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Preface
 

Dear AmeriCorps member,

You have come to this guidebook with many of the following questions: How do 

people find my organization’s website through search engines such as Google? How 

do I create a meaningful online relationship with my target audience to get them to 

support my cause?  How can I improve the usability of my organization’s website? 

How do I get strangers and my community to become active in social media? By the 

end of the resources you will have the answer to these questions and much more.

I want to start by thanking you, the AmeriCorps member, for taking the time to learn 

how to properly manage your organization’s online actions. This puts you ahead 

of many nonprofit professionals who only view the World Wide Web as a means to 

tell people about their cause. You know that telling people is only one of the desired 

actions. The other more desirable action is to invite these strangers who find your 

website to participate with your organization by supporting the organizational cause. 

Strategically improving your website and actions online can gain your website 

greater visibility, larger capacity and improve incoming donations. Continue reading 

to learn more.

Sincerely,

         Jennifer C. Wilson
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Why do online relationships matter?

We all want to build the capacity 
of our organizations by teaching 
new people about our cause and 
strengthening pre-existing relationships. 
Nothing is more exciting than 
expanding the number of people who 
know about your organization. It is 
easy to forget that you are writing to 

Main Four Takeaways:
1. Provide the best preemptive customer 

service.
2. Talk “with” visitors not “at” them 

online.
3. Allow space for visitors to express their 

opinions.
4. Find ways to show the your 

organization’s personality.

people online  because you are not engaged in a traditional conversation. As 
a result, you may feel like you should be using both your website and social 
media accounts to talk to people visiting your website. This is the online 
equivalent of your friend talking at you and you never getting a word in the 
conversation. You would prefer for your friend to be asking you questions 
and have a back and forth conversation where your friend is talking with 
you. The important word difference here is “with” and not “at.”
 As extremely social creatures, people want to be able to express their 
opinions and have their questions answered online. With this desire in mind, 
your role becomes finding ways to allow your visitors to have the experience 
that they are seeking with your organization. The more visitors publicly 
declare their interest and invest time in an organization the more likely that 
they will become an active participant and more willing to donate money. 
Think of a website as an organized guidebook that should tell your visitor 
everything they want to know, before they even know what they want to 
know. Then I like to think of social media as a party where everyone can 
show their personality and have fun exchanging information. We will go into 
more details later about how to build a digital marketing plan for both your 
website and social media.
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What is digital marketing?

Digital marketing is the strategic 
implementation of website and social 
media elements resulting in a desired 
action taken by a visitor. This desired 
action changes depending on your 
organization’s goal. Some examples of 
an action may include signing up for a 
newsletter or donating money. The next 

Main Four Takeaways:
1. Every action online must reflect the 

needs of your visitor.
2. Determine and address the critical needs 

of all your groups of visitors. 
3. Use pre-existing digital content from 

similarly-minded organizations to gain 
ideas for your own content.

4. Create a marketing plan to attract and 
convert your targeted visitors.

desired action is to take the visitor from stranger to a supporter, and then to 
a promoter. This conversion only happens by taking the time to think about 
what information your visitor needs and what experience your visitor wants 
from your organization.
 The focus of a well-designed digital marketing plan addresses the needs 
of your visitors and figures out how your organization can deliver on those 
needs. Your goal will be to have more than one type of visitor to your digital 
content and as a result you will need to make sure the needs of all these 
groups are met. You can find this information out by talking with your ideal 
visitor to find out what they want from your digital media.  In addition,  you 
can gain content ideas by looking at what your competitors are doing and 
copying their effective elements. 
 The whole plan must allow for both the personality of your 
organization to be present along with the personality of your visitor, because 
people give both time and money to organizations with which they feel a 
personal connection. By keeping your visitor at the forefront of your mind 
when creating your digital marketing strategy, you will give your visitor the 
information in the format that your visitor will be most receptive.
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Top 10 things your website requires!

1. Visitor satisfaction is 
worthless, visitor loyalty is 
priceless:

● Although visitor 
satisfaction is very important, these 
visitors are less likely to promote 
your organization in good times 
and defend your organization in 
bad times. On the other hand, a 
loyal visitor will be a repeat donor 
and your best advocate in good and 
bad times. The loyal visitor will 
attract people from their network 
to yours and with these invitees are 
more likely to also become part of 
your organizational network. The 
only way to convert a visitor from 
satisfied to loyal is by exceeding 
the expectations of their experience 
with your organization. This 
experience starts online.

2. Don’t make me think:

In general, visitors to websites 
are lazy meaning they do not 

want to work to learn about your 
organization. If your visitors cannot 
find information where they think 
that information should be on your 
website then they are more likely to 
leave. Here are some common web 
pages that are common to most 
nonprofit organizations and should 
be included on your website:
● About Us: This page 
includes all the information about 
your organization. Include your 
mission and vision on this page. 
A lot of organizations also include 
their founding story on this page 
as well. Some organizations 
choose to make their founding 
story its own page, which is a 
stylistic choice. You must have 
on your organization’s website 
a Meet the Staff section and the 
link to this page can be nested 
under the About Us page. This 
page includes job descriptions, 
photos of each staff member, work 
number, work email and sometimes 
a personalized biography related 
to the work that person performs. 
Some organizations will include 

an organizational flow chart so 
that visitors will understand which 
people are in charge of which 
aspect of the organization.
● Contact Us: This page 
contains all the information that 

your visitor will need to know in 
order to get in contact with your 
organization. This includes hours 
of operation, main e-mail address, 
main phone number, and map with 
address to your organization’s 
physical location. In addition, if the 
mailing address is different from 
the physical address than make sure 
you note then on this web page. 
● Awards & Honorable 
Mentions: This page contains 
any of the awards that your 
organization has received. Make 

“The loyal visitor 
will attract 
people from their 
network to yours”

Page 3



sure that you include a link to the 
website where you received the 
award along with the date and 
reason. You should  place links 
with excerpts from news articles 
or other blog articles written about 
your organization. The more 
outside sources validating the 
existence of your organization, 
the more credibility you will build 
and the greater the likelihood that 
visitors will want to give you their 
resources.
● Donate Now: This call 
to action button can be the same 
size as the other links or can be its 
own shape. Just make sure that no 
matter what page a visitor goes to 
this button is there. The best way 
to get visitors to give you money is 
to allow them to use their PayPal 
accounts. That way the visitors 
who already trust PayPal with 
their money can give you their 
money. (https://www.paypal.com/
webapps/mpp/donations) A well 
known fact is that people only 
give money to organizations that 
they trust. Newer visitors may not 
trust your organization completely.  
However, by allowing the visitors 
to make transactions through an 
already trusted company, such 
as PayPal,  your organization 
will benefit financially from 
this preexisting relationship.  In 
addition, whenever asking for 
money include how you will be 
spending the money or give the 
donor options to choose how the 
money will be spent. Donors still 
consider the money theirs until they 
hit the submit button. As a result, 
just like any purchase, the donor 
wants to be included in the decision 
making process.
● Volunteer Opportunities: 
If your organization has volunteer 

opportunities then it is important 
to allow everyone who visits your 
website the opportunity to become 
a volunteer. On this web page, 
include how someone becomes a 
volunteer, the application process, 
any specialized training they need 
or will be receiving, the time 
frame and commitment length 
as well as any age limits.  Two 
of the common ways to sign up 
volunteers is to have them e-mail 
your organization with their 
interest or by providing a form. A 
form is the better choice since this 
method requires fewer steps for the 
volunteer. 

