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TEMPLATES



Marketing Plan

Template for Sustainable Neighbourhood Groups
This document is designed to provide guidance for a Sustainable Neighbourhood group to develop and implement a marketing plan.

The text in the yellow boxes is instructional, and designed to be deleted as you go.  The plain text provides an example to assist with developing your marketing plan.
A note on marketing plans

Marketing plans are documents that large and small organisations use to direct tasks and efforts in order to reach specific goals.
It is a directive tool and also a tracking tool, measuring and monitoring progress along the way.  It is like a recipe that everyone can follow and that keeps everyone informed about the direction.

Below is a modified version of a marketing plan content, in order to be a simple-to-follow document for someone who may have had no prior exposure to this field.

A few key points to remember when planning your marketing:

· The broader your advertising goes and the more often people see it, over time and through various mediums, the more success you will have.
· Monitoring what works by true recorded data is the best way to know where your efforts are best spent. More detail on this in the section Monitoring and controls, below.

[year] Marketing Plan

for

[name] Sustainable Neighbourhood Group
Background

Write a brief background to the group and why a marketing plan is needed at this stage, so that anyone new can gain a quick update on the history and aims. 

For example:

When the Swansea Heads Sustainable Neighbourhood Group (SHSNG) was initially established in 2009, 62 local residents were attracted to the first meeting.  Afterwards a coordinating group of twelve people formed to conduct regular ongoing meetings and activities.  Since then, the coordinating group members have changed, with some original people remaining.  Although awareness of the SHSNG remains amongst the broader community of Swansea Heads, there are only around 8 people coordinating all the projects and activities for now.  There is a need to attract new people to hear guest speakers at the regular quarterly meetings (and thus to share the information bank more broadly amongst the community) and gain more team members and leaders for upcoming projects, to share the load and expertise of locals in each project.
Objectives

Write the general aims of what you wish for the marketing plan to achieve.  You may have one or more objectives.
For example:

1. Attract new casual members to quarterly meetings
2. Gain project leaders and team members for specific projects

3. Raise general awareness and profile of the SNG and activities in the local community

Specific Goals
Now get exact.  Identify specific numbers / figures / detail related to each above objective.  An exact goal is most useful, so you know when you have reached it
For example:

1. Attract 2 new casual members to each formal meeting in 2011

2. Gain 1-2 project leaders and 3-5 team members for each project this year

3. Half the people living in the area know about the SNG’s current activities
Target audience

Identify who you want to engage.  This part is where most corporations get very specific on the age, education level, social and behavioural patterns of their intended purchasers – the demographics; knowing your audience.  It is largely inappropriate for a community group or Council to go to this degree of personal assessment of other.  Instead, you might like to identify broad demographics.
For example:
· People with a vested passion or concern for local matters, be it environmental or otherwise.
· People who can make time for projects.  Semi-retired, at home parents, part-time workers, retired.
SWOT analysis
Complete a SWOT analysis of either your Sustainable Neighbourhood Group in general, or for a specific project or activity.
It may feel tedious or obvious, but you will be surprised by what you come up with and learn, once you start to think about it!  This is a very essential and informative part of the marketing planning process.

Strengths

Identify the strengths of your project / group
For example:

· Providing outlet for project ideas, concerns, and interests

· A voice for local matters

· Joining community members together

· A new local platform for local matters and conservation/ sustainability

· A resource of knowledge on local matters

· A pool of talent for the local neighbourhood

· Ability to take action where needed, assisted by Council knowledge

· What else?

Weaknesses

Identify what could be perceived as inherent (not from outside forces) weaknesses facing your project / group.

For example:
· To be involved you need to give some amount of time, whether to attend a meeting here and there or to take part in a project

· Difficulty  to reach all residents through succinct means

· What else?
Opportunities

Identify potential opportunities for the group to explore, in the current broader society.
For example:

· Enlisting the established ranks and expertise of existing groups like Landcare, Rotary, Mens Sheds in the area

· Harnessing people’s desire to meet and join with other neighbours

· Providing an outlet for private project ideas, concerns, and passions

· Being known as a voice for local matters

· Establish and develop pathways to access all residents succinctly

· Utilising local schools to interest schoolchildren and their parents

· Networking through the local church

· Provide a sense of empowerment to people who wish to have a positive impact on society/ the environment

Threats

These are things from outside the group, out of your control, that may negatively affect the achievement of goals in this marketing plan.  Think of things in the current marketing climate, economic situation etc.
For example:

· Current focus in the media: does this support or detract from the group or group’s efforts?

