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Overview 
 
Quick Assessment 

Questions Notes 
What is your marketing goal and is it specific 
and measurable?  

 
 
 

Who is your target market and why?  
 
 

What do you know about your target market 
– their values, attitudes, habits, and why they 
might care about your land trust? 

 

What’s your current market share and what’s 
your potential for growth? 

 
 
 

What marketing strategies yield the highest 
return on investment? How to you measure 
that? 

 

What do you most need to get out of 
today’s workshop?  

 

 

Workshop Purpose and Learning Objectives 
▲ To help land trusts develop and implement a strategic marketing approach to achieve specific 

goals and create stronger, more sustainable organizations 
• Understand and apply the 4 steps to create a strategic marketing plan 
• Gain a deep understanding of your target market and develop strategies that resonate 
• Effectively implement your plan and stay focused on results 

 

Contents 
▲ Context  
▲ Definitions, Frameworks, and Principles  
▲ The Four Steps of Strategic Marketing  
▲ Summary  
▲ Templates and Worksheets  
▲ References and Resources  
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Common Challenges Benefits of Strategic Marketing 
Supporting perpetuity More meaningful relationships  
Engaging next generation Deeper engagement 
Adapting post-pandemic Saves time and money  
Changing users and usage Better use of staff and volunteer time  
Increasing scrutiny and divisiveness Fewer circular discussions 
Changing demographics Better results  

 
Glossary 

Term Definition 
Strategic 
Marketing 

A systematic, objective, data-informed process used to 
identify and understand your target market, and to create 
the strategies that are most relevant and resonant to those 
markets so they will take a specific action on your behalf. 

Public Relations Building relationships with various audiences and create a 
positive reputation for the organization within its broader 
community 

Communications Designing messages that are resonant, delivering them your 
intended audiences through the right channels, and receiving 
feedback (underlies all other work) 
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Core Principles 
1. Strategic marketing strategies must be based on a deep understanding of 

the target market (and you are not your target market) 
2. Remember all four P’s: product, place, price, and promotion 
3. Strategic marketing is a part of everything your organization does – not just 

what one or two people do 
4. Success depends on consistent, integrated implementation 
 
Common Misconceptions 

1. Everyone will or should care about our organization and its work 
2. “If you build it, they will come” 
3. Marketing about selling or convincing 
4. Marketing is tactics (posting on social media, sending an email, writing a 

press release) 
 

The Four Steps of Strategic Marketing 

 

Specifically define the desired or necessary 
outcome of your marketing effort 

 

Identify and build a deep understanding of 
your market, and be able to select and 
profile the target market 

 

Develop the strategies that will appeal to 
your target market 

 

Align capacity toward connecting with 
members of the target market and achieving 
your marketing goal 
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Key Question: What result do you want/need from your marketing efforts? 
 
▲ Your marketing goal is a statement of the results you will achieve within a specific timeframe 

• Describes the desired end state – what you want at the end of successful implementation of 
a strategic marketing strategy 

• Defines scale and scope, and sets research and implementation parameters 
▲ A good strategic marketing goal answers 
 

 
 

Advice 
Consider using a marketing committee (with decision making authority) to guide the 
process and ensure implementation  
Review strategic plan taking stock of current data and situation 
Clarify your intention – Are you identifying a new market, or expanding or deepening 
engagement with an existing market? 
Think through: What actions do we need more individuals to take in order to achieve 
our strategic fundraising, stewardship, and/or organization goals? 

 
Example  
▲ Increase the engagement of current members (450), and reach and engage new constituents 

(27,500) in support of the organization’s mission and strategic goal 
▲ 25% of the population within a 10-mile radius of the preserve demonstrate their support by 

joining our friends group 
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Key Question: Who is our target market? 
 