3. Public declaration is 
priceless:

Visitors are more likely to commit 
to an organization when they 
associate their name with the cause 
of your organization. This can 
happen by asking your visitor to 
share your organization’s content 
with their online network, sign an 
online guest book, sign up for an 

opt in e-mail newsletter or follow 
your social media/blog accounts. 
An additional benefit of  this public 
declaration of support  for your 
organization is your accessible 
network will also expand.

4. Stories are powerful:

From a young age people have 
learned that stories are fun and full 
of good information. As a result, 
using rhetorical devices such as 
“I am going to tell you a story” 
will draw your visitors to your 
organization. Use these stories to 
link causes your visitors already 
support with your organization. 
For example, your visitor 
already supports protecting the 
environment. Your organization 
wants this visitor to plant a tree. 
By creating a narrative where 
the already supported cause of 
environmental protection is linked 
to your organization’s cause of 
planting a tree, then the visitor will 
be more likely to want to support 
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your similar minded cause and 
take the action of planting the tree 
to protect the environment. In 
addition to telling your stories with 
words you can also use pictures to 
capture the essence of your story. 

5. People are socially 
bound by the need of wanting 
to belong, fear of loss, feeling of 
indebtedness, and honor:

● Need of Wanting to Belong: 
Your visitor wants to feel part of a 
group, and will to try to determine 
from the content your organization 
publishes online, if your 
organization has the type of people 
they want to be around. As a result, 
your first impression with your 
potential donors and volunteers 
is your website and social media 
accounts. These digital mediums 
need to be maximized to show 

your visitors that you and they are 
likeminded so that they will invest 
in your organization.
● Fear of Loss: Many of your 
visitors will be compelled to donate 
to your organization if they feel 
they will directly lose something 
by not donating. An example is if 
your organization supports reading 
in elementary schools by donating 
books then visitors that do not 
donate books will feel personal 

responsibility for the decline in 
books to elementary students that 
results in inadequate resources 
for children to learn how to read. 
Your visitors will be motivated 
by the sense of losing something 
personal to them especially if they 
have children or know children 

in the school district that you are 
supporting.
● Feeling of Indebtedness: 
One of your organizational goals 
may be to become a hub for 
information about your cause. You 
may produce digital pamphlets, 

have an 

organizational blog or in person 
workshops that people can sign 
up for online. As a result of the 
wonderful information that helped 
your visitor accomplish their goal 
(that you provided for free) your 
visitor may want to elevate this 
feeling of indebtedness through 
reciprocity by donating their money 
or time to your organization. 
● Honor: Honor includes 
the deep imbedded socio-cultural 

codes that internally regulate and 
place value judgments of good and 
bad on people’s external actions. 
If you understand what codes of 
honor your visitors follow then you 
can use strategies to either support 
or stop their external actions. 
Understanding honor has been 

used most 
effectively in 
human rights 
causes such 
as stopping 
dueling, 
slavery, and 
the binding 
of women’s 
feet. Honor 

is currently being applied to the 
treatment of women by changing 
the internal cultural dialogue of 
what is acceptable and what is 
unacceptable expression of the 
value of the treatment towards 
women.

6. You want to do this, 
because I made you think it was 
your idea:

● Your visitors have two 
levels of initial processing of  
information on the website. The 
first level of focus is paying 
attention to information the visitor 
already believes in. An example 
of the first level of focus is when 
your visitor already believes in 
your cause and will quickly take 
an action such as donating or 
signing up for your newsletter. The 
second level of focus is when your 
visitor analyzes the information for 
acceptance or rejection into their 
schema.  An example of the second 
level of focus is when your visitor 
does not believe in all the aspects 
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of your cause.  In order to convince 
your visitor to reprocess the 
information to fit into their schema.   
To activate this second level of 
focus provide the information in a 
harder to read or a different format 
that will force the visitor to pay 
attention to each word that they are 
reading or hearing.

7. Direct Communication 
(Individualistic Culture) vs. 
Indirect Communication 
(Collectivistic Culture):

● Direct Communication is 
a way of directly telling someone 
who you are. In the Individualistic 
Culture the center of all the 
messages being sent and received 
is about that person. There may 
be some speculation about their 
family, but almost all attributes 
about the quality of their character 
and financial standing are attributed 
to that person alone. On the other 
hand, Indirect Communication is 
often exhibited by Collectivistic 
Cultures;  the messages sent by one 
person are reflective of the family 
unit as a whole. The family’s 
quality of character and financial 
standing are built by external 
actions of all the family members. 
As a result, one member’s actions 
are reflected on the unit as a 
whole. Indirect Communication 
can include the way a person 
dresses, the places where a 
person is seen, and the food that 
they consume. In addition, an 
individual may not tell the truth 
or avoid answering a question 
to save the face of the family. 
With this in mind there may be 
acceptable ways for an individual 
to tell how they feel separate from 

what their family feels on a topic 
such poetry or storytelling. As a 
result, Indirect Communication 
employs the utilization of layered 
communication where every action 
has the potential to communicate 
another meaning. The more aware 
you are of internal beliefs, the more 
predictable a person’s external 
reactions become. As a result, 
knowing your visitors beliefs will 
allow you to create messages that 
will get them on your side. 

8. SMART Goals:

● You can measure your 
online goals by making sure they 
are SMART. Specific goals tell 
you exactly what you want to 
accomplish. Measurable goals 
tell you how you will determine 
you meant your specific goal. 
Achievable goals means that your 
specific goal can really be met. 
Rate dependent is the amount 
of growth or improvement you 
would like to occur in your specific 
goal. Time bound is the length 

of time you will give yourself to 
accomplish your specific goal or 
the time before you will re-evaluate 
the success of your specific goal. 
An example of a SMART goal 
is; I will increase monthly online 
donations by 10% by spending 
30 minutes a week implementing 
my digital marketing plan over 
the course of  a year. For more 
information about how to set 
SMART Goals Bright Hub Project 
Management has several blog posts 
explaining how to take ordinary 
goals and make them exceptional 
(http://www.brighthubpm.com/
project-planning/26374-smart-
goals-in-project-management/). 

9. Proof of your existence:

● The best way for your 
visitors to know that your 
organization is a credible 
organization is to supply your 
visitors with Testimonials and 
Awards. Testimonials are a great 
way for your organization to brag 
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about how great you are without 
doing the bragging. The same is 
true about awards. These third 
party verifications tells your 
visitors that you are very important 
and they are more likely to believe 
what is being said, because your 
organization is not participating in 
self promotion marketing.
 

10.  Who is and who is not 
your ideal visitor?

● When creating any digital 
content you need to know who you 
want to read this content and who 
would not be helped in finding this 
content. For example, if you are 
wanting people to donate blood in 
Oregon, then you will want to use 
those exact words in your content. 