· Potential members may be using all their spare time with another activity or organisation

· Perceptions and reality of a time-poor society; people perceiving they don’t have the time to help

· Other perceptions about global climate change: overwhelm-ment, apathy, ‘doom and gloom’, fear

Main message

What is the main message you wish to express in your advertising.  This is your selling point – the opportunity you are offering.  What are you attracting people to?
For example, an opportunity to be on the project team to start a new Landcare group could really be about:

· Learning and applying marketing skills

· Applying good communication or public speaking skills

· People management

· Building your resume

· Learning horticultural skills

So, depending on who your target audience is (and what is important to them), your main message might be to

“Gain skills for life: Project leader needed, no experience necessary”

You can outline the main message for each part of your marketing campaign if you have various objectives with differing messages.

Broad Methodology

Briefly outline the general avenues (known as ‘vehicles’) you want to use to reach your target audience.  Examples are below.  After this section a specific action plan with timelines will be completed, but for now list broad options for marketing vehicles and avenues that you can refer back to.

Direct contact
· Phone calls or emails to neighbours who have previously expressed their interest

· Are they still interested?

· Tell them about upcoming projects, past successes

· Ask if they’d like to know anything and ask if they would like to now become involved.
· Local newsletter
· Include short and snappy success stories and upcoming opportunities

· A shorter version can be better - one A4 front and back maximum

· Initially deliver directly to houses.  Then subsequently emailed or revised as web content in future
· At existing events
· Socialising and updating friends and neighbours on latest projects and past successes

· Regular email updates

· Maintain, use and actively grow a neighbourhood database of contacts, and keep up to date with regular email contact

· Market stalls and similar face-to-face events
· Provide a flyer summarising the group’s activities, contact person and meeting details if regular

· Giveaway fridge magnet or stickers

· Could relate to a specific project with group details

· Could include positive statements related to group values and contact details for the group.

Outdoor advertising:

· Permanent signage in local area

· For example, on resident front fences (with permission)

Mass media (paid and free) - Newspapers:

· Positions Vacant style ads

· Free community ads in newspapers like The Star, the Lakes Mail, Newcastle Herald, The Post 

· Profiles in local newsletters

· Listings in ‘In Touch’ noticeboard-type sections of newspapers

· Media releases for relevant news and human interest stories

Mass media free - Radio and television:

· ‘Community Noticeboard’ announcements.  Refer to Promoting your activities on the internet – Guide.
Local publicity
· Use community hub venues, post flyers and posters promoting events and meetings.  Venues could include: 

· Local surf club

· Local shops

· Community Centre

· Library

· Community Noticeboards 

Internet and social media
· Have a strong internet presence: prominent links on popular/relevant websites, easy to remember URL if creating own website

· Be available on internet search tools eg Google search engine

· Have a webpage, Flashpage or link to another website

· Keep current with internet trends ie Facebook, Twitter, DIGG, MySpace, YouTube 

· Blogs could be an important tool for time-poor users, create an ongoing conversation and forum to lodge issues etc

· A variety of websites will let you list your community event for free.  Refer to Promoting your activities on the internet – Guide.
Events
· Create fun, interactive, educational or just plain social events to meet and include new residents in network

Monitoring and controls

How will the response to your campaign be measured?  Write down what you will put into place that allows you to note which vehicle worked.  Usually a simple survey will work, see example below.

This gives you the chance to evaluate the outcomes against each marketing activity.  It is good to keep a formal record so you have exact numbers and not ‘anecdotal’ measurements ie “4 people phoned from the 2nd May ad in The Star newspaper” rather than “Not many people showed up.”  This information will inform where you put your marketing energy in the future and can also assist you to know which messages are best for your advertising, by finding out what motivates the people who are contacting you.

