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Increasing Your Reach in The Community



» Welcome
* Opening Remarks

« Introduction of Guest Panelists
— Tosh Williams
— Amanda Yanez
— Drew Deakins
— Leyla Keinanen

 Peer Sharing Activity
* Closing Remarks
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TN Department of Human Services

Mission

To build strong families by connecting Tennesseans to
employment, education and support services.

Vision

To revolutionize the customer experience through
innovation and a seamless network of services.
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CSBG Purpose Statement

CSBG Purpose Statement

“Everybody should have equal opportunity to
achieve their highest potential in partnership with
their families and communities.”
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Integrated Marketing
An 9.5 Minute Crash Course!

Best Practices and Pointers

Tosh Williams

Marketing Manager
Tennessee Department of Human Services




A Little About You

1. The name of your organization

2. The size of your organization’s staff

3. Are you responsible for communication at your organization?

4. What are your two most problematic communication challenges?

Tosh Williams

Marketing Manager
Tennessee Department of Human Services




A Little About Me

(How did I land here today speaking to You?)

Education My Jobs
BFA - Double Major Graphic Design and Desk Assistant )
Painting «  Graphic Design Lyb Assistant
BS - Journalism, Major Public Relations * Lead Shop Associate
MBA + Assistant Store Manager
«  Marketing Coordinator
*  Marketing Communication Specialist
1 Random Fact . Marketing Manager
I believe everyone should work in « 4,000 Employees
customer service once in their lifetime « 1.9 Million Tennesseans Served

State and Community Partners

Tosh Williams

Marketing Manager
Tennessee Department of Human Services




What is Marketing
& why Do We Do It?

Marketing is the activity, set of
institutions, and processes for
creating, communicating,
delivering, and exchanging
offerings that have value for
customers, clients, partners, and
society at large

-The American Marketing
Association, 2017




What is Integrated Marketing
& Why Is It Important?

“Integrated Marketing: ‘A
planning process designed to
assure that all brand contacts
received by a customer or prospect
for a product, service, or
organization are relevant to that
person and consistent over time.” -
American Marketing Association

Translation:

«*“L | | IF

communigation
into all décisions
to create a unified Public Relations: “a strategic

experience for all. communication process that builds
mutually beneficial relationships
between organizations and their
publics. -Public Relations Society of
America

-




& 1. What is Integrated Marketing
2. Why Is It Important?

Every interaction that involves your
organization will affect stakeholder
perception and consequently

organizational outcomes.

Integrated marketing aims to

consider communication at the start,

middle and end of decision making.




Integrated Marketing Best Practices

1. Consider communication in all
decision making

* Your communication team is
responsible for helping internal
and external stakeholders
know, trust, and interact with
your organization.

« Making communication a
priority in decision making can
save time, money, and help
guard against negative
consequences.




Integrated Marketing Best Practices

2. Make internal communication a priority

Consequences for Lack of Communication:

« Poor internal moral (internal)

 High turn over

* Loss of resources

 Lack of trust & support

 Lower Organizational
effectiveness




Integrated Marketing Best Practices

3. Have a Communication Plan for New and Existing
Initiatives

A plan should include three
parts:

If you know the enemy
. The Pre-Plan and know yourself, you
need not fear the result
. Key Messages, Goals, of a hundred battles -

Objectives and Tactics Sun Tzu, The Art of War

[1l. Measurement/Assessment




Basic Marketing Plan
I. The Pre-Plan:

. Project name and completion date: fixed or flexible
. Contributors: Names and roles; include approvals

. Problem statement: Why are you undertaking this project or
decision?

. Desired outcomes: What do you hope to achieve?

. SWOT Analysis: What are your internal strengths and weaknesses;
What external opportunities and threats exist?

. Research: Any additional information that may assist

. Audience: Internal and External demographics, psychographics
and behavior information.

. Budget: How much time and money can you spend? Do you have
existing resources?
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Basic Marketing Plan | Our Template:

1. Project name and completion date 5. Research:

2. Contributors 6. Audience

3. Problem statement 7. Budget (not pictured)
4.

Desired outcomes: SWOT Analysis
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Basic Marketing Plan
I1. Key Message, Goals, Objectives and Tactics

1. Key Messages: Each audience
segment should have a designated key
message

2. Your plan should include Goals with
related underlying objectives and
tactics

« Agoal is a big general idea with
several underlying objectives.

» An objective is specific and
measurable time-guided means of
achieving a goal that is related to a
particular audience.

e A tactic is a measurable means of
achieving an objective.

Example:

Goal 1: Increase public awareness of
organization

Objective 1: Increase awareness of
the senior program among Collier

county residents in 2022.

Tactic 1: Partner with YMCA to host
onsite “get to know you” events once
a month during 2022.




Basic Marketing Plan | Our Template:

nunicarion Team
an Template

PILO-Communication Team
Marketing Plan Template

PILO-Communic
Marketing Pla

PILO-Communication Team
Marketing Plan Template

. Goals, Objectt

Goal 1

Objeceive A

Tactlct:

Taetie3:

1. Key Messages with associated 3. Related Objectives
audience

2. Goals

4. Related measurements

N
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Basic Marketing Plan

III. Measure Your Success

1. You can measure both the execution
of tactics and the effectiveness of
tactics.

Example: You could count the number
of visits made in the example as well as
participation in the program.

2. If your tactics were not successful.
Try others.

Example:
Goal 1: Increase public awareness
of organization

Objective 1: Increase awareness of
the senior program among Collier
county residents in 2022.

