
Help! I Need to Put 
Together a Marketing Plan!

Sam Kirk, Director of Communications 
International China Concern

• ICC is a Christian development agency that brings love, hope and 
opportunity to China’s abandoned and disabled. We partner with the 
Chinese government to provide high quality care for life for children and 
young people who were abandoned by their families because of they have 
disabilities.


• I’ve been in marketing and communications for more than 15 years, but 
have been working in business for more than 20. It took me a few years to 
figure out what I was good at.


• ACTION: Go around the room and find out what some people do in their 
schools.


• Q: “Who here actually started out to become a development rep, a 
marketing person, a fundraiser, a capital campaign organizer, etc?”


• Yeah, me neither.

• Started out as a banker, who then flirted with becoming a professional 

actor, but then ended up in graphic design… which led to helping 

Why Marketing?

• So why marketing? I think it can sound so dirty and grubby and like we’re 
selling used cars. And I’m sure you either feel that way yourself, or a 
donor or parent has said the same thing: “Don’t sell me. I’m not an ATM. I 
love our school or what you are trying to achieve, but I don’t want to be hit 
up every time you talk to me.”


• Q: Who here has had something like that happen?

• Let me read something to you:



From “A Spirituality of 
Fundraising” by Henri Nouwen 

“From the perspective of the 
gospel, fundraising is not a 
response to a crisis. Fundraising is, 
first and foremost, a form of 
ministry. It is a way of announcing 
our vision and inviting other people 
into our mission.”

From “A Spirituality of Fundraising” by Henri Nouwen


“From the perspective of the gospel, fundraising is not a response to a crisis. 
Fundraising is, first and foremost, a form of ministry. It is a way of announcing 
our vision and inviting other people into our mission.”


Then one paragraph later he says this:

“Fundraising is precisely the 
opposite of begging. When we seek 
to raise funds we are not saying, 
‘Please, could you help us out 
because lately it’s been hard.’ 
Rather we are declaring, ‘We have a 
vision that is amazing and exciting. 
We are inviting you to invest yourself 
through the resources that God has 
given you – your energy, your 
prayers, and your money – in this 
work to which God has called us.’” 

Fundraising is precisely the opposite of begging. When we seek to raise funds 
we are not saying, “Please, could you help us out because lately it’s been 
hard.” Rather we are declaring, “We have a vision that is amazing and 
exciting. We are inviting you to invest yourself through the resources that God 
has given you – your energy, your prayers, and your money – in this work to 
which God has called us.”




Marketing Isn’t Dirty

So, marketing our schools or non profits/foundations isn’t a dirty thing at all. 
It’s calling the parents of current students, parents of your potential students, 
donors, board members, church partners… anyone… to join you in your 
amazing vision. It’s a spiritual act or communion.


It’s a spiritual act of 
communion

You’re not begging. We can do this standing up, now bowing. You’re asking 
for people come into a relationship – and good relationships are ones where 
the parties are equals.




So How Do We Do It?

Go back to the fictional parent: 

“I don’t want to be hit up for money every time 
you talk to me.” 

What’s the key phrase here?

“…talk TO me.”

Is marketing just talking to people? Is it just telling them how great you are? Is 
it just fancy websites and lots of Facebook likes? Is it that new brochure you 
spent months on?


What people want to hear is:




“I want to talk WITH 
you.”

• I would challenge you all to think of marketing as inviting people into a 
relationship with you where you listen as much as you speak. 


• Because only then will you know who you they are.

1. Assess Your Organization



1. Assess Your Organization

Know Who Your Target Market Is

• Who are you trying to get on board with you? 

• If you can’t answer that question right now, 
figure it out. 

• It can be multiple audiences.

a.	 Know Who Your Target Market Is 

• Who are you trying to get on board with you?

• Parents of prospective students? Donors for your capital campaign? A 

church that you want to be partners with? 

• If you can’t answer this now, then your VERY NEXT STEP is to figure it out. 

This is the most basic question you NEED an answer for. Because only then 
will you know what you should say to that audience.


• It can be multiple audiences. Especially if you’re responsible for fundraising 
AND recruitment, these are not necessarily the same people you will be 
talking to. But you wouldn’t talk to them the same way, right? We have 
different ways of communicating with business associates than we do with 
family members – you will need different ways of talking to each type of 
audience.


• Are you able to put those people into some sort of database or CRM 
system to track?

1. Assess Your Organization
Look At What You’re Saying

• What’s your tagline? 

• Does your school have mission & vision 
statements? 

• What’s you elevator pitch? 

• How effective and consistent are your 
messages?

b.	 Look At What You’re Saying

• What’s your tagline? Does your school have mission & vision statements? 

What’s your elevator pitch? Who wrote your messages?

