ideas
� Unique offering providing effective differentiation

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 

___________________________________________________________________________

___________________________________________________________________________

2.2.2	 Weaknesses
Examples of weaknesses:
�	 Lack of overall awareness about the organization has hampered growth
	 	 Capitol requirements are exceeding donations
	 	 Low word of mouth (WOM) about the service/organization
�	� Ability to accurately track/capture how a donor/volunteer heard about the service/

organization
�	 Lack of a nimble, overall integrated marketing effort 
�	 Overworked staff with limited resources

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 

___________________________________________________________________________

___________________________________________________________________________



Marketing 101  Page 12

2.2.3	 Opportunities
Examples of opportunities:
�	� Leverage WOM marketing via clear and flexible marketing strategies that include buzz, 

grassroots marketing, product/service evangelism and referral programs, among other 
initiatives

�	 Build deeper loyalty among donors/volunteers via engagement vehicles (e.g., blogs)
�	 �Develop more effective positioning/messaging that resonates with the target audience
�	 Grow single donor base within and outside the metropolitan area
�	 Increase professional development of staff
�	 Leverage existing strong community ties to increase awareness
�	 Leverage partnerships with other charitable organizations & businesses
�	 Fully leverage business partnerships

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 

___________________________________________________________________________

___________________________________________________________________________

2.2.4	 Threats
Examples of threats:
�	� Declining DC market for product/service over the past two years could potentially 

indicate a market saturation/declination point
�	� Economic impact of bad client reviews is strong and needs to be neutralized through 

effective PR
�	 Declining donations to this type of organization is in line with the national trend
�	 Client retention is a issue

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 

___________________________________________________________________________

___________________________________________________________________________
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2.3 Competition and Alternative Providers
This section should include all competitive research you�ve conducted. Include data on 
competitor�s donors, service features, events and other relevant info.  Also include insight 
into indirect competitors like after school programs etc.

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 

___________________________________________________________________________

___________________________________________________________________________

3.0 Marketing Strategy
In this section, you want to communicate the unique value your organization offers.  What 
is your overarching marketing strategy? Do you attract donors/volunteers through mass 
media, such as TV and radio? Include key points about your marketing strategy, such 
as:
�	 Build overall awareness regionally and nationally
�	 Grow existing client/volunteer loyalty and donor base
�	� Grow single donors and convert them to recurring donors
�	 Facilitate donation ease and service accessibility for target audiences
�	 Enhance the level of client engagement with the product/service

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 

___________________________________________________________________________

___________________________________________________________________________
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3.1 Marketing Objectives
To deliver on your marketing strategy, your marketing objectives could look like this:
�	 Baseline data: 150 volunteers, $15,600 in individual donations, $150,000 in corporate 
donations, 43 positive client review, 12 negative client reviews, 2 general interest stories 
in 2006, 10,000 unique web visits per month.
�	� Increase the number of positive client reviews by 30 percent and increase the number 

of general interest stories fueled by potential WOM tactics by 50 percent in an effort to 
generate positive product/service awareness

�	� Increase single donations from X to Y to meet the benchmark established by competitors 
of a similar size 

�	 Increase the number of frequent donors
�	 Increase web site visits and donation conversions online
�	 Enroll all marketing personnel in professional development classes

Also include your final objective (i.e. raise $50,000 through 6 special events).

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 

___________________________________________________________________________

___________________________________________________________________________

3.2 Target Markets
Detailed info about your target market goes here. Include information about the people 
you serve, as well as donors, business partners and policy makers. For example:
�	 35�54, employed full-time 
�	 Has household income of $50K+
�	 Skews heavily female, higher educated, with no children
�	 Is likely to volunteer with friends, spouse or significant other 
�	 Values honesty, integrity, enjoying life, curiosity and stable personal relationships 
�	� They also like intellectual challenges, travel, trying new things, staying informed on 

social and political issues, relaxing and enjoying as escape from the world sometimes 

Include other potential secondary and tertiary markets of interest.

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 
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___________________________________________________________________________

___________________________________________________________________________
3.3 Positioning & Messaging
This should be a few sentences that include your positioning statement (if you have 
one) and a value proposition. The following characteristics are an example of how your 
positioning should make the audience view you:
•	� As a Challenger—We challenge you with provocative, edgy and stimulating experiences. 

