Strategic Marketing
“Roadmap To Success

1

4 Step Process: “Our Journey”
• Discovery

• Strategy

• Go To Action

• Measurement
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Areas Assessed
•
•
•
•
•
•
•
•
•

VISION AND DESCRIPTION/20pt
Mission statement
0rganization and personal vision
Organization goals and objectives
Structure (layered or line)
Leadership style
Strategy, plans and agreements
Organization, political and market intelligence
Products & Services

•
•

ORGANIZATION AND MANAGEMENT/15pt
Ability to build credibility; enhance corporate
responsibility/citizenship
Reputation Management
Employee Relations
Minority/Multicultural Relations
Public-private partnerships
Government Affairs
Legal support

•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

FINANCIAL MANAGEMENT/15pt
Financial goals
Accountant or CPA retained
Tools to balance monthly books
Any business loans
Does there exist a cash-flow statement (cash sales, receivable,
material-merchandise, production labor, marketing sales, etc.)
Type of Credit Card Services
Balance sheets (last 3 years)
Income statements (last 3 years)
Projected cash flow (12 months forward)
Federal tax return for prior year

•
•
•
•
•
•
•
•

PR-MARKETING/SALES STRATEGY/35pt
Manage public relations/public affairs communications, outreach
and alliance-building
Identify and describe market
Message Development
Speeches and Presentations
Ability to expand customer base
Branding/sponsorship
Enhance Corporate Responsibility
Manage risk; crisis management counsel
Experience with PR/marketing practices and measurement tools

•
•
•
•

ACCESS SERVICES/5pt
Develop “who’s who” list of contacts
Make introductions for clients
Build trust and credibility

•
•
•
•

INFORMATION TECHNOLOGY/10pt
Understand the terms of reference
Plan for growth
Software/Hardware

•
•
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Practices Reviewed
• Strategic Communications
Services
• Reputation/Relationship
Management
• Access Services
• Business Development
• Branding/Sponsorship
• Government Affairs
• Public Affairs
• Minority/Multicultural Relations
• Message Development
• Direct Marketing
• Event and Seminars
• Social Media
• Issue/Crisis Communications
• Media Relations

•
•
•
•
•
•
•
•
•
•
•

Executive Media Training
Writing Services
Community Relations/Sponsors
Speeches and Presentations
Employee Relations
Internet-based strategies
Website
Design/Search/Assessment
Video Production
Graphic Design/Photo Services
Financial Services Review
Legal Support

4

Part 1: Purpose
• This plan was produced to enable the Friends of the Fossil
Beds to use a well identified communications strategy
supported by public relations research and current marketing
trends to reach identified target audiences and to achieve an
increase in branding.
• Information contained in this plan can be used for:
• A report to be included in the organization’s strategic plans, i.e.
business plan and resourcing opportunities (attracting investors,
grants and bequeaths).
• A roadmap to establish the Friends of the Fossil Beds brand and
tagline throughout the market area.
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Key Assumptions
• Unite Around One Brand and Marketing Message. The nonprofit
has identified a lack of unity around a central brand and marketing
message for the Florissant Fossil Beds National Monument,
residents in the Pikes Peak Region, National Park visitors, the giving
community (funds and time) and other target audiences.
• At the center. Create a new brand and tagline that positions Friends
at the center of a unique and much needed niche market for
support to the Florissant Fossil Beds National Monument and their
viable future as legacy resource for future generations.
• Create a compelling marketing campaign to support the brand.
Create a new, fresh and clever marketing campaign that supports
Friends new brand and tagline, and is versatile enough to meet the
identified marketing plan goals.
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Mission Statement
• The intent of this plan is to provide a comprehensive roadmap
that can be used to accomplish two key requirements:
• 1. Build recognition for Friends’ myriad amenities and make it
the preferred choice for those wanting to support a nonprofit.
Make Friends a “household” name in the community.
• 2. Be a resource for ideas, information, products and services
with a target to generate support and thus revenue to their
“client” -- the Florissant Fossil Beds National Monument, U.S.
National Park Service.
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Vision Comments
Be a good steward of the land
Treat people with respect
Use my skills to assist the organization
This was a group that I joined for “me”
My love of being outdoors
I thought I could contribute
Regionally loved as a unit of the national park system
New and diverse board members; “a bigger bench”
Expand the capabilities of the nonprofit; “think big”
To serve the public and our community, and to work with partners to showcase the
park; provide a reason to visit
• Promote the Fossil Beds; get more people to use it
• Increase number of active members
• More people involved in the nonprofit; more “boots on the ground”
•
•
•
•
•
•
•
•
•
•

