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Executive Summary

This Integrated Marketing Communications plan has been developed to provide a strategy for the
non-profit organization Rebuilding Together Valley of the Sun (RTVOS) to reach their target
markets and achieve their promotional objectives. RTVOS is looking to develop relationships
with Persona A (Corporation), continue to work with Persona B (Elderly Donor), and create
organizational awareness with Persona C (Young Donor) and Persona D (Skilled Tradespeople).

Primary and secondary research was completed to create a SWOT analysis, detailing the
strengths, weaknesses, opportunities, and threats for RTVOS. Secondary research was
completed with the assistance of the Executive Director and Director of Philanthropy, and
primary research included a survey of current donors.

The objectives and strategies were designed to be easily completed with a limited budget
and a small workforce, while aligning with the values and mission of RTVOS and their national
Rebuilding Together organization.

This IMC plan includes strategies and tactics for public relations, internet media, and
social media. Following this is a budget with the estimated costs, and guidelines on how to

continue optimization of the IMC plan.
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Organizational Profile

Mission Statement (National): Repairing homes, revitalizing communities, rebuilding lives
Vision Statement: Our vision is safe home and communities for everyone.

Rebuilding Together Valley of the Sun (RTVOS) is a safe and healthy housing
organization who is dedicated to improving lives and preserving affordable housing for low-
income homeowners. RTVOS is the Phoenix, Arizona branch of the national not-for-profit
organization ‘Rebuilding Together’. They provide critical home repairs and fall prevention
modifications to the homes of low-income families, veterans, seniors, and those with disabilities
at no cost to the homeowner. Their goal is to preserve the homes of their clients, rebuilding home
equity (and by extension, wealth) for existing homeowners, allowing them to age safely in place.
RTVOS collaborates with skilled craftspeople, private businesses, churches, community
volunteers, and government agencies to complete these projects.

RTVOS receives their funding from three main sources, whom they currently target their
messaging towards — large organizations who donate volunteer time and funds, foundations that
offer money through grants, and individuals who donate small amounts on a usually annual
basis. Each year their teams use these donations of time and money to install wheelchair ramps
and grab bars, fix roofing, beautify public spaces, and much more, primarily serving seniors and
the differently abled community in the Phoenix Metro area. They are the only NPO in Arizona
that offers these services for free, and the only one that works on mobile homes. Since opening
their doors in 1991, RTVOS has repaired nearly 6000 homes, and revitalized 108 schools,

community centers, and not-for-profit facilities through repainting and repairs.
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Marketing Background

INTERNAL ANALYSIS

RTVOS is a small non-for-profit organization (NPO) with only five core staff members.
Internally they are regulated by a Board of Directors, consisting of eight members of the
community who volunteer their time to support the mission. The board offers governance and
oversight to the staff in their work, approves budgets and business decisions, and contributes to
performance evaluations. All marketing communications plans and budgets need to be approved
by the board and ED.

Their current staff doesn’t include a dedicated marketing person, with marketing
communications tasks being split between the staff and skilled volunteers gained through Catch-
a-Fire for short projects. They have relied on these volunteers to create their website and do
internet marketing. Their attempts to gain media attention and the public’s focus has been
predominantly unsuccessful. Although they follow the brand guidelines and mission statement of
their national NPO, RTVOS is in control of their own fundraising, outreach, and marketing
communications programs. There has been no official marketing plan completed for the NPO,
although the ED did put together a development plan as a part of her educational process.

RTVOS has created social media pages for nearly every available platform. The website
was created in the style of the national organization through a volunteer effort and is maintained

by the Director of Philanthropy.
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EXTERNAL ANALYSIS
Environmental Analysis

The entire world was rocked by the global pandemic these past years and RTVOS is not
unique in their resulting struggles. They have found ways to mitigate the spread of COVID while
starting up the home improvement projects again, through social distancing and mask-wearing,
but volunteers are still hesitant with all the new variants appearing. The economic repercussions
of the pandemic have left more seniors struggling financially, have tapped out donors who are
stressed financially themselves, and have also left many former donors feeling ‘donor fatigue’
from the increasing need across the entire global community. There is more need and less help
available for those in need. RTVOS is needed more than ever.

Competition Analysis

RTVOS has been operating in Arizona for more than 30 years and has helped thousands
of Arizona families, yet they struggle with brand awareness. The Phoenix Metro area has a
concentrated number of non-profit organizations vying for attention from the media, volunteers,
donors, and business collaborators, and RTVOS has had difficulty cutting through the noise to
gain notice. Although no other charity does the exact same work that RTVOS does, there are
other non-profits who work within the same environment.

Habitat for Humanity — One of the most well-known charities nationwide offers similar
services as RTVOS and although they operate differently and require payment from
homeowners, they are in direct competition for donor dollar and volunteer hours due to their
expansive presence and marketing ability.