• Find out how effective and consistent your messages are. Ask parents, staff 

members, donors what your school is about and how you’re different than 
others. See what they say. If they’re not consistent, you have some work to 
do.



1. Assess Your Organization

Define Your Channels

• Website 

• Social media 

• Ads 

• Communications  
(newsletters, email, direct mail)

• Events 

• Brochures 

• Annual Reports

c.	 Define Your Channels – what ways are you communicating with your 
audiences

i.	 Website

ii.	 Social media

iii.	 Ads

iv.	 Communications (newsletters, email, direct mail)

v.	 Events

vi.	 Brochures

vii.	 Annual Reports


1. Assess Your Organization

Analyze!!!

• Are your messages consistent? 

• Are your communications materials how you 
want them to be? What would you change? 

• Does the way your organization perceives 
itself match the way others see it?

d.	 Analyze!!!

• Are your messages consistent?

• Are your communications materials how you want them to be? What would 

you change?

• Does the way your organization perceives itself match the way others see 

it?

• Are your communications heavily weighted on fundraising versus other 

types of outreach?

• Does your tagline differentiate you from other schools?

• Were there any audiences you hadn’t considered or spoken to directly prior 

to this fact-finding?



1. Assess Your Organization
Analyze!!! (part 2)

• Are your communications heavily weighted on 
fundraising versus other types of outreach? 

• Does your tagline differentiate you from other 
schools? 

• Were there any audiences you hadn’t 
considered or spoken to directly prior to this 
fact-finding?

d.	 Analyze!!!

• Are your messages consistent?

• Are your communications materials how you want them to be? What would 

you change?

• Does the way your organization perceives itself match the way others see 

it?

• Are your communications heavily weighted on fundraising versus other 

types of outreach?

• Does your tagline differentiate you from other schools?

• Were there any audiences you hadn’t considered or spoken to directly prior 

to this fact-finding?

2. Set Your Goals, Strategies 
& Tactics



2. Set Your Goals, Strategies 
& Tactics

Most Basic – setting some goals

a.	 Most basic – setting a/some goal(s)

• The most basic objective – e.g. Raise $25,000; or Recruit 20 new students 


2. Set Your Goals, Strategies 
& Tactics

Set Your Objective – Usually start with action verbs and have 
four parts:

1. Identify a specific audience being addressed. 

2. State a measurable outcome. 

3. Set an attainment level. 

4. Set a time frame. 

b.	 Set Objective – Usually start with action verbs and have four parts:

1. Identify a specific audience being addressed.

2. State a measurable outcome.

3. Set an attainment level.

4. Set a time frame.


A. Connect with 100 donors this year 

B. Confirm gifts from 50 at avg. $500 each

C. Raise $25,000

D. Do it within 18 months



2. Set Your Goals, Strategies 
& Tactics

Set Your Strategy – How will you achieve this?

c.	 Set Strategy

• How will you achieve this? These are the overall methods of engagement.


1. Phone calls

2. Face to Face meetings

3. Direct Mail

4. Email campaign

5. Church talks

6. Events 

2. Set Your Goals, Strategies 
& Tactics

Deploy Your Tactics

d.	 Then You Need Tactics

• How many Direct Mailings will you do? What will your messages be?

• How many emails?

• How will you do follow ups to those that don’t give right away?


1. Phone?

2. More email/direct mail?

3. Set up meetings?



2. Set Your Goals, Strategies 
& Tactics

Target Audiences Desired Actions

Parents of Prospective Students Choose your school to send their 
child(ren) to

Donors Give to your capital campaign

Onetime Volunteers Become regular volunteers

e.	 Break out your audiences with a chart like this:


3. What Is Your Unique 
Value?

3.	 What Is Your Unique Value

A. What’s your USP, your point of differentiation? What makes your 

school the only one they should engage with?

	 	 	 i.	 Find your “Onliness” by breaking down the five Ws 
and an H:


1.	 Who (are your constituents)

2.	 What (is your issue area)

3.	 Where (are your constituents located)

4.	 When (do they need you)

5.	 Why (are you important)

6.	 How (are you different)


	 	 	 ii.	 Get an outsider’s opinion – who do they say you 
are?


1.	 Your view of who you are might be way different 
than what others see




3. What Is Your Unique 
Value?

Find your “Onliness” by breaking down the five W’s and an H:

1. Who (are your constituents) 

2. What (is your issue area) 

3. Where (are your constituents located) 

4. When (do they need you) 

5. Why (are you important) 

6. How (are you different) 

3.	 What Is Your Unique Value

A. What’s your USP, your point of differentiation? What makes your 

school the only one they should engage with?

	 	 	 i.	 Find your “Onliness” by breaking down the five Ws 
and an H:


1.	 Who (are your constituents)

2.	 What (is your issue area)

3.	 Where (are your constituents located)

4.	 When (do they need you)

5.	 Why (are you important)

6.	 How (are you different)


	 	 	 ii.	 Get an outsider’s opinion – who do they say you 
are?