Marketing monitoring survey
Ask every person who makes new contact, these questions:

1. Where did you hear about the Sustainable Neighbourhood Group (or project)?  Note the specific answer:  Newspaper - which one?  Radio - which station?  Poster at shops - which shop window?

2. What is your main interest in being involved in the Sustainable Neighbourhood Group (or project), or your main reason for contacting us?

3. Any other question you think would gather important information for you.  For example, ‘Do you have a preference for your involvement?’ Casual, regular?
Action Plan
Evaluate the avenues listed in the Broad Methodology section, with your original goals in mind, and use this section to identify the specific tasks you will undertake.

Consider expenditure of energy for each option weighed against expected outcome of each method.  For example, is the effort to letterbox drop and directly reach 100 residents better than spending $400 (eg) on a press ad that may or may not be read by people in your specific suburb?
See tables below for an example of an Action Plan.  It lists the methods you will use for each campaign.
Objective 1: Attract new casual members to quarterly meetings

	Goal
	Considerations
	Strategy 
	Action / Tool
	Cost
	Timeframe
	Evaluation

	Attract 2 new casual members to each formal meeting
	· Increased resident awareness of the group’s activities and successes is necessary

· Are time-constraints keeping new people away?

· Important to maintain a sense of open invitation

· Broad and regular community updates required to keep our group “top-of-mind” 
	· Personal invites

· Ongoing contact
	· Face-to-face verbal invitations to immediate neighbours of current coordinating group members 

· Direct phone call update and invitation to past meeting attendees

· Supply invitee with generic promo flyer that includes contact details and meeting dates

· Email all neighbours on database with updates throughout year and specific meeting invitations
	· Minimal cost for local phone calls

· Flyer production: $nil (undertaken by Council staff in consultation with group)

· Flyer printing: $TBC
	· March 2011 flyer finalised

· April 2011 flyer printed

· End of month prior to meeting, contact residents
	· At each meeting note where each new person came from, eg from personal invite from neighbour, from phone call etc. In December 2011 graph the percentages from each method and evaluate methods to use in 2012.


Objective 2: Gain project leaders for specific projects

	Goal
	Considerations
	Strategy 
	Action / Tool
	Cost
	Timeframe 
	Evaluation

	Gain 1-2 project leaders for each project this year
	· Must attract people’s interest via their individual area of passion

· Catchy headlines are the key

· Important to express that support is given during project process

· Important to maintain a sense of voluntary commitment ie if life changes you can opt out
	· “Team Leader” Positions Vacant style advertisements for each specific project
	· Post notices on local community noticeboards

· Positions Vacant classifieds column of:

· Newcastle Herald

· The Star

· The Post

· The Lakes Mail

· Pelican Itch

Note: Be wary when using usual media channels, must state prominently “VOLUNTARY”
	· Print notices: $10

· Line ad cost dependant on amount of text. Range between $15-$40
	· Dictated by commencement dates of each project
	· Note which media new callers are responding to and prefer that media in future


Objective 3: Gain team members for each specific project

	Goal
	Considerations
	Strategy 
	Action / Tool
	Cost
	Timeframe
	Evaluation

	Gain 3 -5 team members for each project this year
	· Must attract people’s interest via their individual area of passion

· Catchy headlines are the key

· Continual awareness of the SNG’s activities and successes will help 

· Are time-constraints an issue towards involvement?