Foundation for Senior Living — This NPO also offers home improvement services for

seniors, although they act as an intermediary, instead of doing the work with the help of
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volunteers. Home improvements are not the major focus of their efforts but their work with
senior competes with RTVOS’s messaging.

Ability 360 — Ability 360 works to empower people with disabilities, and a part of their
programs include home modifications, like RTVOS. They offer ramps, grab bars and other
modifications, but only to those with permanent disabilities — not seniors who want to age in
place. They also require the homeowners to pay 10% of the cost.

Market Analysis

The Phoenix Metro area, which includes Phoenix, Mesa, Scottsdale, Glendale and 20
other municipalities, is the 11th largest metro area in the United States, with close to 5 million
citizens. Phoenix Metro has the 16™ largest gross domestic product in the United States and is
one of the fastest growing metropolitan areas. The median household income is slightly higher
than the national average, but the area has the same level of people living below the poverty line
at 12.1%. Phoenix Metro has 16,995 non-profit organizations, with 1342 of these targeting
similar donors who want to give to human services organizations.

Target Market Analysis

To gain brand awareness and increase support for their organization, RTVOS needs to
focus on four target markets. Persona A and B are current donors who can be further developed,
while reaching Persona C and D would be new endeavors.

e Persona A (The Corporation)
o The largest funding source currently comes from organizations — 43.9% in
2020. This mostly comprises of large corporations of more than 100
employees, with offices in the Phoenix Metro area, who improve their

social responsibility by giving back to the community. These donations of
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time and volunteer hours are partially motivated by the ‘feel good’
psychological rewards, but corporations also want to boost employee
morale, receive tax deductions, and raise their own profile in the
community through publicity about their sponsorship.

e Persona B (The Elderly Donor)

o Individual donors supported 23% of program funding in 2020. These
donors comprise mostly of white females, 65-years-old and above, who
live in the Phoenix Metro area. White, elderly men follow closely behind.
These donors mostly give small donations, motivated by the good work
that RTVOS does and being able to see themselves in the seniors and
veterans who are supported by the programs.

e Persona C (The Young Donor)

o RTVOS needs to expand their donor base away from the elderly white
donors. This group can be segmented further into those with disposable
income who will donate funds (30 to 55-years-old), and those who may
not have as much disposable income but want to donate their time (25 to
35-years-old). Younger donors are increasingly motivated by social
responsibility and are the future for NPOs to target. Branding and
transparency are important to this group who wants to understand where
their hard-won finances are going.

e Persona D (The Skilled Tradespeople)
o RTVOS relies on skilled tradespeople for certain projects. An increase in

volunteers who were carpenters, electricians, plumbers, and roofers would
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allow RTVOS to complete projects without having to pay to hire
tradespeople and would allow the organization to expand upon the types
of projects they could take on. There is a construction boom, which means
getting this target to donate time will be a challenge, but hopefully they
can be motivated to give back because of their current good fortune of
abundant work.
To reach these target markets, the following methods and messaging should be used:

e Persona A (The Corporation)

o To better serve the motivations of corporations, RTVOS can do several
things. First, social media can be more effectively utilized to raise the
profile of the corporation. The corporations would appreciate seeing not
only their name in the Impact Report, but also the faces of their employees
during volunteer events and the name of the corporation splashed across
RTVOS’s social media pages, as well as tagged to the corporation’s social
media. Secondly, RTVOS can create and emphasize pseudo-events that
will attract the traditional media to events that highlight the partner
corporation’s support. Third, RTVOS can use blog posts and newsletters
that highlight one corporate supporter per issue. A physical copy can be
distributed to the corporate sponsor as something to show in their offices
for their own public relations.

e Persona B (The Elderly Donor)
o This market makes up the bulk of the current individual donors but must

not be ignored in future communications. The 65+ generation tends to be
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the least tech-savvy so an easy to navigate website would be beneficial.
However, increasingly these donors can be reached through Facebook,
which now skews more towards older users. The survey completed in
February indicated that this group does participate in social media as much
as the younger respondents (Appendix A). This age group also appreciates
physical newsletters that could be mailed on an annual or quarterly basis.
Baby boomers tend to be more conservative and appreciate those who
‘pull themselves up by their own bootstraps,’ so stories that highlight how
the clients served are homeowners who, through no fault of their own,

need a little help to stay in their home.

Persona C (The Young Donor)

o This donor group is the market that will be the most effectively reached by

revamping RTVOS’s social media, internet advertising, and website. They
do all their research online and expect easy to find answers. To increase
the brand awareness in the young donor, social media will be an effective

tool.