We don�t want you to simply volunteer/donate, go home and forget about it. We challenge 
you to think differently about this enaging with us.

•	� As an Engager—We extend the our product/service experience to you in a welcoming, 
friendly, unpretentious and engaging way. We don�t put on airs, or come off as arrogant 
or conceited. We engage your mind with an exciting, thought-provoking experience 
that stays with you long after you�ve donated/volunteered.

These words are the basis of a brand personality. What is your brand�s personality and 
what do you want it to be?

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 

___________________________________________________________________________

___________________________________________________________________________

3.4 Marketing Execution
This is where the rubber meets the road.  Discuss all marketing initiatives to date. What 
has worked? What hasn�t? What are your competitors doing? How is the competitive 
landscape changing in such a way that you will need to approach your marketing 
differently in the future?

How are you using the following?
•	 Public relations:
•	 Online tactics:
•	 Direct mail:
•	 Email:

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 
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___________________________________________________________________________

___________________________________________________________________________
3.4.1 Tools 
List the tools that you can use to tackle your market opportunities and strengthen your 
weaknesses. For example, word of mouth is a very relevant marketing tactic for small 
non-profits. There are a variety of tools to help talkers spread the word. This list is only 
partial, and it�s important to craft a strategy that effectively uses each at the right time and 
in concert with traditional marketing tools (e.g., direct mail) to achieve greater WOM. 

�	 Message boards
�	� Viral marketing 
�	 Online community outreach
�	 Loyalty programs 
�	 Outreach teams
�	 Onsite and off-site events
�	 Giveaways
�	 Seminars
�	 Open houses 
�	 Testimonials
�	 Podcasts/RSS
�	 Direct mail and email/e-newsletters
�	 Content partnerships
�	 Strategic partnerships with organizations that share your interests
�	 Games/contests
�	 Ads
�	 Search engine marketing 

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 
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___________________________________________________________________________

___________________________________________________________________________
3.5 Your Marketing Model
This marketing model shows how marketing executions described in the previous section 
progress both for individual products and the organization as a whole. Marketing the 
organization should be an ongoing effort. Don�t lose sight of the opportunity to build your 
brand while you�re selling an individual product or service. 

 
Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 

___________________________________________________________________________

___________________________________________________________________________

Audience/Who? Goal/Why? Objectives/What? Tactics/How and when? Success Metric

Non-donors /

volunteers

� Create awareness
� �Gain an understanding 

of brand�s value
� �Begin to form a loose 

connection
� Accessibility is key
� �Get them or a friend to 

donate/volunteer once

� Increase # of �rst-time donors/
volunteers
� �Increase # of �joiners� to online 

vehicles

� Some direct mail and email 
� Ads and radio key outreach periods
� Ongoing online (e.g., SEM and social networking)
� �WOM buzz events with larger ones between key 

outreach periods
� News coverage around buzz generating events
� �Open houses during downtimes but shortly before 

key outreach periods

� �20% inc. in # of �rst-time donors
� 20% inc. in # of volunteers
� 30% inc. in # of web visits
� �20% increase in blog readership and 

email sign-ups
� 20 people attending open houses
� �One general story per quarter covering 

a buzz event

Infrequent donors / 
volunteers

� Increase awareness
� �Improve understanding 

of brand value
� Form closer connection
� �Broaden product/service 

consideration
� Increase market share
� �Winback! Get them to 

donate/volunteer again 
or refer a friend

� �Acquire some referrals via passive 
pass along when they won�t 
donate/volunteer again, but will 
forward to a friend

� �Encourage blog reading and 
writing from them or the referred 
friend

� �Convert them and/or friend to 
become an occasional donor/
volunteer

� Some direct mail and email
� Ads and radio around key outreach times
� Ongoing online (e.g., SEM and social networking)
� �WOM buzz events with larger ones between key 

outreach times
� News coverage around buzz events
� �Open houses during downtimes but shortly before 

key outreach periods
� Ads in other relevant pubs.

� �Realize a 25% increase in new blog 
commentators and positive blog reviews 

� Increase retry/winback rate by 25%
� Increase volunteers by 30%
� �Increase new donations from people 

who donate to competitors

Frequent donors / 
volunteers

� Deepen loyalty
� Deepen engagement

� �Convert them to premium dona-
tion / volunteer program (board 
membership?)