1.	 Your view of who you are might be way different 
than what others see


3. What Is Your Unique 
Value?

Complete this phrase:

“Our school is the only ______ that  _______.”

3.	 What Is Your Unique Value

	 	 	 iii.	 Complete this phrase: “Our school is the only 
_______ that ________.”


1.	 This gets right to the core of why your school exists 
in the first place. Who are you serving that no one else 
does, and how are you doing it differently?


	 B. 	 Finding your “Onliness” statement will help you make decisions. 
Will a new program align with your statement? How can you position your 
organization in fundraising campaigns?




4. Craft Your Message
4.	 Craft Your Message

It would be really easy to just start writing and designing stuff. Maybe take 
some sentences from your mission statement, something from an old 
brochure, trumpet out some of your “wins”… But wait!!! 


This isn’t about you! This is about connecting with your audience’s values. 
There are two types of marketing, taken from the perspective the audience 
member:


4. Craft Your Message

You Marketing

Me Marketing

4.	 Craft Your Message

i.	 You Marketing – this is all about you. You and your school. Your 
school’s accomplishments. Your Fraser Institute ranking. Your sports 
achievements. These are great… but imagine going to someone’s for dinner 
and all they did was talk about how great they are and you don’t get to say 
anything.


1. When a colleague of mine at ICC writes an appeal letter, she will 
ruthlessly count how many times she used the word “I” and the 
word “You.” If the “I” was used more than the “You,” then she 
knows she will need to redraft her letter.


ii.	 Me Marketing – what have you done for me lately. People respond to 
messages that speak to them… and that means speaking their own values 
back to them. It forces you – the school – to find the benefits of what you are 
offering your audience.




4. Craft Your Message
Calls to Action — emphasis on ACTION! 

1. Be specific 

2. Be feasible 

3. Have a first priority 

4. Be free of barriers 

5. Be “filmable”

4.	 Craft Your Message

	 a.	 Calls to Action – emphasis on “ACTION”

	 	 i.	 This is where it all comes together

1.	 Be specific – if the action is too broad, then the donor won’t see 
themselves as part of the solution. 

2.	 Be feasible – You can’t ask a one-time, $10 donor to give $1,000. So 
tailor your ask to your audience.

3.	 Have a first priority – not everyone is ready to engage in every way. 
Provide one priority way they can respond.

4.	 Be free of barriers – make it easy to respond by eliminating any red 
tape or hurdles.

5.	 Be “filmable” – the audience should be able to picture themselves 
responding, like in a movie.


4. Craft Your Message

Thank Your Donors 

All the time… thank them. I can’t stress this 
enough.  

This is how you demonstrate stewardship.

4.	 Craft Your Message

	 a.	 Thank your donors

	 	 i.	 Then you need to thank your donors. All the time. Follow 
up by email, phone, letter… but thank them. Share how their gift made a 
difference. They could have given elsewhere, sent their children to another 
school. Your appreciation will go a long way and help you to continue the 
conversation.




5. Choose Your Tools
1.	 Choose Your Tools

a.	 Determine you Online & Offline mix – no one channel will reach all of 
your audience. Use what makes sense for your audience.


b.	 Online

i.	 Website

ii.	 Social media

iii.	 Special events pages

iv.	 Online donation page

v.	 Email (newsletters, campaigns)


c.	 Offline

i.	 Print collateral (brochures, annual reports)

ii.	 Direct mail

iii.	 Newsletters


5. Choose Your Tools

Determine your mix of Online and Offline

1.	 Choose Your Tools

a.	 Determine you Online & Offline mix – no one channel will reach all of 
your audience. Use what makes sense for your audience.


b.	 Online

i.	 Website

ii.	 Social media

iii.	 Special events pages

iv.	 Online donation page

v.	 Email (newsletters, campaigns)


c.	 Offline

i.	 Print collateral (brochures, annual reports)

ii.	 Direct mail

iii.	 Newsletters




5. Choose Your Tools
Online

• Website 

• Social media 

• Special events pages 

• Online donation page 

• Email (newsletters, campaigns)

1.	 Choose Your Tools

a.	 Determine you Online & Offline mix – no one channel will reach all of 
your audience. Use what makes sense for your audience.


b.	 Online

i.	 Website

ii.	 Social media

iii.	 Special events pages

iv.	 Online donation page

v.	 Email (newsletters, campaigns)


c.	 Offline

i.	 Print collateral (brochures, annual reports)

ii.	 Direct mail

iii.	 Newsletters


5. Choose Your Tools
Offline

• Print collateral (brochures, annual reports) 