Persona D (The Skilled Tradespeople)

o RTVOS has already joined the Arizona Subcontractors Association and

will be able to access contact information for this target market. The
challenge with this group in the current booming construction market is to
find tradespeople that have any time to dedicate outside of their already
busy schedules. RTVOS should therefore target two segments of this

market — those starting new companies, who would likely benefit from the
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extra PR of giving back to the community, and to larger construction
companies who already give back to the community but would be able to
give more than just funds to RTVOs, instead becoming partners working

towards a cause.

SWOT Analysis

STRENGTHS
e Proven experience
o RTVOS has 30 years of experience working in the community and can prove to
donors the good work that they can do together.
e Unique service
o While other NPOs may offer similar looking services, RTVOS is currently the
only NPO in Arizona that provides free critical home repairs and fall prevention
modifications for low-income seniors and veteran homeowners. This is a
messaging angle that should be highlighted as it helps them to stand out in the
crowd.
e National brand recognition
o As apart of a national brand, RTVOS can use the branding and marketing
materials that the larger national brand creates and rely on the recognition and
goodwill created nationally.
WEAKNESSES

e Limited staff
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o With only five core members and an upcoming changeover in the executive
directorship, RTVOS has a challenge to direct any significant resources towards a
marketing and promotional plan.

e Limited budget

o They are a non-profit organization with a small budget for marketing purposes,
limiting their options. Online marketing and PR will be the best bang for their
buck.

e Online image is not cohesive

o RTVOS’s website could benefit from a retooling to create a better user experience
(UX). Their social media is spread too thin, using nearly every current social
media platform but not all platforms benefit the brand. Many people have admin
access to their social media and there isn’t a unified voice or strategy.

OPPORTUNITIES
e Skilled trades

o RTVOS is just starting to reach the skilled tradespeople market. Currently,
volunteers need to be trained and are relied upon to commit to regular shifts. With
more skilled trades on the job sites, the pool of one-off, unskilled volunteers could
be expanded.

e Hands-on volunteering

o Many donors want to be able to see the results of their donation. Through

volunteering at RTVOS, they can physically do the work and even meet the

clients, allowing for a much deeper connection to the mission. Donors who are
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limited on funds themselves are more likely to get excited about rolling up their
sleeves and seeing their hard work through to fruition.
e Shift towards helping seniors
o There is a shift towards helping seniors in Arizona, shown by the increasing
competition in other similar non-profits and increasing funding by governments.
This can be an opportunity as the public is more aware of the issues that seniors
face.
THREATS
e Pandemic/war economy
o The current increases in prices in everything from gas to food will lead to more
clients in need of help but will also make it more difficult for RTVOS to afford
the lumber and costs to provide their services.
e Donor fatigue
o With the pandemic and resulting economic backlash, donors have been asked over
and over to give and are potentially tapped out.
e NPO competition
o With so many other NPOs in the region with deeper pockets and thus larger

marketing budgets, RTVOS struggles to stand out.
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Objectives
Objective 1
Create brand awareness of RTVOS to all Personas over a 12-
month period
Strategy Strategy Strategy

Increase visibility and
engagement on social
media posts for Persona A
and C

Increase unique visitors to
website, targeting all
Personas

IMC Tool and Tactic
-Social Media (Social
Media Strategy +
Advertising)

-Internet Media (SEO,
Content Marketing)

IMC Tool and Tactic
-Internet Media (SEO,
Search Advertising, Social
Media + Advertising,
Content Marketing)

Increase reach in
traditional media,
targeting Personas B and
C

IMC Tool and Tactic
-Public Relations

KPI (Key Performance
Indicator)
-Social Media Analytics

KPI
-Google Analytics

KPI
-Media Monitoring

Target

-Increase Likes by 20%
-Increase Comments by
10%

-Increase Shares by 5%

Target

-Increase 10% of unique
visitors to website
-Increase organic traffic
by 10%

Target

-Achieve publicity
through five new media
mentions in 12 months

Objective 2

Update the brand image, creating a unified image of
professionalism and transparency for all Personas completed

within a four-month period.

Strategy

Renew the brand website,
creating a positive user
experience

IMC Tool and Tactic
-Internet Media (UX
website, SEO, Content
Marketing)

Strategy

Streamline social media
efforts to ensure all owned
media benefits the brand
and uses the brand image

IMC Tool and Tactic
-Social Media (Social
Media + Advertising
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20%

rate by 10%

-Decrease bounce rate by
-Increase click through

-Increase average length
of stay by 10%

KPI KPI
-Google Analytics -Social Media Analytics
Target Target

-Increase social media
followers by 10%

Objective 3

Diversify the donor base, increasing fund and volunteer support
of Persona C and D by 15% over a 12-month period.