� �Acquire many referrals via active 
pass along that they use with a 
friend(s)

� �Heavy direct mail and email from existing database 
around key outreach times

� Ads and radio around key outreach times
� Ongoing online (e.g., SEM and social networking)
� �WOM buzz events with larger ones between key 

outreach times
� News coverage around buzz events 

� �Realize a 25% increase in new blog 
commentators and positive blog reviews 

� Increase retry/winback rate by 25%
� Increase volunteers by 30%

Sample:
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4.0 Ongoing Marketing
Complementing your marketing strategy and execution with targeted programs aimed at 
building loyalty among your audiences is key.  These programs have the benefit of building 
a relationship with your audience, but also the added benefit of having a loyal audience 
spread the word about your organization.  People are much more inclined to donate or 
volunteer when they hear how rewarding it is from a trusted source like a colleague or 
friend.  Your relationship-building programs make this happen.    If you have a program 
in place, what is working and what is not working?  What should you leverage and what 
should you revamp or even discontinue?  Why are folks donating and/or volunteering? 
The best two sections go into more detail on some of these programs.

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 

___________________________________________________________________________

___________________________________________________________________________

4.1 Frequent Donor/Volunteer Retention Strategy
An ongoing strategy to build relationships with other organization stakeholder groups, 
especially frequent donors/volunteers is critical. A lynchpin to a successful loyalty 
strategy is the cultivation of strong relationships with regular donor/volunteers in an effort 
to convert them to life-loyal advocates of your brand. This multi-faceted effort involves:

�	� Leveraging frequent donors/volunteers—cultivating long-term relationships with 
frequent donor/volunteers is the key to the succes of your organization. This can be 
done by offering special events, networking opportunities, and other incentives for 
enagement with the brand.

�	� Re-engaging former donors/volunteers—uncovering the reasons why former 
donors/volunteers left, offering an incentive for a new and improved relationship if they 
come back. 

�	� Facilitating referrals—gaining referrals from current donors/volunteers by offering an 
incentive to a friend who accompanies them is an easy way to bring in more potential 
donors while keeping many existing ones happy.

�	� Supplying a personal touch—key staff contacting larger donors and longer-term 
advocates (i.e., those beyond three years) is a great way to reinforce your brand 
perception with this key audience.
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Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 

___________________________________________________________________________

___________________________________________________________________________

4.2 Business Partner Outreach
While your organization could be commended for its involvement partnering with 
businesses, there is always more you could be doing to maximize the benefits you 
provide:

�	 �Integrating business plans—contacting all of your business partners to seek ways 
each organization can be integrated with the other�s business plans. Perhaps annual 
galas are a starting point since they generally attract larger buzz. 

�	 �Employee outreach—reach the employee base of corporate partners by offering 
services that may or may not be subsidized by that organization�s human resources 
department. This should be standard practice for all partnerships, if it isn�t already.

�	� Mail list usage—you should ask for one- or two-time use of an organization�s member 
list for a special offer to their member base.

Businesses are especially powerful because they come with their own built-in network of 
talkers and they are involved, organized and have ready-to-go communication channels. 
When you connect with partner businesses in the right way, everyone in that business 
has a reason to talk you up.

There are many ways for a business to donate; they can provide skilled volunteers, hands-
on volunteers, nonprofit board members, in-kind goods and services and more.  The key 
is to speak the language of �adding benefits� and providing �return on investment� as a 
part of why a business should partner with your organization.

Action Item:

___________________________________________________________________________

___________________________________________________________________________

Notes: 

___________________________________________________________________________

___________________________________________________________________________
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Interactive Marketing
This section is a little different than the rest. It includes very specific tactics that, in 
most cases, can be undertaken by a dedicated staffer who knows his way around the 
web. These tactics may or may not be relevant to your organization, but they form the 
foundation of a solid interactive marketing implementation.

Search Engine Marketing (SEM) Basics
Search engine marketing is the foundation of interactive marketing. It is defined as 
follows:

Audience�all inclusive (non-donors, infrequent donors, frequent donors).