“These representative comments are strong indicators for a “call to action” for the
organization. The challenge will be to come up with the strategy, develop a business
and marketing plan, and set milestones to position your organization as
a leader in the community.”
This is really the nonprofit guarantee!
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Key Nuggets
• Unique product and service approach. (For example: No one can look
back into time and make a difference by preserving prehistory for future
generations like the Friends group.)
• Product quality -- well above the current standard in tourist attractions
with the only National Park in the Pikes Peak Region as the client.
• Ability to enable the public, regional academic community, and other
interested professionals to quickly make a difference by getting involved
in the preservation of the richest fossil deposits in the world.
• Visitors and Industry professionals have had positive comments with
regards to products and services by Friends.
• Connections that can be leveraged.
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Part 2:
Marketing Situational Analysis
• The recession has challenged the travel industry, with both consumers,
educators and companies cutting back on destination travel.
• However, with the economy on the mend, organizations in the destination
travel sector like the Fossil Beds and supporting groups like Friends will
experience growth again, possibly aided by lower fuel and lodging pricing.
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Part 2:
Marketing Situational Analysis
• Friends can benefit from this new backdrop by taking advantage of a
growing interest in creative solutions to challenging problems by a stronger
brand in the marketplace and an aggressive business development outreach
program.
• Sure, there will be operations, marketing, financial, and IT challenges;
however, the leadership says they are “Up to the task!”
• Keys for PR/marketing success will be consistent themes and messaging
across the nonprofit and at the Monument reinforced by actual visitor or
“supporter” experiences.
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Part 2:
Marketing Situational Analysis
Facts and Figures/ Travel Industry
$1.9 trillion: Economic output within the United States
generated by domestic and international visitors (includes $813
billion in direct travel expenditures that spurred an additional
$1.1 trillion in other industries)
• 14.4 million: Jobs supported by U.S. travel expenditures
(includes 7.5 million directly in the travel industry and 6.9
million in other industries)
• 1 out of 8: U.S. jobs that depend on travel and tourism.
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Part 2:
Marketing Situational Analysis
Facts and Figures/ Travel Industry
• We know that travel is very mobile-centric with lots of apps for
smartphones and tablets. Market research (JiWire) confirms
extensive multi-device usage for travel research and purchases.
• Almost 50% of active mobile consumers are using smartphones &
tablets for travel research.
• While laptops remain the preferred device for travel ... 27% [are]
already saying they use their smartphone to make travel-related
purchases.
• Nearly 50% of consumers will spend $500 or more in a mobile-travel
booking context. 52% of travel booked within the past three months
was on a smartphone or tablet vs. 48% on laptops.
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Part 2:
Marketing Situational Analysis
Facts and Figures/ Travel Industry
• Colorado visitors are also slightly more likely to use electronic
devices such as a laptop, tablet or smartphone both at the trip
planning stage and while on their trip (Source: (a) Longwoods
International Research Project for Colorado Tourism Office,
2013)
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Part 2:
Marketing Situational Analysis
The top urban areas generating Colorado’s overnight tourists in 2013 were:
•
•
•
•
•
•
•
•
•
•

Denver
Colorado Springs – Pueblo
Los Angeles
Albuquerque – Santa Fe
Chicago
New York City
Dallas – Ft. Worth
Phoenix
Grand Junction - Montrose
Houston