Strategy

Target Persona D (Skilled
Tradesperson) to develop
relationship

IMC Tool and Tactic
-Social Media (Social
Media + Advertising

Strategy

Increase online donation
opportunities through
social media links and
AmazonSmile

Strategy

Increase online and
volunteer relationship
with Persona C

KPI
-Social Media Analytics

IMC Tool and Tactic

-Social Media (Social
Media + Advertising

-Public Relations

Target

-Increase social media
followers from Persona D
by 10%

KPI
-AmazonSmile Analytics
-Social Media Analytics

IMC Tool and Tactic
-Social Media (Social
Media + Advertising

- Internet Media (UX
website, SEO, Content
Marketing)

Target
-Increase online and social
media donations by 10%

KPI
-Social Media Analytics
-RTVOS Analytics

Target

-Increase social media
followers from Persona C
by 20%

-Increase volunteers from
Persona C by 20%
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Communication Objectives

Communication objectives state what attitudinal effects the marketing communication will have
on the consumer. Through the application of the proposed marketing communication plan,
RTVOS will accomplish the following:

e Inspire brand awareness in the Phoenix Metro area for RTVOS as an essential non-profit
organization.

e Move from awareness into knowledge and comprehension for businesses in the
community, paving the way to have partnership discussions without having to explain
who RTVOS is.

e Convey a polished and professional brand image that helps potential donors understand
the mission.

Behavioral Objectives

Behavioral objectives are the resulting actions that consumers will take, because of the marketing
communications plan.

e Brand Trial - To get Persona D, skilled tradespeople, to become new supporters,
volunteering their time monthly to RTVOS. This will create a team of tradespeople that
can regularly be called upon.

e (ategory and Brand Trial - To get Persona C to feel compassion for the clients and
become new donors to RTVOS, despite perhaps having never donated to or volunteered
for a non-profit.

e Brand Re-trial - To increase donation amounts and/or frequency from Persona B through

new communications.



Page 16

e Purchase frequency, amount, and timing - To increase the rate and amount of financial
support from Persona A, creating a more cohesive partnership through cross-marketing.

To encourage them to use RTVOS as their cause-related advertising.

Tools and Tactics

INTERNET MEDIA
Tactic — User Experience (UX) Website
RTVOS’s website was created by a volunteer in the style of the national NPO. The
website will benefit from an update to the brand image. A few tweaks could make it easier to
read for Persona B (Elderly Donor) and for all Personas to find specific information more
quickly, resulting in less bounces and longer site visits. The core principles of UX design include
creating a user centric tool, sticking to web conventions and a simpler design, and offering cues
of credibility.
1. Simplify to create a cleaner look.
a. Decrease and simplify the number of landing page links on the menu. Stick to
Our Story, Our Impact (move the topics from What We Do under this heading),
National Rebuilding Day (only use within four months of the day and one month
after, then move as a subhead to Our Impact), Get Help, and Our Partners.
b. Ensure formatting works across platforms. For example, the logo in the top left is
cut off as the page is shrunk.
c. Change the landing page main image to one easier to read. For example, move

the image to the side and have the text opposite.
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d. The Give Now call-to-action button should have the same font and text color as
the Volunteer button to clean the look. The Volunteer button in the same branded
green of the logo would also support brand imaging.

2. Increase conversions

a. A pop-up asking for donations or to sign up for the newsletter can simplify and
expedite the process for potential donors or interested parties.

b. The landing page banner above the fold could have a second linked CTA, asking
for donations or volunteers. For example, “It’s not too late for your 2021 tax
deductible donation! Click here to learn more.”

3. Create beautiful, branded imagery.
a. Ensure that all blog posts shown below the fold have images that best show what

RTVOS does - branded engaging content with faces and attractive photos.

Most of these strategies can be implemented with sweat equity to a knowledgeable staff member.
Consider setting aside an additional budget of $1000-1500 for a developer to complete the

required changes.
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Website Changes Mock-up

Streamline
the amount
of social links

The font should be
the same size and
T
SI:’;'?(Q); the colors don't fit

Together fl© o | v Volunteer the branding

tory WhatWe Do 30for 30 National Rebuilding Day Impact The ReBuilders There are too
e o many headersina

— row. Break them
| Our Mission: Repairing homes, revitalizing communities, rebuilding lives.

Our Vision: Safe homes and communities for everyone.

screen

Valley of the Sun

We believe safe homes and.vibrant communities are the cornerstones of healthy lives

. X and successful families. Working at the critical intersection of health and housing, we
This background is provide free critical home repairs, safety modifications, energy-efficient
too busy and the . f : "
improvements, and critical repairs for | , families, v , and

text is hard to read
disabled individuals.

Our work preserves healthy, safe, and affordable housing, facilitates comfortable
aging-in-place, and enhances quality of life. Learn more and get involved.

NUM
S P
Q) s,

CERTIFIED

SERVICE
ENTERPRISE

B\

\WESTA4p

®

.
W3yyas

EQUAL HOUSING

2020 OPPORTUNITY

This text is too
hard to read

These photos and
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A Million Little Things... | REALLY hate to ask. But. Finding Joy.