Goal�build awareness, attract first-time donors, provide site visibility for searchers.

Marketing objective�provide on-demand, direct response/brand advertising for selling 
products/services while building foundational visibility/findability for your web site(s).

Success metric�determined by analytics data collection (e.g., visitor loyalty, unique 
visitor growth, etc.) and cost-per-acquisition figures determined by your marketing 

In Internet marketing, search engine marketing, or SEM, is a set of marketing 
methods designed to increase the visibility of a web site in search engine results 
pages (SERPs). SEM strategies include:

� �Search engine optimization. Attempts to improve rankings for relevant 
keywords in search results by improving a web site�s structure, content and 
relevant backlink count.

� �Pay per click. Uses sponsored search engine listings to drive traf�c to a web 
site. The advertiser bids for search terms, and the search engine ranks ads based 
on a competitive auction as well as other factors.

� �Paid inclusion. Feeds listings into search engines, typically comparative 
shopping sites like Nextag.  

Source: Wikipedia

http://en.wikipedia.org/wiki/Internet_marketing
http://en.wikipedia.org/wiki/Nextag
http://en.wikipedia.org/wiki/Nextag
http://en.wikipedia.org/wiki/Paid_inclusion
http://en.wikipedia.org/wiki/Nextag
http://en.wikipedia.org/wiki/Nextag
http://en.wikipedia.org/wiki/Paid_inclusion
http://en.wikipedia.org/wiki/Nextag
http://en.wikipedia.org/wiki/Search_engine_marketing
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team.
Search Engine Optimization (SEO)
SEO is the most difficult of all SEM tactics. It requires specific training in the areas 
of site architecture, programming and search algorithm trends. A truly robust SEO 
implementation is a daily activity and requires a large out-of -pocket expenditure ($10K 
plus per month for 50+ pages optimized). Many organizations don�t have the luxury of 
spending that much on SEO, so here are the top 5 things you can do today in order to 
advance your SEO:

1)	 De�ne �ve �major� keywords, �ve �minor� keywords and one major keyword phase.
2)	� Ensure your site architecture and navigation is based on your keyword research (i.e., 

make sure these keywords are used in your site copy and navigation headers).
3)	� Drive these keywords home in all marketing copy, including the web site and 

especially the title, meta keywords and meta description tags of your site�s source 
code (See Online Appendix A: 3 Key Areas for SEO).

	 �	� Using your keywords in of�ine marketing copy is important because your 
audience will use that language to search for you on the web.

	 �	� Keywords should be selected with the audience in mind. Your target audience 
will read the SERPs, which the search engine produces by crawling your site (See 
Online Appendix B: Sample SERP).

4)	 Create a site structure and content that is �link-worthy� and �link-friendly.�
	 �	� Link-worthy: Web content should be easily referenced by online newspapers 

(www.washingtonpost.com), blogs and other sites. Create compelling content 
that is packaged in such a way that interested parties will link directly to relevant 
content that they are writing about. Long scrolling pages are not link-worthy.

	 �	� Link-friendly: This applies to all internal pages on the site that speak directly to 
product content, all the way down to the directions page of the of�ce/stores. 

		  	� SEO friendly link: http://www.digg.com/politics/Crisis_Mode_Grips_World_
Bank_Headquarters 

		  	� SEO unfriendly link: http://www.ipsnews.net/news.asp?idnews=37434 
5)	 Be proactive in garnering new links.
	 �	� You can create links by engaging in a branded tagging methodology (See Online 

Appendix C: Branded Tagging).
	 �	 You can request links from bloggers/site owners directly.
	 �	� You can include yourorganization.net in all relevant directories.
		  	 Submit to DMOZ.org. 
			   n	 About DMOZ (See Online Appendix D: DMOZ)
		  	 Create a Yahoo local basic listing. 
			   n	 A basic listing is free 
			   n	 http://listings.local.yahoo.com/basic.php 
		  	 Suggest a Yahoo directory listing. 
			   n	 Directory > Services > ETC 
			   n	 http://add.yahoo.com/fast/add?96588988 
		  	 Maintain a Google local listing. 
			   n	 Listing is free
				    	� http://local.google.com/ (search for �your organization� to see your 