This will prevent someone who 
wants to donate clothes or donate 
blood in New York  who would 
not be helped by the information 
that you post from being directed 
to your website. As a result, you 
want be as specific when writing 
your online content so that only 
your targeted visitors will find 
your organization on the web 
and the other visitors will not be 
misdirected to your content. 

Page 7



Top 10 things that will break your online credibility!

1. We have to be 
professional:

● Many organizations are 
concerned about maintaining a 
professional presence online and 
they do not realize that this view 
is hurting their ability to look at 
digital marketing as a relationship 
building device. Your website is 
like a directory where people go 
to learn about your organization. 
Your social media accounts are 
like the people in your office who 
go to events and interact with the 
public so that they can get a feel 
for how fun your organization is 
to interact with. Your blog is like 
a digital classroom where visitors 
come to learn and discuss new and 
accepted ideas. Each online tool 
has its own purpose and your main 
purpose should be to figure out 
how to make conversation between 
your visitors and organizational 
members easy while following 
current communication trends. As a 
result, the old view of broadcasting 

information in the professional 
tone of the organization is no 
longer useful.  Even in your blog, 
which is meant to share ideas and 
be your digital classroom, you 
don’t want to be the professor who 
drones on in the front of class.  
To be successful you want to be 
the cool professor who asks great 
questions, engages students in 
dialogue, and is provocative and 
fun.  By letting go of traditional 
professional communication you 
free your organization to have real 
conversation that energizes and 
excites people about your mission.

2. Are small details like color 
really that important:

● There are some elements 
that visitors look for on every 
website such as the location of the 
search toolbar, location of content 
and location of call to action. 
All of these elements should be 
present above the fold or before 
the visitor has to scroll to find this 

information. There will be some 
variations where you will want to 
put the “donate now” button and 
you may want to try out different 
colors. However, the only way 
to tell if colors or the placement 

of call to actions are correct is to 
perform testing to determine if 
one receives more clicks over the 
other. Your time is better spent on 
discussing your content than on 
little details of color. As long as 
you keep to a color theme, such as 
your organization’s colors, and the 
text/content is easy to read, then 
your visitor will 

“[Y]ou don’t want 
to be the professor 
who drones on in 
front of class”
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know how to use your website. 
Emma has a great article on how 
to create better call to actions                                                    
by utilizing color psychology                         
https://emma.uberflip.com/
i/484564-why-we-click-the-
simple-psychology-behind-a-
great-call-to-action. 

3. Recreating the wheel:

● You are smarter than a lot 
of people, because you realize that 
you can mimic your digital content 
from those that are already on the 
Internet. You should never directly 
copy word for word or action for 
action what another marketer has 
created, but take their ideas to 
create a solution that fits the needs 
of your visitors. Focus on four 
main components when creating 
websites or digital content for your 
organization. Ask yourself these 
questions:  
(1) What are like-minded 
organizations doing?  
(2) What is my organization 
currently doing? 
(3) What do my visitors want from 
my organization? 
(4)What experience can I feasibly 
deliver to my visitors?
Taking these questions into account 
you will be able to start thinking 
how other marketers are thinking.  
Examine the merits of their work in 
order to improve on their work and 
use this information to better reach 
your visitors. 

4. I do not deal with people, 
I am indirect service, I am not an 
online publisher:

● Everyone regardless of their 

position in your organization is a 
customer service representative. 
Your whole team, including 
yourself, create the impression 
visitors to your website will have 
of your organization. The policies 
that are passed by the members 
in your organization will affect 
what information and how content 
is published on the web. When a 
website visitor calls, everyone in 
your organization should know 
where the information is if they 
need to look something up quickly. 
In the eyes of the caller who visited 
the website whomever in your 
organization picked up the phone 
will be viewed to be personally 
responsible for the website content 
and layout. This is true regardless 
of their involvement in creating 
the website, because that member 
is the face of the organization in 
the eyes of the caller. To the caller, 
all people by association in your 
organization are accountable for all 
actions taken by your organization. 

5. Break Groupthink:

● Groupthink is a phenomena 
where everyone agrees, because 
they think that is what is wanted 
from them and not their true 
viewpoint. When creating digital 
content you may find your group 
all in agreement, however you need 
to ask yourself if this agreement is 
helping or hurting the promotion 
of your organization. Groupthink is 
easily found when everyone agrees 
right away without evaluating the 
pros and cons of a given action. 
Luckily, your group members do 
not feel personally discredited by 
voicing their viewpoint in front 
of your group. However, there are 
instances when groupthink will be 
present even in the best groups. 
When you think that groupthink 
is present you will want to call 
this behavior out. Rarely has 
groupthink lead a group to the 
most informed decision.  The 
opposite is true, groupthink has 
been attributed to large tragedies, 
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such as the explosion of the 
NASA Space Shuttle Challenger. 
When groupthink is present 
you will want to have the group 
reevaluate its decision by looking 
over the criteria that your group 
created. This will help the group 
to determine when a solution is 
the best solution and not just the 
first popular solution. Another 
occasion when groupthink occurs is 
when workers feel as though they 
cannot take an action, because their 
boss will not like it. Preventing 
groupthink is accomplished 
by acknowledging that every 
member’s view has value and 
that all decisions will be made 
according to the group determined 
criteria for the best case outcome. 
In addition, asking questions is the 
best method to help a group come 
to the conclusion that their idea 
may not be the best case solution. 

6. I already know what my 
visitor wants to know:

● You may have many of 
the answers about the end users of 
your organizational resources.  In 
addition to serving the population 
that your mission and vision is 
written to help, you are also serving 
other groups as well. Some of these 

people and organizations can be 
financial donors, in-kind donors, 
volunteers, and other partner 
organizations that are necessary 
for  your operation. As a result, you 
need to be addressing the needs 
of these other groups so that they 
see the wonderful value that you 

bring to the community. An easy 
way to gather this information is 
to follow the STEWD method of 
interviewing or Share with me…, 
Tell me a time when…, Explain 
to me…, Walk me through a time 
when…, Describe to me how I can 

improve…. 
These 
questions 
can be used 
to figure 
out where 
your digital 
marketing 
currently is 
and where 
it needs 

to be to meet the most critical 
needs of all your served groups. 
Example: Share with me how you 
would like to donate money to 
our organization online? Tell me 
a time when you had difficulty 
accessing information on our 
organization’s webpage? Explain 
to me how you felt after receiving 
a personal mention on Facebook 
for all of your hard work with our 
organization? Walk me through 

a time you wanted to learn more 
about our volunteer program? 
Describe to me how I could 
improve communication between 
our organization and yourself?