Tactic — SEO
Effective Search Engine Optimizing is an essential tool to attract prospective donors who
are already aware of the type of product they need — in this case, looking for ways and places to
donate. When they turn to Google, RTVOS needs to ensure their name shows up in the search
engine results. This requires both on-page and off-page optimization.
e For on-page, research on the most important descriptive keywords and phrases
can be completed on Google Ad Keyword Planner for free. Keywords and
phrases, such as ‘where to donate in Arizona,” ‘how to help seniors in Arizona,’

‘what are the best non-profits in Arizona,” should be evaluated for volume and

up in two headers
or merge into less.
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competition. The best keywords have a high search volume and low competition.
The chosen words should then be included in the website content for the search
engine spiders to discover. Work to include the keywords and synonyms of them
in your URL, descriptions, titles, written content, and alt tags.

e Links are another great off-page optimization tool to increase SEO, so create
content on RTVOS’s website that people may want to link to. Write valuable
blogs or create seniors/veterans’ statistics pages that people may search for and
want to refer to regularly. Utilize social media for links as well by using the brand
name, RTVOS, for social sites. This will help to dominate the search engine
response pages.

A successful SEO strategy will create awareness and bring new visitors to RTVOS’s
website, which will lead to the opportunity for more leads generated through the donate button
and contact forms. For these organic implementations, the budget is only time. The next step is
Search Advertising.

Tactic — Search advertising

Organic SEO can only get you so far. RTVOS should employ pay-per-click (PPC) search
advertising to increase the reach of their online listing. By paying for certain keywords, search
advertising will bring up the brand’s listing in response to the donor’s search terms (Stokes 16).
Keywords can be chosen through Google Ads Keyword Plan based on competition and bid
prices.

As Google Ads is dropping expanded text ads by June in favor of responsive ads, it is

recommended to work solely with responsive ads. Responsive ads are assembled by Google Ads,
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with RTVOS providing 15 headlines (30 characters each), and four descriptions (90 characters
each), and Google creating and testing combinations.

The budget for Google Ads will need to be optimized regularly to evaluate the results and
the keyword competition. Initially begin with $20 a week and allow up to $40 a week for the first
month. Increase the amount around special events, such as National Rebuilding Day.

Tactic — Content Marketing

RTVOS should utilize their website blog to create articles that can be shared across
platforms, helping to draw attention and clicks back to the website.

e Content that is valuable and informative will allow donors to understand the
mission and become more invested. Topics that are on-brand, such as tips on how
to prevent falls can encourage frequent visits to the website. A blog that utilizes
keywords effectively will also increase SEO. The blog should reflect the same
brand image and voice as on the organization’s social media pages.

e RTVOS should create new blogs bi-monthly to keep the site fresh and share these
across all platforms. Guest posts are encouraged through vetted sources to spread
cross-marketing opportunities. For example, have a high-profile donor write a
first-person article on their experiences with RTVOS and encourage them to share
and link to it.

The budget for blog maintenance is again one of staff time.
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SOCIAL MEDIA

Tactic — Social Media Strategy + Social Media Advertising

Social media should be a significant tool that RTVOS uses to market themselves.

RTVOS can use their owned media effectively to increase their brand awareness and project an

image of professionalism.

General guidelines

Currently, RTVOS has links for Facebook, Instagram, Youtube, TikTok, LinkedIn, and
Twitter on their landing page. | recommend focusing on only two platforms that can be
used effectively and reach the target markets. Instagram and Facebook are expected these
days and are the best to showcase RTVOS to all Personas, requiring the least amount of
time. The other platforms can be created but should only be highlighted on the landing
page if they are being used effectively. One voice and style should be used for both
platforms to create a unified image for RTVOS.

RTVOS should also use their social media as a lead generation tool. Search for potential
donors and like/follow them. Follow and engage with similarly focused content and
brands to become a part of the conversation. Research the best hashtags and use them
appropriately to draw attention to RTVOS’s posts. Use teaser info to draw the audience
back to RTVOS.org, such as the intro to a blog article.

RTVOS should create a social media calendar and engaging creative content that will
draw the eye and encourage sharing, liking, and following the unique URLs to their
website to learn more. There should be a minimum of one new post a week per platform,
utilizing both website content links and standalone social graphics and engagement posts.

Hootsuite and Buffer offer free management platforms to create, schedule and track
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social media posts. The best day and time of day for posts should be tested regularly for

optimization.

Targeted guidelines

To target Persona A (The Corporation), highlight the partners that are already donating
on both platforms. Use photos and videos of volunteer events, and stage photo ops if
there is a check donation. Most importantly, link to the corporation’s social media pages
and encourage them to like and share.