http://www.washingtonpost.com
http://www.digg.com/politics/Crisis_Mode_Grips_World_Bank_Headquarters
http://www.digg.com/politics/Crisis_Mode_Grips_World_Bank_Headquarters
http://www.ipsnews.net/news.asp?idnews=37434
http://listings.local.yahoo.com/basic.php
http://en.wikipedia.org/wiki/Nextag
http://local.google.com/
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listing(s))
				    	� Consider free Google coupon program: http://www.google.com/local/

add/businessCenter
		  	 Maintain upcoming.org listings. 
			   n	 List all events as far in advance as possible.
	 �	� Maintain articles on Wikipedia: Create a username �Your Organization� and begin 

editing articles that are relevant to your organization. Create articles for each 
product or service if they doesn�t exist.

		  	 http://en.wikipedia.org 

Pay Per Click (PPC)
PPC is the basic unit of an online advertising campaign. In its simplest form, advertisers 
select keywords they wish to bid on, set a price they are willing to pay each time a user 
clicks, write an ad and select a location on their web site where a user to land when he 
clicks. There are three tier-one search engines that provide PPC advertising: Google, 
Yahoo and MSN. Our recommendation is to implement an ongoing PPC campaign via 
Google only at this time. Google reaches ~50% of online searchers and has the most 

robust/user-friendly tools and will enable you to garner adequate new quali�ed visitors. 
The best thing for an advertiser who is getting its feet wet with paid search to do is to 
focus on using Google. Once a campaign has been run successfully, you can expand to 
other search properties. The following �ve areas of focus are necessary for a successful 
campaign:

1)	� Keyword selection is driven by research, with a focus on understanding what words/
phrases users type into search engines to �nd your products.

	 �	 Start with your top keywords as discussed in the SEO section of this document.
	 �	� Visit your competitors� web sites and analyze their meta tags to uncover other 

potential keywords of interest. You can see the meta tags of any web site by 
clicking on �View Source� and looking for the following programming language.

		  	� <meta name=�keywords� content=�keyword1, keyword2, etc.� (See Online 
Appendix A: 3 Key Areas for SEO)

	 �	� Use the Google�s keyword tool to gather a potential list of keywords to bid on 
based on the two sources above.

		  	 Keyword Tool Link: https://adwords.google.com/select/KeywordTool 

FOUNDATIONAL INTERAcTIvE STRATEGIES

http://www.google.com/local/add/businessCenter
http://www.google.com/local/add/businessCenter
http://en.wikipedia.org
https://adwords.google.com/select/KeywordTool
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	 �	� Divide the keywords into three buckets: Branded Keywords, Speci�c Keywords 
and General Keywords.

2)	� Budget allocation is a process that enables you to establish speci�c spending levels 
for year-long and/or show-speci�c PPC advertising.

	 �	� Divide the campaigns into three buckets: Branded Keywords, Speci�c Keywords 
and General Keywords.

	 �	 Set spending levels for each keyword and each of these campaigns.
	 �	� Spending levels will be informed by Google�s traf�c estimator tool and based on 

the �nal budget allocations and traf�c estimations, certain expensive keywords 
may need to be deactivated prior to the campaign launch.

		  	� Traf�c Estimator Link: https://adwords.google.com/select/
Traf�cEstimatorSandbox 

3)	� Ad creation is a process that should be completed by your agency or marketing 
team. Your ads will be displayed as text on the Google SERP.

	 �	� Text ads are not the only type of ad available, but are the main placement 
recommended at this time due to the fact that they are the most cost effective 
and least expensive to implement. In addition to text ads, we recommend creating 
a Google Maps ad.

	 �	� Text ads should be written in the Google ad tool creation tool, as there are very 
strict guidelines regarding copy length.

	 �	� Google also powers a massive content network where your ads have the 
opportunity to be displayed next to relevant content (e.g., next to relevant articles). 
However, the content network is not recommend at this time as it is cost-
prohibitive and underperforms compared to ads on Google�s SERP.

