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Best Practices and Pointers

An 9.5 Minute Crash Course!

Marketing Manager
Tennessee Department of Human Services 
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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?

Marketing Manager
Tennessee Department of Human Services 
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Education
• BFA – Double Major Graphic Design and 

Painting
• BS – Journalism, Major Public Relations
• MBA 

Marketing Manager
Tennessee Department of Human Services 

My Jobs 
• Desk Assistant
• Graphic Design Lab Assistant
• Lead Shop Associate
• Assistant Store Manager
• Marketing Coordinator
• Marketing Communication Specialist
• Marketing Manager

• 4,000 Employees
• 1.9 Million Tennesseans Served
• State and Community Partners

1 Random Fact
• I believe everyone should work in 

customer service once in their lifetime 



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
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What is Marketing 

Why Do We Do It?



“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

Public Relations: “a strategic 
communication process that builds 
mutually beneficial relationships 
between organizations and their 
publics. –Public Relations Society of 
America 13

What is Integrated Marketing

Why Is It Important?
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1. What is Integrated Marketing

2. Why Is It Important?
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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. 
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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



17

Integrated Marketing Best Practices

3. Have a Communication Plan for New and Existing 
Initiatives

A plan should include three 
parts: 

I. The Pre-Plan

II. Key Messages, Goals, 
Objectives and Tactics

III. Measurement/Assessment

If you know the enemy 
and know yourself, you 
need not fear the result 
of a hundred battles –
Sun Tzu, The Art of War
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Basic Marketing Plan

1. Project name and completion date: fixed or flexible 

2. Contributors: Names and roles; include approvals 

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

4. Desired outcomes: What do you hope to achieve? 

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

6. Research: Any additional information that may assist

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

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

1. Project name and completion date 

2. Contributors

3. Problem statement

4. Desired outcomes: SWOT Analysis

5. Research:

6. Audience

7. Budget (not pictured)
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Basic Marketing Plan

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

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

• A goal 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. 

• 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. 
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Basic Marketing Plan |

1. Key Messages with associated 
audience

2. Goals

3. Related Objectives

4. Related measurements
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Basic Marketing Plan

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. 



Amanda Yanez | CSBG 
Block Grant Program 
Coordinator 
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https://courtlandconsulting.com/10-things-community-action-agency-website-needs/
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