Colorado leisure visitors on their trip were: Shopping (33%;) Fine dining
(22%); Hiking/backpacking (20%); Visiting a national or state park (19%);
Visiting a famous landmark or historic site (18%); Swimming (15%).
Colorado ranks #1 in the U.S. and #2 in the world
for top Outdoor & Adventure Destinations on TripAdvisor.
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Part 2:
Convergence is Everywhere
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Part 2:
Marketing Situational Analysis
Challenges to Overcome
There are three key elements that need to be addressed: information,
choice and transparency. These issues emerge as the largest
challenges for Friends in establishing leadership in their field of
nonprofit advocacy:
• A lack of focus on what makes Friends special and unique; poorly
organized information.
• Resources – both human and financial – are being spread too thin.
There is a need to more strategically coordinate efforts and to build
“critical mass” with offerings and activities.
• There is no coordinated effort based on an agreed strategy, plan and
collaborative approach to tell people what the nonprofit has to offer
to target audiences travelling to Colorado.
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Identified Target Markets
(Key audiences for outreach)
• Monument Staff
• Friends Members
• Travelers
•
•
•
•

•
•
•
•
•
•
•
•
•
•

Youth
Adults (18-54)
Seniors
National Park goers

National Park Foundation
Gold Belt Byway Tour
Schools (K-12)
Teller and El Paso County Residents
Retirees
Local Businesses
Major Corporations
Giving Community
Media
Community
•
•

Local Govt.
Civic Leaders

• Educational Partners
• Veterans Groups
• Pikes Peak Region Tourist Attractions
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Brand and Tagline
• The development of Friends as a brand and a (yet to be
determined) new tagline to accompany the brand will define
precisely how the nonprofit will portray itself to target
markets. (See Part 3- 4 for details.)

Brand Mission/Vision:
• To exemplify what is authentic about Friends by telling
the nonprofit’s story and increasing awareness about its
products, services and benefits.
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Brand and Tagline
Brand Approach:
• Goal: To establish Friends as the central clearinghouse hub for
solutions in the Monument’s fund raising and supporting
activities by creating a central sense of “place” for public and
private decision-makers among other key audiences, with
consistent branding so people know that they “have arrived.”
In other words, a one-stop location for Monument issues.
Next Step:
• Review current nonprofit logo and develop an appropriate
tagline to use for a call-to-action strategy that encompasses
local, state, regional, national and international levels.
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There are a myriad of opportunities to “deploy” and champion the brand
and they must be implemented in a sustained manner to ensure successful relationship building occurs.

Implementation Actions
Brand Approach:
• Marketing and Advertising: Strategies to tell the Friends story via
consistent and creative communications utilizing the most effective
tools.
• Events: Opportunities to use events and event marketing to
introduce decision-makers to the 501(c)(3) and give them new
reasons to return and use products and services as well as support
the overall health of the organization.
• Placemaking: Enhancements to the public realm that create a
stronger sense of “place”, and help those in the giving community to
navigate the community and more easily access amenities. Social
media and mobile tools will be key components.
• Economic Development: Tools to encourage the growth or creation
of volunteer opportunities for investors and users of Friends
products and services.
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Part 2 Summary:
Marketing Situational Analysis
• Implementing the Friends Strategic Marketing Plan – 20152016 will require both human and financial resources.
• During the fact-gathering (Discovery) process, stakeholders
clearly articulated that Friends already has the building blocks
needed to raise its profile with some exceptions (new board
members with key skills).
• This plan’s primary focus to raise the profile of Friends as a
destination choice for those who are willing to give their time
and resources is to effectively market and promote the
501(c)(3)’s existing attributes in a cohesive and integrated
manner.
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Part 3:
Marketing Strategy and Objectives
To be successful in public relations and marketing it is recommended Friends
apply these four facets in the approach to obtaining branding and support:

1. Exclusive – create amenities and
privileges that are available to only
this nonprofit. Not to be found
elsewhere…
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Part 3:
Marketing Strategy and Objectives
To be successful in public relations and marketing it is recommended Friends
apply these four facets in the approach to obtaining branding and support:

2. Layered – current and potential
visitors/supporters need to see other
marketing evidence of this unique
experience. Link the legacy strategic
and tactical approaches with current
research driven techniques
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Part 3:
Marketing Strategy and Objectives
To be successful in public relations and marketing it is recommended Friends
apply these four facets in the approach to obtaining branding and support:

3. Integrated – Be sure that ALL
PR/marketing tools and techniques
are
“all on the same sheet of music”
.
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Part 3:
Marketing Strategy and Objectives
To be successful in public relations and marketing it is recommended Friends
apply these four facets in the approach to obtaining branding and support:

4. Sustained -- Continue and improve
on -- to reinforce the “decision
journey” of the consumer.
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Themes and Messaging
Themes
“Statements that have the maximum appeal to a targeted
audience that act as leverage over an extended period of time
with multiple variations or different elements to tell an entire
story.”
Recommended Themes:
National Park Service is America’s best idea
National Monument is your monument
National Monument is close to Colorado Springs
National Monument is a fun place to visit and unique
Participation provides a rich, rewarding experience
National Monument provides insights to history that is
worth preserving and improving
ü Monument visitors support local businesses
ü
ü
ü
ü
ü
ü
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Themes and Messaging
Messaging
1. Clearly define who you are talking to:
If you are 55 and older…
2. Identify the problem, issues, needs and wants to move them to
action:
…and looking for a way to make a difference in our National
Monuments…
3. Provide a brief description of the product or service
Be a board member!
Join Friends!
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Themes and Messaging
Messaging
• 4. Describe the benefit
Give back to our community
Be a part of the team that saves our prehistory
for the next generation
Support the oldest treasures of our National Monument
• 5. State the action you want the recipient of the message to take.
Pick-up the phone now.
Call 111.222.333.4444 to join
or to be a board member.
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Marketing Objectives*
10% increase in general membership by 2016
15% increase in fundraising from 2014 by 2016
20% increase in website and social media visitors when compared to 2014
25% increase in brand awareness from October 2014 to January 2016
15% increase in new board members by 2016

• * = Target goals can be increased if appropriate resourcing follows.
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Part 4: Tactical Programs (Actions)

Success in implementing marketing
for Friends = Simplicity and
Reinforcement

•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

App (AP)
Awards (AW)
Blog (BL)
Conferences (CO)
Earned Media (EM)
Events (E)
Paid Media (PM)
Product Placement (PP)
Search box (SE)
Social media tools (SO)
Speeches (SP)
Story placement (ST)
Testimonials (TE)
Travelling Display(TD)
Videos (VI)
Video game (VG)
Website (WE)
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Promotion
Fresh marketing materials that support the new brand and
marketing message will be developed with a “call to action” for
each of the target markets in mind.
• Design and content of these marketing materials reflects the
guidelines outlined in this plan as well as using Public
Relations Society of America (PRSA) and the International
Association of Accredited Communicators (IABC) standards
and practices.
• Promotion will consist of four major areas – advertising, sales
promotion, public relations and personal selling. Each area
supports the other for an integrated approach to marketing
the community.
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The Implementation
The following chart integrates the required tools and
recommended percentages applied across all four areas.
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Promotion

The following implementation matrix provides guidance on
implementation recommendations addressing the OVERALL
nonprofit public relations and marketing program.
Short-term (S) = 0-90 DAYS
Mid-term (M) = 90-120 DAYS
Long-term (L) = 12O DAYS
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Promotion
The following implementation matrix provides guidance on implementation
recommendations addressing STRATEGY TO TASK public relations and
marketing activities aligned to Target Audiences.
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Promotion

The following social media chart segments target audiences or “community”, best tools
for reaching and timelines for deploying content. Brief definitions for the social media
tool and suggested content are as follows:
•
•
•
•
•
•