7. If it 
ain’t broke 
don’t fix it:

● By 
not improving 
your website 
and other 
digital content 
your visitor 

may view your organization to be 
too risky. This perception of risk 
will affect the number of people 
who donate, volunteer, and view 
your website to have credible 
information. Risk is perceived by 
visitors based on both the look and 
the content that is on your website. 
This risk is reduced by ensuring 
that your website follows the 
normal layout of websites so that 
the visitor knows without thinking 
where to find all the information 
they need. In addition, the more 
up to date your website looks, and 
relevant your content is, the more 
likely a visitor is to think that 
your organization is still serving 
your community.  Additional risk 
reduction occurs by anticipating the 
experience and the questions your 
visitors will have when  interacting 
with your organization. Working 
on your website on a regular basis 
will prevent the loss of leads. If 
someone clicks on your site and 
is ready to volunteer, but sees the 
last post was months ago they are 
more likely to surf away and find 
opportunities elsewhere.
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8. I am the General Manager 
over my community:

● While you are a well 
intentioned person who wants to 
help your community, you also 
have come to the realization that 
you cannot help everyone. You 
understand that your organization 
only has so many resources and 
until you can strategically scale 
your operation you are going to 
focus on improving what you do 
until you cannot provide your 
services any better. A large part 
of this task is making sure that 
everyone who needs to have 
access to the content you publish 
online can read the information. 
As a result, if your organization 
serves a population with limited 
English proficiency and they are 
proficient in another language, 
then provide your online content 
in that language as well. Just 
like providing content in other 
languages see how you can reduce 
the barriers to comprehension 
by finding ways to remove these 
barriers before they become 
an issue. For  example, if your 
organization serves people who 
are blind then you will want to 
make sure that all the ALT tags 
or Alternative text are filled in on 
your website so that visitors with 
screen readers can get all the same 
information from an image even if 
they cannot see it for themselves. 
Ask your population what would 
be the best way for them to get 
the information and then search 
online to see what other like cause 
organizations have done to rectify 

the situation.

9. I don’t have time:

● The majority of people 
looking to participate with your 
organization will either find your 
organization online or look up your 
organization before calling. Your 
online presence becomes your 
organization’s first impression with 
many people. After all you should 
be receiving over half of your 
website unique stranger visitors 
from a keyword search. I will go 
over how to get found in search 
results later in this booklet. I just 
want you to be aware that any 
time you spend, even as little as 30 
minutes a day, three to four times a 
week will have significant impact 
on your ability to reach your 
community. 

10. It costs too much:

● Your first reaction may be 

that digital marketing costs a lot 
of money, in reality the smaller 
the organization, the more vital 
your website and your social 
media accounts become.  Your 
website and social media accounts 
differentiate your organization from 
competitors so that you will be 
successful acquiring the necessary 
donations and volunteers needed to 
continue serving your community. 
The risk of not improving the 
face of your organization that is 
present online (even when your 
organization is closed) far out 
way the cost of time to improving 
the content. I will go over later 
in this booklet how to create a 
digital marketing plan and how to 
implement it. You can even find 
existing staff members who already 
have the skills that you need or you 
can get a for-credit college intern 
to perform the necessary tasks for 
you. This way your organization 
does not have a high financial risk 
and is able to get the benefits of 
reaching more people online.
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How can I measure if my website is reaching my 
target audience?

 In the sections above you have learned how to write and design with your visitor in mind. Writing 
for your visitor is one part of ranking high in search engine results. The second part is using Search Engine 
Optimization (SEO) techniques. For a more in-depth explanation of how to maximize your SEO strategy check 
out the blog http://myseomadesimple.com/ written by author of SEO Made Simple, Michael H. Fleischner. 
SEO techniques are part checking boxes and part being creative to rank higher on the search results page. 
The search engine Google accounts for over half of all searches worldwide, therefore I will focus on how to 
maximize your strategic plan for that search engine. People tend to favor one search engine over another so 
if you know that your visitors are coming from a particular search engine then you should maximize for that 
search engine. All the tools listed in this section are transferable to other search engines, but you will have to 
learn how to maximize your website using that search engine’s rules. 
 The reason your organization needs to take SEO seriously is 3 out of 4 people will not go past the first 
page of search results. To grow your organization’s Internet reach more than the people who already know 
your URL, i.e. www.yourorganization.org,  you need to attract people from the internet search results. In the 

following sections I will explain the three main categories of SEO. 
First, determine what keywords you want to be associated with your organization 
on the Internet. You want to start by brainstorming which keywords your content 
contains and that visitors will use when finding your organization’s website. The 
most frequently used words in your content on your website will be used to create 
the key words for the search engine. As a result, you need to pick keywords to use 
when writing your content that are in the natural language of your visitors or are 
words that they would normally type into the key search field when they think of your 
organization.

  This paragraph contains tools that you can use to generate your list of keywords. 
The best way to obtain visitors from search engines is to use long tail keywords such as “Donate Books in 
Portland Oregon” and not “Donate Books.” To help determine which long tail keywords to use, begin by 
typing the beginning of your long tail keyword into the Google search bar to see the suggestions of what other 
searchers are using to find similar organizations. Then write variations of your long tail keywords in your 
content several times based on the Google search information and by using synonyms. Network Solutions 
has a blog post to help you better choose keywords http://www.networksolutions.com/education/choosing-
seo-  keywords/ and Moz has a blog post describing how keywords get more visitors to find your website Now 
that you understand how keywords work in conjunction with search engines, you can utilize the tools provided 
in Google AdWords https://www.google.com/adwords/. When asked on Google AdWords, if you would 
like to run a campaign decline, because (A) it costs money and (B) less than a handful of visitors even click 
on these ads. However, Google AdWords provides tools like keyword planner http://adwords.google.com/
keywordplanner to help you determine which keywords are getting visitors and how many other organizations 
are trying to maximum their websites for that keyword. This information will tell how 
much work you will have to do to rank high for that word.
 Once you have a list of ten strong keywords that you want to rank for and 10 
keywords you think you rank well for already, try testing them. This is accomplished 
by typing each keyword in the search engine search bar to see where you rank on 
the search results page. As a marketer you will be able to improve ranking of each 
keyword over time with a strategic plan and there is a blog post by Content Verve that 
details how to write content to improve keyword ranking http://contentverve.com/
seo-copywriting-10-tips-content-ranks-infographic/. 
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Second, you will employ the use of preexisting free measuring tools to determine the effectiveness of your SEO 
strategy. Even though all of these tools offer paid versions it is not necessary to buy these features to create an 
effective marketing SEO strategy. These tools are Google Analytics, Google Webmaster Tools, and Marketing 
Grader. 
 Google Analytics is a powerful tool to gather information about your visitors. This tools will allow 
you to know the demographics of your visitors and how they interact with your website. The demographics 
you can learn about your visitor are their age, gender and the language they used to view the website. The 
interactions with your website that you can track include how long your visitor stayed on your website, if they 
left right away i.e. bounce rate, how many pages they visited, what browser they used, what device they used 
to view your website, and their network provider. These tools allow you to better understand who is currently 
visiting your website. To learn how to use Google Analytics visit http://www.google.com/analytics/ which will 
allowing you to tailor your approach to reach the visitors you want to reach. In addition, you may be attracting 
visitors you never thought of before and as a result you may even want to change your approach so that you 
better serve these visitor’s needs.
 Google Webmaster Tools is used to measure how visible and useable your website is on the Internet. 
This tool can determine what keywords visitors are using to find your website and the number of visitors that 
used that keyword. In addition, you can also find out what keywords Google 
believes your content contains. You can also determine the number and the 
location of links to your website and links within your website. The last aspect 
of your website you can learn about is how fast your website loads. All of 
these tools allow you to compare your website to that of other websites on the 
web. To learn how to use Google Webmaster Tools visit https://www.google.
com/webmasters/.  When you link your Google Webmaster Tools account to 
your Google Analytics then you will receive the extra ability to track which 
keywords visitors are using and what pages they are landing on from their 
search results. 
 Marketing Grader is a tool created by HubSpot to allow you to quickly identify how your organization 
can improve its web presence. The aspects that this tool checks includes blogging, social media, SEO, lead 
generation, and mobile. This tool allows you to quickly identify easy and fast changes that will make a huge 
impact on your digital marketing plan right away. To learn more about this tool visit https://marketing.grader.
com/. 
 Third, you will want to become comfortable with being a marketer. Marketers come from a range 
of backgrounds and experiences. Marketing is all about sharing your love of your organization with your 
community. All you have to do is put yourself in the place of your visitors and figure out what they would want 
from your organization. This can include answering their common questions, creating fun informative videos, 
and anything else that you can think about. The White Board Animation videos are an example of effective 
marketing of ideas in a way that visitors wants to view them. One example of the White Board Animation 
videos on marketing can be found at https://www.youtube.com/watch?v=1_3Xk-xkXyM. Your videos do 
not have to be as elaborate and Jeffrey Gitomer illustrates this in his Sales Caffeine video. In this video, he 
uses a catchy slogan and simple actions to build a strong marketing statement; https://www.youtube.com/
watch?v=NgQpZMps520. As a result, as long as you create content that your visitors want to see then you will 
be successful. If you need more advice on how to be an effective marketer  visit http://www.salesblog.com/ 
and/or sign up for http://www.gitomer.com/sales-magazine/Sales-Caffeine.html. 
 By combining your skills as a marketer and your tools to measure your website  you will be able to 
reach the visitors that you want to reach. Now, you can find your visitors before they even know that you exist. 
You have the ability to grow your organization’s reach to better reach your community. 
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Do I really need an organizational blog?