• Direct mail 

• Newsletters 

• Phoning 

• Special events

1.	 Choose Your Tools

a.	 Determine you Online & Offline mix – no one channel will reach all of 
your audience. Use what makes sense for your audience.


b.	 Online

i.	 Website

ii.	 Social media

iii.	 Special events pages

iv.	 Online donation page

v.	 Email (newsletters, campaigns)


c.	 Offline

i.	 Print collateral (brochures, annual reports)

ii.	 Direct mail

iii.	 Newsletters




6. Budget, Timeline & 
Resources

Set Your Budget

• How much money will you need? You WILL need 
to spend something. 

• How to save money? Print in-house. Do gang-
run printing. Find resources within your 
constituents. 

6.	 Define your Budget, Timeline & Resources

Set Your Budget

Now that you’ve determined the right mix of channels for your outreach, 
decide how much money you’ll need for producing your marketing 
materials, email and offline outreach expenses. 


Here’s the “How do we do this on the cheap?” — email platforms like 
MailChimp have cost, but I feel is worth it. Mail has hard costs (printing & 
postage), but can be very effective. Your website probably costs 
something. Brochures have to be printed. 


What if your board says, “No more funds for fundraising.” Build your case. 
If you feel your fundraising efforts will generate a return, then that should 
cover your costs. It’s an investment.


6. Budget, Timeline & 
Resources

Create Your Calendar

• Monthly calendar with all your tasks, events, 
campaigns 

• Start with your main “tent poles” 

• Backfill with all the task that lead up or follow the 
tent poles. 

• Assign roles to accomplish each item 

6.	 Define your Budget, Timeline & Resources

Create Your Calendar


• Do it by month, make the calendar about all the tasks you have to do.

• Start with your main tent poles, like when your campaigns will “drop,” 

when your newsletter will go out, when your special events are on, 
when you’re touring churches, etc.


• Backfill with all the tasks that have to lead up to your tent poles, such 
as writing newsletter articles, arranging speaking times, segmenting 
your lists, following up on campaigns, etc.


• Assign roles for each item, if possible – maybe volunteers or board 
members can help if you’re on your own.



6. Budget, Timeline & 
Resources

6.	 Define your Budget, Timeline & Resources

Example of ICC’s Communications Schedule

	 A good idea for how to present to boards, other staff, volunteers

	 A different version has all the tasks each month for my staff

6. Measure & Track Results

You Can’t Manage What You Can’t Measure

• A marketing plan is a living document. It has to 
adjust to conditions. 

• You need to regularly review to confirm that goal 
are being met.

7.	 Measure and Track Your Results

• A marketing plan that sits on the shelf is not particularly useful. You should 

regularly review your results to verify that your goals have been met or to 
determine if new strategies are in order. To round out your marketing plan, 
include the following:



6. Measure & Track Results

You Can’t Manage What You Can’t Measure

• Timeline: How often will you review your plans 

• Metrics: How will you measure success? 

• Evaluation: Revisit your “target markets”

7.	 Measure and Track Your Results

• Timeline: How often will review your plans—monthly, quarterly, 

semiannually, annually?

• Metrics: How will you measure your success? Consider website analytics, 

enewsletter subscriptions, and number of volunteers signed up. These 
metrics will be defined by what you want to accomplish. 


• Evaluation: Remember the primary research we accomplished in Step 1: 
Assess Your Organization? Revisit those target markets and see how your 
marketing activities have changed and/or improved your school’s situation.

Conclusion
• Fundraising is a 

Ministry 

• Assess your 
Organization 

• Set your Goals, 
Strategies & Tactics 

• Your Unique Value

• Craft your Message 

• Choose your Tools 

• Define you Budget, 
Timeline & Resources 

• Measure & Track 
Results



Resources

7 Steps to Creating Your Best Nonprofit 
Marketing Plan Ever 

(The document I took a lot of content from for this session)  

https://dl.dropboxusercontent.com/u/2493778/7-
Steps-Creating-Best-Nonprofit-Marketing-Plan.pdf 

Resources
• Get a CRM system - Salesforce is amazing, and the pricing for 

nonprofits is incredible. 
www.salesforcefoundation.org 

• Google Ad Grants - $10k/month grant  
www.google.ca/intl/en/grants/index.html  
(only eligible for philanthropic arms of schools) 

• Mass Email platforms  
Mailchimp - www.mailchimp.com 
Constant Contact - www.constantcontact.com 

• Websites 
Squarespace - www.squarespace.com  
Wordpress - www.wordpress.com 



Contact Me
Email: sam.kirk@chinaconcern.org 

Phone: 604-322-3119