For Persona B (Elderly Donor), the survey shows that they want to see client success
stories and volunteer accomplishments (Appendix A). Facebook has an older user and
can be used to show smiling faces of both clients and volunteers. Donors also expressed a
desire to hear from the director, which can be accomplished with teaser links on
Facebook to longer blogs.

Persona C (Young Donor) is most often found on Instagram. Smiling faces of volunteers
and clients are likely to motivate this donor to support the mission. Instagram posts and
videos can best accomplish this, along with links to longer blog stories. Instagram Reels,
if done well, can attract the younger audience. Hashtags are an integral part of Instagram,
so ongoing research should be done to test different hashtags used by other NPOs.

Many construction companies now have social media presences. Persona D (Skilled
Tradespeople) can be reached through social media by liking and following their pages,
using social media to create a relationship that can lead to partnerships. Research

hashtags used by tradespeople and use them to draw eyes to RTVOS’s posts.
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Social donations
e Many NPOs qualify for a Donate Now button on Facebook and Instagram. Respondents
from Persona B and C indicated a desire to use social media links to donate (Appendix

A). RTVOS should sign up for the fundraising tools to add these CTAs to their owned

pages.

As organic content can’t be counted on anymore, a social media advertising budget of
$100 a month should be set for the first month to promote posts to targeted audiences. This
should be split between Facebook and Instagram. After one month, that amount should be
reevaluated.

Social Media Post Mock-up

Rebuilding
Together.

40 years ago, | built my own house.
Today RTVOS helped rebuild so | can stay.

Helen, Phoenix, AZ
- 0N WA
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PUBLIC RELATIONS
Tactic — Publicity and Public Relations

Publicity (information coming from the news media) and public relations (information
coming from the brand) could be powerful tools to increase awareness of RTVOS that hasn’t yet
been focused upon. The following tactics can be developed with limited dedicated staff time and
a small budget to reach all Personas.
Publicity (from the media)

e Many media organizations create lists of the top local organizations to support.
RTVOS should research and reach out to these organizations to express an interest in
being featured.

e (reate pseudo-events during already planned build days, such as Martin Luther King
Day, inviting Persona A to become sponsored partners of the event. Send press
releases to local media but make it easy for them to go to print with the information
by including high resolution photos of previous events, quotes from the board or
director and/or a previous or current client. Invite them to attend the build event but
let them know RTVOS will also be taking photos and getting quotes, offering to send
these results to them after the event. Even if the media doesn’t attend this event,
creating a relationship with the journalist will make the next attempt easier.

Public Relations (from RTVOS)

e A strong social media presence can enhance publicity, including a presence from a
‘face’ of the organization, which can be a media director or executive director. This
person can create a public persona who engages with other thought leaders in the

industry, Persona A and C, drawing them back to the owned media.
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e Use the blog to create long form informational posts to promote special events or
special donor opportunities. These blog posts can also be used in media relations
efforts.

e Use the annual report and newsletters as public relations tools. Send printed and
online versions to featured Persona A partners or desired partners. Send to the media
as background information for pseudo-events.

The budget for public relations is of time for a skilled staff member, excluding any

camera equipment for photography and video interviews.

Evaluation and Ongoing Optimization

Once the marketing communications strategy is in place, each element needs to be regularly
tracked, analyzed, and optimized. One of the biggest benefits of digital marketing is its ability to
be tracked. Each month, create a report on the analytics using a program like Google’s Data
Studio. RTVOS should repeat the following steps with each new tactic: Step 1: Gather Data,
Step 2: Analyze Data, Step 3: Fix anything that is broken, Step 4: Design tests, Step 5: Run tests,
Step 6: Report and repeat.
PROCEDURE FOR EVALUATING KEY PERFORMANCE INDICATORS
1. Organic Traffic — Use Google Analytics. This will show how effective the SEO
techniques are working, bringing RTVOS to the top of the SERP and leading to organic
clicks. If the organic traffic is low, reassess the use of competitive keywords and
maintain a consistent creation schedule of search optimized content.
2. Bounce Rate — Use Google Analytics to track how many visitors left your site after a

single page view. If the UX and content aren’t in line with what users expect when they
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click on your search listing, the bounce rate may be high. With a high bounce rate, adjust
the search listings and evaluate the landing page for UX.

Click Through Rate (CTR) — Google Analytics. This shows a percentage of how many
people who saw your site on the SERP clicked through to the site. This will indicate how
effective the headlines and descriptions of your listings, along with the title tags and
meta descriptions are at pulling in prospective visitors.

. Page Speed - Google’s Page Speed Insights. This will affect UX, and how long visitors
will stay on your site, possibly leading to conversions. Check this each month to watch
for changes.

. Keyword Ranking - Use a keyword rank checker tool monthly, such as
searchenginegenie.com to discover if the chosen keywords are bringing RTVOS search
visibility. Research competitors and modify as needed.