Why you need blogging:

 Small and larger organizations alike are using blogging to gain and maintain visibility on the Internet. 
Blogging allows your organization to become a thought leader in your community. Since blogs are not bound by 
geographic regions and hours of operations they allow your organization the ability to spread awareness far and 
wide, 24/7. The increased number of pages created through blogging, also increases the number of times your 
organization could show up in a keyword search on a search engine. Organizations that blog have the ability to 
double and at times even triple the number of website visitors(qualified leads) per month, than those who do not 
blog. The investment in a blog is well worth the visibility that your organization receives.

How to effectively use blogging:

 All the content you post will represent your brand. You will want to spend some time figuring out the 
tone and organizational language that you will want to use. Your blog should be authentic and truthful in both 
content and representation of your organization. To capture the attention of readers you will want to employ 
useful catchy informative titles that include the topic that will be discussed in the body of your blog post. The 
content of your blog post can be long or as short as 500 words. The only goal is to effectively communicate one 
topic per blog post in an easy to read format with small paragraphs, bulleted lists, photos, videos, etc. As long 
as you are writing for your targeted visitor then you will have a great starting point and you are only limited by 
your imagination. To keep visitors interacting with your organization provide integrated links into your blog 
posts to other related articles that you have written and other notable articles on the Internet. Your target visitor 
will want to connect with your organization so allow the option to leave comments. Make sure you monitor 
these comments so that you can prevent spam from building up on your site and so that you can respond to 
both positive and negative comments in authentic natural language. In addition, use the comments to help you 
come up with ideas on how to write your blog posts and what content to generate. As you write, resist the urge 
to just talk about your organization. You may want to cover other related topics, such as;  your organization’s 
community outreach project i.e.  giving books to local elementary schools, or your organization’s view on 
popular news stories about literacy practices, or interview your local parent association for their input. 
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Top four tips for implementation:

1. Create Posting Plan: 

To maintain high readership your blog should be updated on a regular basis. The best results are seen when 
a blog is updated two times a week.  However, if your organization is new to blogging than writing one blog 
post a week will be a great goal. Once you figure out what content is getting attention then you can scale up the 
number of posts per week. In addition, since most people share and save blogs in the morning to read during 
lunch and after work, you will want to make sure that your blog is posted around 6am in the morning where 
your target visitor lives. This can be accomplished by setting your blog to automatically publish the selected 
post for that week at 6 am.

2. Plan Content Ahead:

You can work ahead when you have extra time at work  to generate ideas for your blog posts. You can start by 
generating a list of content ideas for a year in as little as an hour. These techniques are outlined in this blog post 
by HubSpot, http://blog.hubspot.com/marketing/blog-post-topic-brainstorm-ht. Then when it is time to 
write a blog post you will have a pre-generated list of ideas to pick from.

3. Promote Your Blog:

The only potential visitors who will know that your blog exists are those who find it so promote the content 
among your social networks where these visitors naturally hang out online. This will change depending on your 
organization and I have listed some ideas to help you get started. The most common locations are social media, 
forums, and content voting sites like Reddit. Another way to promote your blog is to invite guest bloggers from 
more well known blogs to be a guess blogger (linking to your blog of course) allowing a wider audience to have 
access to the knowledge that your organization has to give.

 The only way visitors who found your blog posts can stay connected with your organization blog is to 
follow your blog or share your content. The most common way of allowing people to follow your blog is to 
enable RSS or Really Simple Syndication https://www.rss.com/ on your blog that notifies your visitors that you 
have updated your blog. In addition, by including sharing buttons such as social media than visitors can share 
the blog posts with their network. In return, their network may then become part of your network.

4. Monitor Your Blog:

The monitoring of your blog can be accomplished by tracing the number of shares, comments and followers 
your blog receives. Then you can use Google Analytics that was explained in the section before this one to see 
how long visitors spent on your blog along with the number of blog posts that they visited. This information 
will help you understand your reach.
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How do I maximize my time spent on Facebook?

Why you need Facebook: 

 Connect your community to your causes and the people behind your organization’s professional persona 
using Facebook.  Facebook allows you have the opportunity to be professional in a more social format and a 
less traditional broadcast marketing format. This platform allows you to learn from your donors, volunteers, 
supporters, community and workers.  Facebook allows everyone involved to feel like one big community by 
providing a central location where passion for your cause can be shared freely and openly to people inside and 
outside of your existing network. The more engaged your Facebook group is the more likely your organization 
will be integrated into their Facebook friend’s community. 