	 �	 Text ads should be keyword-speci�c if possible.
		  	� Branded keyword ads should speak about your organization in general.
		  	� Speci�c keywords should speak about speci�c products/elements of your 

organization.
		  	� General keywords may require a combination of copy used in branded and 

speci�c keyword ads.
	 �	� Ads should be geo-targeted to the DC market in order to avoid media waste and 

competition for out-of-market bidders (if DC is the only market you sell to).
	 �	� Speci�c keywords can be activated/deactivated according to your direct mail and 

print advertising schedule.
	 �	 Speci�c keywords should be activated/deactivated according to sales tracking.
	 �	 Brand keywords should run 24/7/365.
	 �	 General keywords should run 24/7/365.
4)	� Click-to-conversion optimization is necessary for speci�c and general keywords but 

not branded keywords.
	 �	� A click-to-conversion path can look like this: a user searches for a keyword 

> google displays a SERP with your ad > user clicks on the ad > user �lands� 
on your homepage or an internal landing page > user browses content > user 
donates/signs up to volunteer.

	 �	 This process can be tracked via web analytics from start to �nish.
		  	� The use of Google Analytics is recommended for its ease of use and integration 

with Google PPC (aka Google Adwords).

FOUNDATIONAL INTERAcTIvE STRATEGIES

https://adwords.google.com/select/TrafficEstimatorSandbox
https://adwords.google.com/select/TrafficEstimatorSandbox
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		  	� Google Analytics can track a number of conversion points. These conversion 
points will be determined by your agency and your marketing team.

	 �	� A click-to-conversion process should have an ROI associated with every keyword/
conversion type (i.e., you will determine if it acceptable to spend $20 on paid 
search ads for garnering a $40 donation, and whether or not that conversion 
represents a 100 percent ROI).

5)	� Keyword optimization is necessary after an actionable level of impressions and click-
throughs have taken place. Ways to optimize include:

	 �	 Increasing/decreasing keyword bids;
	 �	 Deactivating/activating keywords; and
	 �	 Rotating/replacing ad copy and/or landing pages.

Social Media
Social media is a type of content that is enabled by technologies that make the 
content sharable, ratable, re-mixable and/or able to be interacted with at the user level. 
Examples of social media include videos on YouTube, posts on a blog, and articles in 
a wiki. Social media is a crucial element of the web for marketers, as it represents a 
previously impossible opportunity for users to engage with a brand. 

Audience�all inclusive (non-donors, infrequent donors, frequent donors).
Goal�build awareness, attract �rst-time buyers, solidify the tribe online.

Marketing objective�provide a deeper level of engagement with your target audiences. 

Success metric�build increasing numbers of engaged users.

Tactics
The following tactics can engender a greater engagement with the your audience and, 
as a result, increase sales:

1)	 Blogging
	 �	 A blog can be used to post text, photos and videos.
	 �	� This content can be used to sell products, attract employees, volunteers, 

sponsors and/or facilitate corporate partnerships.
	 �	� Posting should be at least monthly if not weekly. Ideally, posts should be shorter 

for ease of reading, ease of authorship and link-worthiness.
	 �	� Blog should be registered with technorati.com�the leading blog aggregator. 

This will enable fresh post to be immediately indexed by Technorati and therefore 
discoverable by Technorati and search engine users.

	 �	� Subscribe to Technorati�s RSS feed of your keywords so you can monitor the 
conversation about your brand.

		  	 Technorati Search Link: http://www.technorati.com/search/your+brand 
		  	 RSS Link: http://feeds.technorati.com/search/your+brand 
	 �	� Subscribe to Google Blog Search RSS feed of you keywords so you can monitor 

the conversation about your brand.

FOUNDATIONAL INTERAcTIvE STRATEGIES

http://www.technorati.com/search/your+brand
http://feeds.technorati.com/search/your+brand
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		  	� Google Blog Search Link: http://blogsearch.google.com/blogsearch?hl=en&tab
=wb&q=your+brand&btnG=Search+Blogs 

		  	� RSS Link: http://blogsearch.google.com/blogsearch_feeds?hl=en&tab=wb&q=
your+bbrand&ie=utf-8&num=10&output=rss 

	 �	� When you see someone post on a blog about your brand, engage them by 
posting an insightful response on their blog and inviting them to post a comment 
on your blog. Reference their blog in your blog to build trackback links

		  	 Trackback de�nition: http://en.wikipedia.org/wiki/Trackback 
2)	 Wikis
	 �	� Wikis may or not be right for your brand. De�nition: http://en.wikipedia.org/wiki/

Wiki 
	 �	� An internal wiki may be useful for staffers in terms of internal collaboration 

facilitation, but these advantages may already be inherent in your work 
environment.