· Important to maintain a sense of voluntary commitment ie if your life changes you can opt out 
	· “Team Member” Positions Vacant style advertisements for each specific project
	· Post notices on local community noticeboards

· Positions Vacant classifieds column of:

· Newcastle Herald

· The Star

· The Post

· The Lakes Mail

· Pelican Itch

Note: Be wary when using usual media channels, must state prominently “VOLUNTARY”
	· Print notices: $nil. Use same sheet as Team Leader notice

Line ad cost dependant on amount of text. Range between $15-$40
	· Dictated by commencement dates of each project
	· Note which media new callers are responding to and prefer that media in future


Objective 4: Raise general awareness and profile of the SNG and its activities in the local community

	Goal
	Considerations
	Strategy 
	Action / Tool
	Cost
	Timeframe
	Evaluation

	By June 2011 100% of Swansea Heads residents know the Sustainable Neighbourhood group exists to take action in the local area
	· Permanent community signage is required to keep SNG “top-of-mind” and provide regular reinforcement of existence

· Short, succinct advertising material is best
	· Outdoor advertising
	· Corflute signage on prominent front yard fences
	$TBA
	· ASAP
	· Ask new members if they noticed the sign, if it was a key reminder or prompter in them attending

	By June 2011 70% of Swansea Heads residents are aware of newly occurring projects as they arise
	· Ongoing resident awareness of the SNG’s activities and successes is necessary

· Short and succinct updates are best, with links or reference to SNAP for more info and detail
	· Internet 

· Email

· Direct contact
	· Flyer handout at Swansea Markets

· Email and post on web, attractive flyers promoting fresh news
	$nil
	
	· Note number of enquiries in direct response to internet and email

	By December 2011 90% of Swansea Heads residents on email database
	· As people’s email addresses change will need to be astute in updating database so it is always current – dedicated coordinator to do this (as is currently in place)
	· Obtain email addresses from all new people at every event 
	· Spreadsheet template ready at every event to take new enquirers phone, name, email and address as well as areas of neighbourhood interest
	· Minimal to print spreadsheet
	· By first market stall
	· Note number of enquiries in direct response to internet and email

	There is one event every 2 months of interest to local residents
	· Promotion of these events needs to be well covered to get success out of the event
	· Arrange and promote events to attract residents, including:

· Energy Workshop

· Social informal BBQs

· Other
	· Promote via all channels previously detailed

· A3 posters widespread in strategic locations
	· Poster printing: $TBC
	· 3 weeks to one month prior to each event
	· At formal event like workshop, sign-in sheet asks how attendee found out about event

· Ask at informal gatherings


Timeline guideline for 2011

This can act as a quick reference guide once the marketing plan is completed.

	March
	Promo flyer finalised
	

	April
	Swansea Markets, use flyer
	Posters finalised and printed

	May
	Swansea Markets, use flyer and posters
	Invite residents to quarterly meeting via phone, email and over the fence to neighbours

	June
	Swansea Markets, use flyer and posters
	

	July
	Swansea Markets, use flyer and posters
	

	August
	Swansea Markets, use flyer and posters
	Invite residents to quarterly meeting via phone, email and over the fence to neighbours

	September
	Swansea Markets, use flyer and posters
	

	October
	Swansea Markets, use flyer and posters
	

	November
	Swansea Markets, use flyer and posters
	Invite residents to quarterly meeting via phone, email and over the fence to neighbours

	December
	Swansea Markets, use flyer and posters
	


Tasks and Priorities for actioning marketing activities

Here is an alternate way to state the same thing.

May 2011

· Swansea Markets: posters, handouts, giveaways, SHSNG promo flyer, A1 laminated area map showing significant ecological sites within neighbourhood

· Followed by quarterly meeting

· Spring series of activities planned in local areas of Swansea Heads

June 2011 

· Call all previously involved residents

· Organise a regular article or advertisement in the Pelican Itch

· Place a SHSNG sign below suburb sign announcing Swansea Heads

· Arrange for noticedboard to be displayed at Caves Beach Surf Club

· After June Informal meeteing, advertise Volunteer Positions Vacant for: Market Stalls attendants, Spring talk series organisers (this will need some discussion prior to determine roles and tasks before enquiries come in)

July 2011 

· Plan and prepare for Spring talk series

· Resource speakers and product samples for the above

· Coordinate any OHS requirements for event

August 2011 

· Finalise last details for Spring talk series

· Prepare advertising material 

· Distribute advertising material

· Host another market stall and use this to promote Spring events

· Confirm speakers for next month

September 2011 

· Prepare site for first Spring event

· Letterbox drop or mail out to all residents

· Host first event/s
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