How to effectively use Facebook: 

 Success with Facebook starts with fully filling out your organization’s page profile with a value 
statement and a link back to your website. Pages are used for organizations while profiles are for individuals. 
When writing your organization’s value statement make sure to address the reasons why strangers all the way 
to promoter visitors would want to connect. The easiest way to build your following is to ask people in your 
network to organically build it by asking people to like your page to have them follow your posts. Then when 
you post something noteworthy your followers’ friends will see the post as well which will increase the number 
of visitors to your website. The goal with Facebook is to grow your network and not only talk with your current 
network.
 Regardless if your Facebook page is well established or freshly created you will want to establish rules 
when posting. When creating these rules make sure that you still allow individual voices to be heard. The 
number one way to gain input from your community is to ask meaningful questions. Allowing your community 
the opportunity to influence your organization you will provide the feeling of buy-in necessary for community 
engagement which can  increase your community engagement up to four times on Facebook.  As a result, 
you could obtain awesome insights from your community while spending very few dollars receiving this 
information.  
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Top three tips for implementation:

1. Writing:

Double the engagement of your community by  keeping 80% of your posts discussion worthy, the remaining 
20% promotional. and keeping posts to 80 characters or less. Facebook does not limit the number of characters 
that you can use to post and a variety of posting lengths is good. Just make sure you write with as few words as 
possible and deliver the message that you want to convey. Discussion worthy means asking questions, creating 
a poll or explicitly asking your community to interact with  your organization over Facebook. Promotion related 
posts are posts that inform your followers of a project you are working on, but does not ask for their input. Your 
goal should be to spend ten minutes a day commenting on both positive and negative posts. When posting for 
your organization, to limit yourself to posting three posts a day. This will prevent your organization from being 
perceived as cluttered.  Three fourths of people love interacting with brands and this joy of interaction drops 
to less than half when your organization is perceived as cluttering their newsfeed. Build a community around 
the emotional connection to your causes by posting different types of content such as questions, polls, photos, 
interviews, etc.

2. Responding:

A well established Facebook community will be creating their own conversations using your posts as the 
medium but you will still need to be present in the conversation. Your organization has everything to gain 
by being seen as active, because the more shares, likes, and comments a post receives the more likely others 
outside of your network will see the post. All posts should include authentic responses that are not pre-scripted 
since your followers will be able to tell the difference causing them to be less likely to want to engage in the 
community.  

3. Monitoring:

Besides keeping track of the engagement on your Facebook page using https://hootsuite.com/ you can also 
determine how many of your visitors to your website are from your social media by creating a Vanity URL for 
your content. A Vanity URL is a shortened version of your website URL.  This smaller link to your website 
makes the text appear cleaner and allows you to use fewer of your characters to direct visitors to your website. 
Digital Operative wrote a blog on how to create  a Vanity URL http://www.digitaloperative.com/blog/2014/
how-to-create-your-own-vanity-url-and-why-it-matters/.
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Can my organization say anything meaningful on 
Twitter?

Why you need Twitter:

 Twitter is the best platform for your organization if your team does not have a lot of time and wants to 
be an active thought leader online. Twitter takes less time than traditional blogging for two reasons. The first 
reason is that tweets are a form of micro blogging consisting of a maximum of 140 characters. The second 
reason is that tweets are public and can be tracked by topic and author to more effectively connect like-minded 
people.

How to effectively use Twitter: 

 Creating a strategic Twitter posting plan that incorporates asking questions, gathering feedback and 
providing unique insight with the focus of building relationships with your followers should be the center of 
your campaign. Every tweet your account tweets, shares, or favorites must support your causes since all of your 
activity becomes a public record. To make sure that the maximum number of people who want to support your 
cause view you as a credible Twitter author, make sure that you fill out the whole profile page with the value 
that you will bring them, along with a link to your website. To have the best success find a profile photo such as 
your organization’s logo that a Twitter user will be able to easily associate with your organization. The best way 
to get followers is to ask your current network to follow your organization on Twitter.
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Top three tips for implementation:

1. Writing:

By spending ten minutes a day on Twitter you have the ability to quickly connect with organizations and 
individuals who are invested in your cause. When writing tweets for your organization you will want to limit 
yourself to tweeting eight tweets a day. Most important tweets should be sent out during mid-day and midweek 
for most success. However, the majority of tweets are found by using “#” and “@” signs. The “#” symbol is 
used for connecting your content with a specific topic and the “@” symbol is used for talking to or commenting 
about another Twitter author’s either personal or organizational account. Your Twitter community will be most 
receptive to your content when it is a variety of tweets. These include: ‘classic tweets: “This is What I’m Doing 
Now.” /  Opinion tweets: “This is What I’m Thinking Now.” / Mission accomplished tweets: “This is What 
I’ve Just Done.” / entertainment tweets: “I’m Making You Laugh Now.” / Question tweets: “Can You Help Me 
Do Something Now?” / Picture tweets: “Look at What I’ve Been Doing.” (Barket, Melissa, Donald Barket, 
Nicholas Bormann, and Krista Neher. Social Media Marketing: A Strategic Approach. Mason: South-Western, 
Cengage Learning, 2008. Print.).

2. Responding:

Conversations on Twitter are generated by responding using “@” to talk directly to an author and “#” are 
used to inform tweeters that you are talking about a shared topic. In addition, links inform tweeters that you 
are discussing a particular website page. To find tweet conversations that are related to your cause use Twitter 
Advanced Search by searching for authors and topics. Then you have the ability to be part of the larger Twitter 
community outside of your own followers and following. Here are some easy tips provided by Hub Spot on how 
to write for Twitter http://blog.hubspot.com/marketing/twitter-statistics?utm_campaign=Evergreen%20
Blog&utm_content=13413369&utm_medium=social&utm_source=twitter. 

3. Monitoring:

Facebook and Twitter share many similarities in the way these social networks are monitored. Besides keeping 
track of the engagement on your Twitter page using https://hootsuite.com/ or https://tweetdeck.twitter.com/ 
you can also determine how many of your visitors to your website are from your social media by creating 
a Vanity URL for your content. As stated in the section before, a Vanity URL is a shortened version of your 
website URL.  This smaller link to your website makes the text appear cleaner and allows you to use fewer of 
your characters to direct visitors to your website. Digital Operative wrote a blog on how to create  a Vanity URL 
http://www.digitaloperative.com/blog/2014/how-to-create-your-own-vanity-url-and-why-it-matters/.   In 
addition, you can also see who has unfollowed you by using https://unfollowers.com/ to better understand the 
type of authors you were attracting and are no longer attracting. This tool will allow you to determine how to 
change your content so that you are attracting the authors that are critical to the success of your Twitter account.
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ROI and KPI are the best way to numerically measure the success of your digital marketing actions. Return On 
Investment (ROI) is the percentage of how much your organization got back (if the number is positive) or lost 
(if the number is negative) on each dollar spent on marketing. Key Performance Indicators (KPI) are numerical 
representatives of the way visitors feel about your organization and reach of your organization. To calculate 
KPIs you will have to manually count how many times a comment or action falls into the requirements for each 
equation. The following equations are the most commonly used when assessing the impact of digital marketing. I 
encourage you to take these and adapt and create your own. You can multiply the answer from each equation by 
100 to get a percentage.

ROI:
Return On Investment is the percentage of how much money your organization earned or lost on every 
dollar spent. If the number is negative it means you lost money and if the number is positive it means you 
gained money because of your investment. You can calculate ROI for a project, an event, or any aspect of your 
organization where you want to know if the money you spent helped you to make more money. In addition, 
when calculating ROI you want to include the cost of the staff hours for that project under expenses. 

KPI: Share of Voice
Share of Voice is the percentage of mentions your organization is receiving within the community of your cause. 
You can address as many organizations as you think will improve your marketing plan.