	 �	� The wiki element of most importance is your ongoing monitoring and contribution 
to wikipedia.org (see above).

3)	 Broadband Video
	 �	� Many marketers have a tremendous opportunity to utilize social media portals like 

YouTube to reach out to new audiences by creating and uploading compelling 
video content. This content could take the form of trailers, staff interviews, 
customer testimonials, and/or outlandish short �lms.

	 �	� The dif�culty with using a social media portal like YouTube is that you do not have 
the ability to geotarget your message, but since your content is posted for free, 
you don�t incur any media dollar waste.

Social Networking
Social networking is the area of interactive marketing where some marketers have the 
greatest chance to garner customers and brand advocates. We sometimes recommend 
creating a branded pro�le on leading social networks, like myspace.com and facebook.
com. 

Audience�perceived to be younger, but rapidly shifting to an older audience (see 
Graphic �US Myspace.com Users��). Social networkers include a general audience, but 
also may include existing donors and prospects.

http://blogsearch.google.com/blogsearch?hl=en&tab=wb&q=your+brand&btnG=Search+Blogs
http://blogsearch.google.com/blogsearch?hl=en&tab=wb&q=your+brand&btnG=Search+Blogs
http://blogsearch.google.com/blogsearch_feeds?hl=en&tab=wb&q=your+bbrand&ie=utf-8&num=10&output=rss
http://blogsearch.google.com/blogsearch_feeds?hl=en&tab=wb&q=your+bbrand&ie=utf-8&num=10&output=rss
http://en.wikipedia.org/wiki/Trackback
http://en.wikipedia.org/wiki/Wiki
http://en.wikipedia.org/wiki/Wiki
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Goal�build awareness, attract �rst-time purchasers, solidify the �tribe� online 

Marketing objective�provide exclusive content and discounts in an effort to develop 
new relationships via a new medium. 

Success metric�reach the 500-friend level within three months of pro�le creation. 
Attract 20 percent of these friends to donate/volunteer etc. within six months of pro�le 
creation.

Tactics
The process for creating pro�les on Facebook and Myspace is straightforward and 
can be done by a staffer in less than an hour. The more dif�cult task is connecting with 
friends. These following bullets include ways to grow your network:

The following elements should be included in these pro�les:
�	 Creative/copy consistent with brand guidelines.
�	 Organization features, events schedule and call to action for donating.
�	 Call to action to signup for mailing list.
�	 An incentive for users to add your organization (or mascot!) as a friend.
�	 Exclusive content only available to online friends of your organization.
�	� Facebook includes an importation tool that queries your database to see who on 

your list is already a member of Facebook. If a contact in your database is a member, 
invite her to be added as a friend and give her a reason to do so (e.g., friends of your 
organization get exclusive offers to presales, discounts etc.)

�	 Myspace does not include an importation tool.
�	� Both social networks have robust search capabilities for �nding users who might be 

interested in engaging with your brand. We recommend inviting �joiners� �rst. These 
are individuals who are already friends with other similar organizations. These people 
will be more likely to accept your invite and to understand the bene�ts of being 
friends with a brand in the onset.

�	� After inviting �joiners,� you should begin to search Myspace/Facebook for users that 
share interests that pre-qualify them for being attune to your brand values. Search 
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for keywords relevant to your product/service in the �Interests� �eld of user pro�les. 
These people have indicated they might enjoy your product.

	 	� Myspace provides an �Af�liation for Networking� search function. Within 50 miles 
of zip code 20005, 2361 Myspace users have indicated that they would like to 
network with other people interested in �BLANK�. We recommend inviting all users 
within the radius of your choosing who have indicated they would like to network 
with others interested in your product/service.

�	� Optional recommendation: You can use a dedicated intern to methodically invite 
sub-selections of general users. For example, start with all 35-year-old females within 
25 miles of DC and then 34 year olds, 33 year olds, etc. This will take a signi�cant 
amount of time and will yield less �invite-to-join-conversions� than the highly targeted 
method described above will. You run the risk of being viewed as �social networking 
spam� if you invite general users to be your friend. However, social networking users 
are rather accustomed to come-ons from brands, so this should not negatively affect 
your brand.