Tactic 1: Partner with YMCA to host
onsite “get to know you” events one
a month during 2022.



Department of
.Human Services

Community Service
Block Grant

CSBG

Amanda Yanez | CSBG
Block Grant Program
Coordinator




For-Profit vs Nonprofit Marketing

« Similar tactics but with different outcomes in
mind

 For-profit:
o Attract customers to make a sale

* Nonprofit:
o Attract donors to support the organization’s mission
o Reach clients to utilize its services

Department of
.Human Services




Planning is Key

- Itisimportant to have a marketing plan in place

 Level of detail may vary but some key elements
to include are:
o Goals and tactics
o Contributors
o Audience
o Budget

- If possible, have a designated person or team
that is focused on overseeing implementation of
the plan and tracking results
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Keep Your Website Updated

* Your website is often your agency’s first impression
on members of the community

- Make sure your website is frequently updated with
current programs and services, events, and
outcomes

+ 10 Things Your Community Action Agency Website
Needs

https:/courtlandconsulting.com/10-things-community-action-agency-
Ho o e website-needs/

"Human Services



https://courtlandconsulting.com/10-things-community-action-agency-website-needs/

Publicize Objectives and Results

+ Regardless of the size of your agency, people like to
see a strong purpose and honest results

* Outreach is strengthened when you show more than
just what programs and services are available
o Who is receiving or can receive services?
o Who or what other organizations are involved?

o What do you hope your services can achieve for individuals and
the community?

o Are you meeting those goals?
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Tell Your Agency’s Story

« Share testimonials from clients, volunteers, employees
o Gives a voice to those people who are doing the work
o Can help engage potential clients and supporters

* Create a blog that is connected to your website and
posted on your social media accounts
o Share current happenings in your organization
o Provide information to potential donors and clients

o Range of topics including, organizational best practices, current
agency news, available programs, upcoming or recent events,
and success stories

o Publish on a schedule
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Utilize Community Partners

« Encourage volunteers, board members, donors, and partner
organizations to share their experiences working with your agency

- Approach partners to “advertise” for you by sharing blog posts or
media releases

« Give partners approved copy and graphics to use in personal social
media posts

« Use social media “tags” instead of “mentions” to increase reach to
partners’ followers

Department of
.Human Services




Take Your Message Into the Community

- Speaking engagements at community groups and events can
help you spread the word

- Don’t just accept offers to speak to the community—seek
opportunities

« Unable to speak at an event—still attend and engage with
participants

 Distribute extra copies of marketing materials and program
information

Department of
.Human Services
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Upper East Tennessee
@ Human Development Agency

Drew Deakins,

UETHDA Marketing &
Development Director

301 Louis Street
Kingsport, TN 37660

(423) 246-6180
www.uethda.org

\[

Upper East Tennessee
Human Development Agency
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DREW DEAKINS

UETHDA Marketing & Development Director




WHAT DO THESE THREE THINGS HAVE IN COMMON?

Upper East Tennessee
Human Development Agency
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HOUSING ASSISTAN
ENERGY ASSISTANCE

Do youneed help { Lighten :
your energy bill
aplacetocall _ ' burden. Lat LIHEAP help.

e

We can help with.glas§es,
dentures and hearing aids.

Wi

Upper East Tennessee
@ Human Development Agency

SELF SUFFICIENCY

Istransportationa
barrier for your
work or education?

e | AR

SELF SUFFICIENCY

What I am today is not what
I'll be tomorrow when I can
stand on my own two feet.

COMMODITIES

After you pay your bills
can you afford food?




V, N
Neighborhood Service Center

CARTER COUNTY ! i, Al




\[

Upper East Tennessee

Human Development Agency



What we SaY to dogs

Upper East Tennesse
@ Human Development Agency
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Most Popular Social Platforms
Total Active Users

Overall Downloads

38 1 ) TikTok
: 2 [[J Facebook
258 3 @ Instagram
4 WhatsApp
2B 5 0 Telegram
6 (®) MX TakaTak
158 7 () zoom
8 £} Snapchat
1B 9 @) Messenger
SeaM. 1064 Moj
500M (:J_}\“ i 330 294M
o 3

Facebook  Youtube FB Messenger Instagram LinkedIn TikTok Twitter Snapchat
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DREW DEAKINS

UETHDA Marketing & Development Director
mobile 423.430.3939
email ddeakins@uethda.org

Upper East Tennessee
Human Development Agency
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@_ 4nderson County
community

ctltion

Helping People. Changing Lives.

Leyla Keinanen,
Executive Director

Anderson County Community
Action

N Main St, Clinton, TN 37716
865-457-5500
www.andersoncac.org




Tiny Agency Community Outreach

@_ 4nderson County
community

ction

Helping People. Changing Lives.

When your service area is tiny, and your staff is miniscule

@ nderson County
Hel,

A
Iping People.



PR/Community Outreach Opportunltles
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How we tell our story to our community

 City Council and County Commission’s
meetings

« Website and Social Media platforms
Facebook

Chamber of Commerce

Vendor Booths

Anderson County

%4""5’:”0"'}5'



What have been successful marketing/outreach

techniques?

Asking for donations

Recruiting board members

Anderson Count
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What is better?
S )
K \ 4 A

Community
Engagement
Events



Valentine’s Day Date Nite
Live auction

Networking

Anderson Count
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Survey- We welcome your feedback!




Thank You
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