KPI: Audience Engagement
Audience Engagement is a measure of how much your visitors promote your organization. 

KPI: Conversation Reach
Conversation Reach is a measurement of the how many people are exposed to your organization by content that 
is posted online about your organization. You can look at content that you create or you can look at content that 
is created by users. 

How do I calculate my online ROI and KPI?

Page 20



KPI: Active Advocates
Active Advocates are the number of individuals within the past 30 days that have promoted your organization 
compared to all of your advocates. 

KPI: Active Influence
Active Influence is measuring the strength of an individual promoter or advocate of your organization is 
compared to your other advocates.  This would be helpful to know if you were going to pick five people on 
twitter to reach out to give their feedback on your new volunteer opportunities. You would want to pick the five 
people whose voice is most likely to be heard within your twitter community. This equation would allow you to 
determine whose voice is controlling the conversations and feelings of the group. 

KPI: Advocacy Impact
Advocacy Impact is a measure of visitors who took a desired action such as following or signing up compared to 
the total number of visitors. 

KPI: Issue Resolution Rate
Issue Resolution Rate is a measurement of how many conflicts you were able to fix.

KPI: Resolution Time
Resolution Time is a measurement of how long before your organization responded to each conflict. Using this 
information you can avoid a negative reputation associated with either your organization or cause. 

KPI: Satisfaction Score
Satisfaction Score is a measurement with how happy people are with your organization or communication of a 
topic associated with your cause.
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KPI: Topic Trends
Topic Trend is the number of specific topic mentions over the total times that your organization is mentioned in 
association to a specific topic.

KPI: Sentiment Ratio
Sentiment Ratio is a measurement of how visitors view your organization or program.  This is accomplished by 
either counting all of the positive or all the neutral or all of the negative sentiments and dividing each one by the 
total of the mentions regardless of the type.

KPI: Idea Impact
Idea Impact is a measurement of the positive impact your organization has generated.
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How do I build a comprehensive 
Digital Marketing Plan?

Your comprehensive digital marketing plan will consist of three parts. In 
the first part you will learn how to create personas to help you attract your 
ideal visitors. The second part will allow you to identify the Strengths, 
Weaknesses, Opportunities, and Threats that your organization faces in 
attracting your ideal visitor and converting your stranger visitor to your 
promoter visitor. Lastly, you will create a Marketing Plan to improve 
your online reach by using the information in the previous three sections. 
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1   Part One: Personas

 In this section you will design your digital marketing plan so that your website, social media, blog and 
other content is found by targeted visitors. A simple definition of what a persona is, is a profile of a fictional 
ideal/non-ideal visitor. Personas can be written for the visitors you want to attract and for the visitors that you 
do not want to attract. An example of when you may want to write a persona for a visitor you do not want to 
attract to your organization would be if you want people to donate blood in Oregon, then you will want only the 
visitors who searched for those exact words.  You do not want someone who wants to donate clothes or donate 
blood in New York and would not be helped by the information that you post. As you work on your personas 
you will want to make them as targeted as possible. The fictional aspect of your personas frees you to focus 
on the trends between your ideal visitors and away from focusing on one person’s experience. Do not feel as 
though you need to fit the aspects of your visitor into one persona, because you can create as many as will be 
helpful to your organization. This segmentation allows you to create personas for different populations who will 
visit your digital content. Some examples of segmenting your personas would be to write a separate persona for 
community members, community leaders, corporate sponsors, community volunteers, and corporate volunteers. 
As you start writing your persona you may come to the realization that one of your personas would serve your 
organization better if the persona was split into two personas. On the other hand, you may be working on two 
personas and realize that these personas have so many commonalities that they should be combined. 
 When writing personas for your visitors you will need to be aware of five sections. You will first need 
to identify if there are any specific needs that your visitor requires to feel comfortable with your organization or 
when interacting with your organization. Then you will want to assess the common behaviors that your visitors 
engage in when interacting with your organization. You will also want to be aware of your visitor’s concerns 
about topics and practices associated with the cause of your organization. In addition, to any other concerns  
your visitors may have that would prevent them from interacting with your organization in the way your 
organization would like to engage with them. 
 The last two sections consist of addressing the demographics and psychographics of your visitors. The 
common external characteristics of your visitors that can be easily categorized are their demographics. A non-
comprehensive list of these can include age, race or ethnicity, education, household size with marital status, 
professional or employment status, sex (genetic male or female), and physical location. You will only need to 
focus on the characteristics that provide you with the critical information for your organization and different 
projects may require you to focus on different aspects. The common internal interest and opinions of your 
visitors are their psychographics. A non-comprehensive list of these can include how they feel about something, 
what they want something to look like, and how they want to interact with something. You will have to come up 
with questions that obtain the information about your persona’s view. Hubspot has two great articles on writing 
personas that provides useful questions to help build useful personas 
http://blog.hubspot.com/marketing/buyer-persona-100-questions and http://knowledge.hubspot.com/
contacts-user-guide/how-to-create-personas. 
 All of this information about your ideal visitor will be the trends you observe within your targeted real 
visitors. You will want to look online on websites where your real visitors hang out. In addition, you can also 
ask your current visitors through online written formats such as surveys or offline formats such as an interview. 
There may also be other organizations that are targeting the same group and thus you can see what methods they 
are using to bring your visitors to their websites. Lastly, there may be other organizations that may provide you 
with some of the data you need. The time you invest in market research to find your organization’s way to reach 
your visitors will pay off in the long run.
Lastly, you will want to come up with a clever human name or category name to name your fictional persona so 
that everyone in your organization will have a shorthand way of talking to each other about the persona when 
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they identify a real visitor who meets the criteria for one of the fictitious personas. Then one of the most useful 
ways is to organize your information into a story. Brave Heart Digital Marketing has a blog post about another 
way of organizing persona data http://www.braveheartdigitalmarketing.com/blog/creating-killer-buyer-
personas/. 
Personas are useful to help your target visitors find your organization.  Each persona represents a trend in the 
collective behavior of the visitors who find your organization. Your personas will allow you to measure if the 
actions you are taking online will benefit the goal of one of your personas. This can be determined by figuring 
out if your persona would be attracted to the content. If your persona would be attracted to the content than your 
real visitors should also be interested in the content. 