Search Engine Marketing and Social Media are just two elements of an interactive 
marketing mix. Some of you may bene�t from online media campaigns or other 
executions, but the scope of this document is meant to show you how to address and 
potential opportunities rather then explain each one.
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AppENDIX A: 3 KEY AREAS OF SEO

Page title:
The title of the HTML page should be relatively short and describe the page content 
accurately. Wherever possible, try to include keywords (without distorting the true 
purpose of the title). For example:

<title>Woolly Mammoth Theatre Company: Defy Convention!</title>

Meta tags:
Use the description and keywords meta tags in the head of each web page. Make 
these tags different on each web page.

<meta name=�description� content=�Suppliers of quality of�ce furniture and 
accessories at discount prices.�>

<meta name=�keywords� content=�furniture, of�ce, store, shop, retail, discount�>

Parameters:
� �Keyword meta tag = 5 major keywords, 5 minor keywords, 1 major keyword phrase 

and one minor keyword phrase
� Page TITLE = 5 to 8 words max
� Description meta tag = 25 words max

*These numbers vary by search engine and many SEO �rms differ on recommend meta 
tag count

Additional Reading:
How To Use HTML Meta Tags

http://searchenginewatch.com/showPage.html?page=2167931
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AppENDIX B: SAmpLE SERp

The following example uses the www.lowermybills.com and the SERP for �lower my 
bills� because www.lowermybills.com has a robust and ongoing SEO implementation 
for attracting traf�c to this website.

Searched term: lower my bills
Search Engine Result Page (SERP): 

The Source code of www.lowermybills.com:

<!DOCTYPE HTML PUBLIC �-//W3C//DTD HTML 4.01 Transitional//EN� �http://
www.w3.org/TR/html4/loose.dtd�>

<html>
<head>

<title>Re�nance Mortgage, Home Loan, Home Equity, Home Purchase, Debt 
Consolidation - LowerMyBills</title> 

SERP displays the title tag contents as the �Headline� of a search result. Our assumption 
is that lowermybills.com has decided that the additional SEO bene�t of having their title 
tag contain only keywords is a greater bene�t than if the title tag were a �sell line� like 
�Looking to lower your bills, re�nance with us today!�

<meta name=�description� content=�Lower your monthly bills with mortgage 
re�nance loans, debt consolidation loans, and home equity loans; plus credit cards, 
life insurance, wireless phone plans and more.�>

Meta description is clearly used in the SERP as well.

http://www.lowermybills.com
http://www.lowermybills.com
http://www.lowermybills.com
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AppENDIX c: bRANDED TAGGING

So what is Branded Tagging anyway? Well, as you may already know, tagging is a 
methodology associated with Folksonomy and is a way of identifying content with a 
certain keywords.

The process of folksonomic tagging is intended to make a body of information increasingly 
easier to search, discover, and navigate over time. �Wikipedia

Branded tagging is the process of folksonomic tagging which is intended to make 
content relatable to a brand�whether that brand wants that association or not.�Peter 
S. Corbett

 
Examples:

Negative Brand Tagging: A web user reads an article about how SUVs are exacerbating 
global warming. In their del.icio.us account that user can tag that content with �Hummer�. 
The tag in del.icio.us for the keyword Hummer just shifted a little towards the negative 
side.

Positive Brand Tagging: A user visits www.adrants.com, reads a post about something 
the author felt compelled to write about, and comments on it. Within that comments 
section the commenter�s name could either be his own, or the brand he�d like to attached 
to that comment/article. Namely, you could comment with �Blattner Brunner� as the 
commenter name so that people will associate that knowledgeable comment with the 
agency - better yet, the user can link that branded tag to the Blattner Brunner homepage. 
One more inbound link for blattnerbrunner.com.

The point is that content can be associated with brands whether those brands like it or 
not. More than ever consumer have control over the brand.

Adapted from an orginal post by Peter Corbett on Advercation: http://www.advercation.com/2006/08/15/
branded-tagging/ 

http://www.advercation.com/2006/08/15/branded-tagging/
http://www.advercation.com/2006/08/15/branded-tagging/
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