
Get it done! Marketing when it’s not your 
job: Creating a plan
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Partnership 
work

Children’s and 
Young people’s 
Network

Adult Health and 
Social Care 
Network



Impact In Action: 
one of BVSC’s 

projects funded by 
the City of London 

Corporations’ charity, 
City Bridge Trust
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Benefit from FREE support until July 2022 
1-2-1 targeted support
One-off, or a more ongoing mentoring approach, this support is 
tailored to the problems you want to solve so can pinpoint 
solutions quickly. 

Training
We will be offering a range of bite size training. Keep an eye on 
www.bvsc.co.uk under the Impact in Action section or request 
in house training. 

Resources
Our website will be brimming over with resources that we've 
researched so that you don't have to. We've made a start, but 
keep returning as we add more.

Way Up Quality Assurance scheme
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Who’s the Impact Officer?

20 year’s experience in the charity sector

15 of these helping charities prove the 
difference they have made

Normally working with small organisations. 
CIM module in Direct Marketing- but not 
my main focus
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What the session is about

By the end of this session you will

…consider whether it is worth having a basic 

marketing plan

…recognise that measurement can help you 

improve.

…have a basic plan of contacting your target 
markets. 



Purposes of your marketing
Who you are reaching and how.

What messages
Budget
Timings

Who does what
How you will review/test different 

approaches?
Risks and mitigations
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What a Marketing Strategy/Plan can cover
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Do you think it is worth having a plan and 
why/why not? (5 mins)
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Do you think it is worth having a plan and 
why/why not?

What is the most time saving, to plan and get agreement early on or to not plan and then 
need sign off?

Is there any budget? If not, will a plan help there to be a budget next year? 

Will you remember what you are measuring/what messages you have? Planning to help 
everyone to stay on track. 

What happens if there’s staff turnover?

Breaks down the problem into feasible chunks. 
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What a Marketing Strategy can cover –further 
information

3 seminars on Marketing strategy:
https://mediatrust.org/resource-hub/digital-marketing-
strategy-webinar-series/ (I’ve not tried these!)

NCVO puts the marketing plan within the Business Plan
https://knowhow.ncvo.org.uk/tools-resources/business-plan-
template/writing-your-business-plan/6-how-we-reach-our-
market

The Chartered Institute of Marketing
https://www.cim.co.uk/

https://mediatrust.org/resource-hub/digital-marketing-strategy-webinar-series/
https://knowhow.ncvo.org.uk/tools-resources/business-plan-template/writing-your-business-plan/6-how-we-reach-our-market
https://www.cim.co.uk/
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Measuring. What targets do you have, what will 
success look like? What are you measuring?

Output type measures
- How many emails you sent out?

Outcome type measures
-How many emails were opened?
-How many unique visitors were their to your website?
-How many donations were made?
-How many people shared your post about impact?
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How you can measure – Your fundraising

Finance system eg Xero, Justgiving
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How you can measure – Social media-
Hootsuite
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How you can measure – Your website Google 
Analytics
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Write targets against as many of your activities 
as possible  (7mins)
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Planning. What will your calendar look like?

On your email package you may have a calendar and you can set up a separate 
communications one that everyone can access, eg

Colour code, eg
Events, emails
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Planning. What will your calendar look like? (7mins)

Or carry on with Excel
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See you again?

www.bvsc.co.uk/events/training

https://www.bvsc.co.uk/events/training
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Thank you! 

karen@bvsc.co.uk
https://bvsc.co.uk/impact-action

mailto:karen@bvsc.co.uk