Conversions - Track contact form submissions and donation CTA clicks, keeping a
daily, weekly, and monthly record of all conversions - including the referring links that
brought the visitor to RTVOS. Cross reference with social media posts, blog posts,
advertisements, and SEO, tweaking to see which are working the best.

Search Ads — Google’s Responsive Ads will take some the guesswork out of this, as they
create different versions of the headlines and descriptions RTVOS will write to see
which get better results. But it is important to keep track of these results and modify the
listing based on the desired results. Test for CTR and conversions per ad.

. Media Analytics — Use search engines to track media mentions and watch local
publications for references. Ensure follow-ups with the journalist after publication.

. RTVOS Analytics — Track volunteers and where they were referred from, using surveys
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and questionnaires as a part of the onboarding process.

10. Social Media Analytics- Each social media site (as well as the management platforms of
Hootsuite and Buffer) offers tracking analytics to test which types of posts and which
posting time receives the most engagement and clicks through to RTVOS.org.

11. Content Marketing — Track what kind of blog posts and website content get the best
response. Which topics do people share, like, and comment upon?

12. UX - Different landing pages can be tested to see which lead to more contact form
submissions and Donate Now clicks with an A/B test. Create two different pages with a
single variation — either different layout styles, calls to action, or copy. Link these two
pages to a search ad to compare which landing page brings higher conversions. Test for
one month to see if there is a significant increase in conversions. Use a significance

calculator to determine if the difference is worth a change - https://vwo.com/ab-split-

test-significance-calculator/. Determine in advance what percentage of an increase is

significant enough to warrant notice.

Budget Allocation

IMC Tool Description Fee allocation Budget

Website For consultant to assist, Staff/Consultant Staff time or $1000-
budget $1000-1500 1500 for consultant

SEO For consultant to assist, Staff/Consultant Staff time or $500-
budget $500-1000 1000 for consultant

Content For consultant to assist, Staff/Consultant Staff time or $500-

Marketing budget $500-1000 1000 for consultant

Search $20 per week, up to $40 per | Google Ads $80-160/month

Advertising week during special events

Social Media For consultant to assist, Staff/Consultant Staff time or $500-
budget $500-1000 1000 for consultant
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Social Media $100 per month, then re- Facebook and $100/month

Advertising evaluated Instagram

Public Relations For consultant to assist, Staff/Consultant Staff time or $500-
budget $500-1000 1000 for consultant

$5500 + $260/month
Implementation Calendar

Tactics Description Start Date End Date

Website Update | UX design update May 2022 August 2022

SEO Keyword planning and optimizing July 2022 August 2022

Content Revise photos/headings and create May 2022 August 2022

Marketing new blogs

Search Create Google Responsive Ads August 2022 April 2023

Advertising

Social Media Strategy and streamline June 2022 August 2022

Social Media Ongoing promotion to reach Personas | August 2022 April 2023

Social Media Promote selected posts July 2022 April 2023

Advertising

Public Relations | Publicity and public relations push May 2022 April 2023

Conclusion

RTVOS has more than 30 years of experience and expertise helping Arizonan’s rebuild

their homes and lives, but their small team is kept busy with the fundraising, client services,

volunteer management, and actual rebuilding. It has been a challenge to dedicate time solely

towards marketing communications efforts. Following this plan will assist in focusing their

efforts and establishing a cohesive strategy to cover all their promotional campaigns, allowing

them to become more effective in continuing to do their good work in the community.
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Appendix A
Supporter Survey Results
for Rebuilding Together Valley of the Sun
Completed March 2022 by Erika Sigl
Survey Highlights:

This online questionnaire was set up on Google Forms and was sent out via email to the
sample group that included all the contacts of RTVOS. There were 23 received responses
by March 6, 2022.
The respondents were all from Arizona, split 50/50 in age groups 45-64 and 65+, with
70% identifying as male.
The responses indicate that word of mouth and social media are the two most important
ways to reach this demographic group, with 41% hearing about RTVOS via the former,
and 14% the latter. Word of mouth was also the top in how they hear about other causes
they support, with media, social media, and internet following.

o
Respondents would like to hear more about client success stories and transparency on
how their donations are spent. Comments also indicated a desire to hear more about
volunteer accomplishments, what’s new with the organization, and more communication
from the Executive Director and/or Board.
75% of respondents would like to donate to the organization through volunteer hours,
with direct web donations, check donations, and social media links following.

1. Why do you support the work of Rebuilding Together Valley of the Sun (RTVOS)?

23 responses

| trust RTVOS to spend my

| have a personal connection to

| do similar work with Habitat's in
Texas and understand the need
You were recommended as | am

Great in Helping Seniors with
limited income for maintaining...

0,
donations wisely 8 (34.8%)

0,
the cause 9 (39.1%)

| believe RTVOS fills an

0,
otherwise neglected need 15 (65.2%)

1(4.3%)

Disabled & a Senior
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2. How did you hear about RTVOS?