An example, is “Mr. Jones who is an avid advocate of social issues. He spends 
his time online researching topics that are important to his community. Once he 
understands issues he brings them to the community so that they can take action 

as a group. His main concern is that the community will not be as invested 
in the issue as he. As a result, he needs to understand the power of crafting a 

meaningful message for different media types.”
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2   Part Two: SWOT Analysis 

 Now that you know the type of visitors you 
want to interact with from creating your persona(s), 
you can analyze your organization’s Strengths, 
Weaknesses, Opportunities and Threats using a 
SWOT Analysis. Strengths are the things within 
your organization that are done well, which are 
helpful to reaching your ideal persona. Weaknesses 
are the things within your organization that could 
be improved, which are harmful to reaching your 
ideal persona. Opportunities are the things outside of 
your organization that your organization could use to 
grow your reach, which are helpful in reaching your 
ideal persona. Threats are the things outside of your 

organization that could hurt the growth of your reach, 
which are harmful to reaching your ideal persona. 
Choose an aspect of your organization that you would 
like to assess.   You can focus on a programming 
aspect such as volunteer retention or a financial aspect 
as an online fund raiser. Make a list for each of the 
four categories, Strengths, Weaknesses, Opportunities 
and Threats in accordance with the persona you are 
trying to attract.  Then to make an organizational 
change you will employ one or more of the following 
strategies.
 There are four strategies that can be employed 
to improve the competitiveness and survival of 
your organization.  First,  using the  Strength 
and Opportunities strategy you will match the 

organization’s strengths with the opportunities outside 
of the organization to provide organizational growth. 
If the there is an opportunity with a corresponding 
strength in your organization, then you should pursue 
that opportunity.  If you see an opportunity and you 
do not have the strength in your organization, you 
should either build the strength in your organization 
or ignore the opportunity.   Second, using the 
Weakness and Opportunity strategy improves internal 
areas of weakness in your organization by seeking 
opportunities outside of the organization to improve 
the reach of the organization. This strategy identifies 
the weaknesses of the organization so that they can be 

improved in order to take advantage of opportunities. 
Third, using the Strengths and Threat strategy you 
will maximize the internal organizational helpful 
strengths and minimize the harmful external threats. 
This is accomplished by maximizing the strengths 
of the organization to be less vulnerable to external 
threats. The last strategy is Weaknesses and Threats.  
By taking account the weaknesses of the organization 
and monitoring the threats to the organization you 
can prevent damage to the organization. For example, 
respond to customer complaints in a timely fashion 
before they become a larger issue. Using one or more 
of these strategies will help to improve your ability to 
reach your target visitors.
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3   Part Three: Marketing Plan

 In this last part you will be creating your strategic digital marketing plan using your persona(s) to make 
sure you’re reaching the visitors you want to reach and your SWOT Analysis to make sure your organization 
will continue to reach your potential visitors given current internal and external availability of resources. Using 
all of this information you will answer the questions and statements in each of the nine sections below to give 
you a working plan on how to improve the reach of your organization and reach your visitors.  You can evaluate 
all of your online content or you can focus on one aspect at a time such as your Twitter account, blog, website, 
etc. The following plan is  adapted from the traditional strategic marketing plan that is used by corporations 
for sales. Forbes has a blog post explaining the traditional marketing plan http://www.forbes.com/sites/
davelavinsky/2013/09/30/marketing-plan-template-exactly-what-to-include/ .

Your Digital Marketing Plan Beings Here:

Name of Your Organization Here

1. Executive Summary: This section will be completed last and is a summary of all your 
main points from each of your marketing plan sections.

2. Purpose: Briefly explain the purpose of your organization’s reason for being online. Are 
you examining just one form of content such as a social media account or your whole online 
presence from your website to social media? 

3. Goals & Objectives: What are you wanting to improve? Why will this improvement 
help your organization? When answering these questions you should address your strategies 
for visitor acquisition, conversion and visitor development and growth. Visitor acquisition is 
your plan for getting people to use and find what you are doing online. If you are using social 
media; Whom are you going to follow?, How will you get people to follow you?, etc. If you are 
using your website or blog; Where do your visitors hangout on the web? Where can you post 
content that would get them to visit your content?, etc. Conversions are the actions you want 
your visitor to take, such as signing up for a newsletter or following you, etc. Lastly, customer 
development and growth is how will you get these visitors to come back over and over again? 
For some ideas you can read the blog post by HubSpot http://www.hubspot.com/inbound-
marketing. Lastly, you will want to say how and when will you know that you have reached 
your goals? 
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4. Target Market

 a. Target market description: Using your SWOT analysis, what will you  minimize 
or maximize to improve or protect your reach to your visitors? Describe the ideal visitor using 
your persona. Using your SWOT Analysis, describe the like minded causes or organizations that 
are gaining your visitors and what they are doing to accomplish this.

 b. Hot buttons: What are your customers’ needs, fears, frustrations, and desires? 
What problems does the ideal visitor possess that your organization can resolve? This will be 
better if you focus on an aspect of your organization such as a program or recruitment. What 
end results are your visitors looking for from this program or cause based organization or 
activity, etc.? How do visitors want to feel when experiencing the thing you are marketing?

 c. Trigger points: Under what circumstances does the target visitor start to think 
about becoming part of your organization by donating money or volunteering or signing up 
for something? What would cause your visitor to want or need to contribute to you in the first 
place?

 d. Value drivers: What things are important to your ideal visitor when agreeing to 
take the action you want them to? What are the important and relevant issues visitors need to 
be aware of before they agree to take the desired action? What objections might your visitor 
bring up when contemplating contributing to your organization? How can you help customers 
overcome those objections?

 e. Online behavior: What do your visitors do online? Where do they spend a lot of 
time online? Where and how do they typically consume information online? In sum, where (for 
example on which websites) can you find your target visitors?
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5. Positioning: How do you position your organization’s offerings in the visitors’ mind? 
Define your organization’s online value proposition. This should flow from the positioning and 
be what your visitors sees immediately when they interact with your organization online. What 
value do you bring to your visitor? If necessary define your value proposition in key messages 
for different audiences such as volunteers vs. donors. Then develop a 140 character statement 
defining the benefits that each group of your visitors would receive from your organization.

6. Online Presence Strategy: What do you want your visitors to do when they visit your 
digital content? When answering this question think about language that your visitors would be 
most receptive to. What is the primary action you want visitors to take? Is there a secondary or 
tertiary action you want customers to take when they visit? How do you want your visitors to 
navigate through the website, blog, social media, etc?

7. Content and Engagement Strategy: Which content will be featured to gain initial 
interest, support getting your visitors to take a desired action and to get your visitors to continue 
to interact with your organization and come back for return visits? This can include content 
created by the visitor such as reviews, ratings and comments. To be effective online you need to 
see yourself as a publisher of valuable information that will create an avid community.

8. Customer Acquisition Strategy: Outline how you will acquire visitors with the main 
approaches you will use. You will also want to consider offline along with online methods.
 

9. Customer Conversion Strategy: How do you plan to engage your visitors and convert 
them into subscribers, donors, volunteers, followers, etc.? What tools will you use to measure 
that you have engaged and converted your visitors?

10. Customer Retention Strategy: What will be the main online and offline tactics to 
encourage visitors to continue to interact with your organization in the way you want? 

11. Organizational Benefits: What will your organization receive as a result of adopting this 
marketing plan? Such as number of visitors, volunteers, number of dollars spent and generated, 
etc. 
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Conclusion

 

Now you have the tools to create a marketing plan and the tools to implement 

your plan within your organization. I encourage you to figure out where your 

organization can improve your online profile. I also encourage you to search out 

blogs to further expand your knowledge about marketing. Everything you do 

from helping to expand the capacity of your organization to your next interview 

will be centered on marketing. These are tools that will have wide reaching effects 

that you will be able to use for years to come. Thank you AmeriCorps member for 

taking the time to invest in both yourself and your community.
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