	Know your organization’s mission or purpose.
	The foundation for a great marketing plan is to examine your organization’s mission, values, and philosophy of service. This will provide direction and a boundary around the area where you will look for issues or opportunities. 

	Environmental scanning
	This is the key skill of an entrepreneur. Environmental scanning is the process of scanning your environment to look for patterns and trends that will affect your organization or professions work.

	Identify an opportunity
	From environmental scanning through news media, networking and continuous learning opportunities one identifies and assesses various opportunities.  Identification of opportunities in the non-profit sector include reading about new funding programs, top of mind issues in the public sphere ( ie gun violence) and identifying stakeholders or possible allies in advocacy campaigns.

	Create a marketing objective
	An marketing objective is a specific, short-term, action-oriented target.

Characteristics of SMART objectives. 

S — specific

M — measurable

A — achievable

R — realistic

T — time-bound

	Undertake market research
	Market research helps determine what users are looking for in the way of product features such as variety, quality, and design, and what benefits such as good performance, quality, reliability and durability users demand in services, systems, programs, and resources.

	Identify the competition
	Identifying the competition helps to avoid duplication of services and helps to further develop your organizations positioning in the marketing place.  Questions to explore include: what other agencies or for profit organizations have a similar mission to your organization? What kinds of services and products do they provide? Do you know where they are planning to go in terms of service delivery in the near future. 

	Determine your target market
	What specific groups of potential customers/clients (markets) might have which specific needs (nonprofits often already have a very clear community need in mind when starting out with a new program -- however, the emerging practice of nonprofit business development, or earned income development, often starts by researching a broad group of clients to identify new opportunities for programs) 

How those needs might be met for each group (or target market), which suggests how a product might be designed to meet the need (nonprofits might think in terms of outcomes, or changes, to accomplish among the groups of clients in order to meet the needs) 

	Explore pricing and buying motivation of desired customer and target market
	Explore of questions like: why would someone come to your program as opposed to the one down the street? Why would someone make a trip to your office when they can get the information they need online?

What is the right price for the service so people will value it?

	Develop the marketing action plan development  including advertising and sales strategy, promotional plan, outreach or fundraising strategy
	Marketing plans are programs that reach and interact with the target audience A plan of action (outline of specific tasks) is developed to describe how the strategies will be carried out. Each objective will have a detailed timeline of daily tasks and responsibilities.
Non-profit marketing strategies include public relations, including direct mail and telemarketing, print material and websites, e-mail marketing, advertising and events.

	Develop the marketing plan budget and obtain resources


	Costing of each strategy must be identified in the marketing plan budget. When developing a budget be sure to consider any budget restraints. 

	Implement the marketing plan


	Buy advertising

Print marketing materials

Hire outreach or communications co-coordinator

Build website

Plan events



	Test, test, test!

(Ongoing data collection)


	This is the first rule of marketing. Once you develop an ad a key message or a product or service you must test it before a sample audience for reactions. In marketing many ads and messages get refined many times before they get tolled out as the final product.

	Evaluation
	The marketing plan should specify outcomes or measures to use to measure how well goals and objectives were met. Specific measures (metrics) are given for each strategy. How many, what percentage, more than before, new users, percentage of a particular market, etc. If your objective was to have 50 attendees, the evaluation is easy -- count them! If your measure of evaluation is customer satisfaction, you will need another method, an evaluation survey form for example. 
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