22 responses

@ Word of Mouth
@ Social Media

@ Traditional Media (TV, Newspaper, Ra...
\ @ Web search
@ 501 | am involved with

@ Volunteered previously in Houston
@ Prior Participation with the program
@ Volunteered with RT in Houston previ...
40.9%
12V

3. How long have you been a supporter?
23 responses

@ Less than 1 year
® 1-5years

@ 6-10 years

@ More than 10 years

4. What information would you like to see RTVOS share with supporters?
23 responses

Client success stories 16 (69.6%)

Transparency about how funds

15 (65.2%)
are spent

Staff and daily business updates 6 (26.1%)

Supporter profiles

Why no one follow ups on those
that have eeached out to your...
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5. How could we improve our communications with our supporters and/or what do we do well?
13 responses

Better and more frequent communication from the director.

Publish statistics relative to what is accomplished by volunteers.

Utilize local publications to make more people aware of the work we do

So far you are doing a great job.

monthly updates

By letting us know what'’s new with the program

You are doing just fine

Present a 5-minute summary of RTVOS at other volunteer and non-profit organizations Kiwanis, Rotary, Elks,
Salvation Army, churches. Also try Amazon, Intel, Northrup Grumman, Orbital. Explain need for volunteers and
funds.

Follow up with EVERY person that reaches out to you for help! | was told No Funds but will keep you on a
waiting list 2.5 years later No one has ever helped me!

General info of work or programs available or in progress.
More frequent communication from the Board of Directors and the Manager.

As such you are offering great services, kindly expand more programmes for seniors with very low income in
Mesa, Tempe and Chandler.

Don't contact me too often. Two or three news letters per year is enough to keep me involved. | get turned off
to organizations who send me monthly or even weekly requests for donations. | feel they are wasting my
money and have cut back or stopped donating to those organizations completely. Also do not share or sell
my information with/to anyone.
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6. What other causes do you support?

15 responses
animal welfare
Dav
Habitat for Humanity repair programs & other repair programs.
Salvation Army, United Food Bank, For Our City (Chandler)
Human services focused on children, women and seniors
Amomal Rescues
Habitat for Humanity
Food banks

| support about two dozen organizations

7. How do you learn about the causes you support?
22 responses

Social Media

Internet research

Media - newspapers, television...
Word of mouth

Personal interactions

| am an advisor for a communit...
| research them and use sever...
email

| write grants for their programs
Through my interactions with ot...
I have TNR, Foster & Rescued
Personal involvement

5 (22.7%)
3 (13.6%)
6 (27.3%)
14 (63.6%)
1 (4.5%)
1 (4.5%)
1 (4.5%)
1 (4.5%)
1 (4.5%)
1 (4.5%)
1 (4.5%)
1 (4.5%)
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8. How do you like to give to the causes you support?
20 responses

Directly through the cause web... 8 (40%)

By check 6 (30%)
Through employer payroll prog... 1(5%)

Through social media links

Through volunteer hours 15 (75%)
writing grants 1(5%)
doante labor and MAterial 1(5%)
0 5 10 15

9. What is your age?

22 responses

@ Under 18

@ 18-24 years old
© 25-34

@ 3544

@ 4564

v o

10. What is your gender?
23 responses

® Female
® Male

@ Prefer not to say
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11. What is your ethnicity?
23 responses

@ Hispanic/Latino

@ Black/African American

@ Native American or American Indian
@ Asian/Pacific Islander

@ White

@ Prefer not to say

@ Arab American

® Human

@ Indian American

12. What is the highest degree or level of school you have completed? (if you are currently enrolled

in school, indicate the highest degree you have received)
22 responses

@ Less than a high school diploma
O High school diploma or equivilent
@ Some college/certificate

@ Associate's Degree

@ Bachelor's Degree

@ Master's Degree or higher

13. What is your current employment status?
22 responses

@ Employed full-time (including self-
employment)

@ Employed part-time (including self-
employment)

@ Unemployed (currently looking for work)

@ Stay-at-home mom/Manager of
everything

@ Student

® Retired

@ Disabled




14. Where do you live?
22 responses

15. What is your marital status?
22 responses

16. What is your household income?
23 responses

@ Arizona
@ Other state
@ Other country

@ Single (never married)
@ Married

@ In a domestic partnership
@ Divorced

@ Widowed

@ Below $10K

@ $10-50K

@ $50-100K

@ $100-150K

@ Over $150K

@ Prefer not to say
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17. Please use this space for any additional comments!

5 responses

Please share opportunities that my HS students can work at!

The people who did my grab bars were thoughtful and professional

Keep doing the great work you are doing. Two of my Habitat's received Healthy Homes grants
I miss building wheelchair ramps with you guys.

Follow up on phone calls when individuals are in need of support