Facebook: To serve as an online community to share information; facts, activities, photos, videos, benefits, etc.
The Badge: Capability to “like” the page and/or content with a unique graphic element.
Twitter: To allow Friends to send updates to subscribers, i.e., news alerts and updates on everything from
important membership issues to just-announced events and products in support of Friends and the Monument.
YouTube: Upload videos relating to Friends and the Monument; activities, families visiting, etc.
Pinterest: To showcase new things, events and ideas in a visual way for inspiration about Friends and the
Monument.
Instagram: Online photo mobile device sharing social Web service. Content would relate to Friends and
Monument from “on the go”.
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Creative “Tool Kit”
The following recommendations of branding collateral materials are provided.
Each element has been screened for usability across the platform as indicated.
Final Files are contained within the DVD
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Billboard

Creative “Tool Kit”
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City of WP Channel 10 #1

Creative “Tool Kit”
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City WP Channel 10 #2

Creative “Tool Kit”
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Courier Ads

Creative “Tool Kit”

Courier Ads
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Creative “Tool Kit”

42
Email Ad 1 and 2

Creative “Tool Kit”
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Facebook, Google, Twitter Ads

Creative “Tool Kit”

Rack Card
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Creative “Tool Kit”
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Video

Board Recruitment
• A priority for Friends is “refreshing” board membership with the goal of
both composition and succession.
• In our consulting experience, boards tend to change themselves during
times of crisis – but otherwise accept the status quo.
• We strongly recommend that Friends build a regular, structured
“refreshing” of their membership, their processes and their future
needs into your regular operations.
• Recommended characteristics of board members can be found in the
marketing plan.
• Tips for attracting students and young professionals are included in the
marketing plan.
• Board Application
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Part 5: Benchmark Businesses
Pike Peak Regional Medical Center Association and
Foundation
http://pprmc.org/
Greater Woodland Park Chamber of Commerce
http://www.woodlandparkchamber.com/
Habitat for Humanity of Teller County

Community Partnership Family Resource Center
http://www.cpteller.org
Teller Senior Coalition
http://www.tellerseniorcoalition.org
CASA of the Pikes Peak Region (national and local)
http://www.casappr.org

http://tellerhabitat.org

Humane Society of the Pikes Peak Region (national and local)
www.hsppr.org

Teller County Rescue Animal Shelter (TCRAS)
www.tcrascolorado.com

Care and Share Food Bank of Southern Colorado (national and local)
http://www.careandshare.org

Coalition for the Upper South Platte
http://cusp.ws/
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Part 6: Budget

ü Implementing the brand across all targeted sectors will require
resourcing.
ü Current analysis indicates that in the short term, roll out costs, direct
and indirect, should be planned for at least 18 months.
ü This plan recommends a budget that reflects the nonprofit.
View the marketing budget as an investment in the nonprofit’s future
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Budget
The Recommended Mixture
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Additional Considerations
Potential situations that will affect the plan.

Internal Factors: This plan could be affected by loss of funding sources
and loss of key staff -- current plan is linked to success to other
products that may not reach their goals and not achieving buy in from
all sectors of the nonprofit.
External Factors: Communities reacting to this plan, legal issues,
economic environment and concerns from citizen groups could impact
implementation and timelines
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Next Steps
• Review and Approve the Strategic
Marketing Plan
• Collaborate with the Monument
leadership to ensure on “same
sheet of music”
• Identify Resourcing
• Implement the Marketing Project
Tracking Chart
• Report Progress: Calendar
quarterly updates to board and
members
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Deliverables
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Board Application
Branding Elements
CAT Report
Community Calendar Sources
E-Bulletin Board Messages
eMail Newsletter Template
Group Contact Listing
Marketing Plan
Other Materials
Pikes Peak Region Tourist Attractions
Tonight’s Presentation
Promotional Products List
Software, Publishing, etc. Fact Sheet
Website Assessment Report
Sample Grapevine
Sample Press Releases (1,2)
Videos (DVD, Link and USB)
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Source: USB Drive

Questions?
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