Term Definition 
Market A portion of the population that has an interest or 

potential interest in your cause or organization  
Market Segment Relatively homogenous portion of the market that 

behaves similarly in relation to your cause 
Target Market The market segment you chose as the focus of your 

strategic marketing effort 
Constituent Those people who are integral to your organization’s 

success – the people you serve, who support you, partner 
with you, or are willing to take another action on behalf 
of your organization 

 
 
▲ Analysis is the objective and critical examination of relevant information and data to help you 

decide upon and better understand your target market 
▲ Good analysis is 
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▲ Understand the context and environment in which strategic marketing will occur (community, 

regional, or national concerns, attitudes, trends, current issues, competitive environment, 
opportunities, challenges, etc.) 

▲ Define the scope of your potential reach (who are all the people who could take your desired 
action?) and quantify the size of that market 

▲ Identify segments within the potential market for purposes of categorizing people who will 
behave in a similar way relative to your product, service, or cause 

▲ Select one or two market segments that are likely to provide the best result or ROI for your 
marketing goal (your target market)  

▲ Create an in-depth description of the target market (target market profile) 
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Learn Methods 
What are the social, political, economic, 
and industry trends and issues that 
impact our organization’s work? 

▲ Secondary research: review of 
demographic data, local trends, 
survey results, local government and 
economic development websites, 
national and state associations  

▲ Comparative/competitive research  
▲ Key informant interviews including 

board, staff, community leaders  

What is the climate for our work? What 
challenges or opportunities exist? Who’s 
our competition? 
What does our work mean to others? 
How do they see us? 

 
 

 
 

Learn Methods 
What is our potential reach?  Use what you have learned about the 

wider world and critical thinking to 
answer questions 

What is the universe of people who 
might reasonably take our desired 
action? 

 
Examples 

For a Marketing Goal of… Largest Possible Market 
Generating support from ### new donors All the residents in your community 
Recruiting ## new volunteers All residents over 16 within 10 miles of your facility 
Passing an open space bond issue All eligible voters in the jurisdiction 
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Learn Methods 
What are the different ways in which the 
people in our largest potential market 
relate to our cause? 

▲ Analyze research findings  
• (esp. interviews, observations, focus 

groups, key informants, cohort, and 
lifestyle information) 

▲ Brainstorm segments with those ‘in the 
know’ 

▲ Describe likely demographics and of 
each segment  

What do the people in those segments 
have in common – demographically but 
more importantly, psychographically 
(beliefs, attitudes, values, lifestyle, 
personality, etc.) 

 
Example 
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Learn Methods 
Which segment is our best target 
market? 

▲ Use analysis and critical thinking to 
make a clear decision * 

How does our target market behave?  ▲ Review research findings for more 
detailed information 

▲ Conduct additional research to build a 
fuller understanding, especially: 
• Focus groups  
• Listening assignments 
• Secondary research 
• Market research done by others 

What are their values, attitudes, 
lifestyles?  
What do they think about?  
How do they make decisions?  

Who has influence over the target 
market?  

* Often considering: what segment is most likely to take our desired action, is easiest to 
reach, is largest, etc. 
 
Example: (with thanks to Albany Pine Bush Preserve) 

Target Market Neutral Aware Knowledgeable Interested 

Includes ▲ Neighbors 
▲ Passersby 
▲ Open space 
▲ Recreationists 
▲ Play dates 

▲ Science 
▲ Open Space 

Characteristics ▲ Long-time residents 
▲ Work, shop in area 
▲ Active outdoors 
▲ Less likely to be engaged/ 

involved in community affairs 

▲ Long-time homeowners 
▲ Affluent 
▲ Educated 
▲ Value health and financial well-being 
▲ Civic-minded, active in organizations 

Interests Relative 
to APBP 

▲ Appreciate nature and open space 
▲ Psychic value of undeveloped 

land, area’s beauty 
▲ Hiking and dog walking 
▲ Kids and visitors to DC 

▲ Understand the significance of 
preserve 

▲ Interested in nature and ecology 
▲ Physically active 

Likely Affiliations ▲ Large employers 
▲ YMCAs/libraries 
▲ Professional associations 

 Book clubs/libraries 
 Conservation-related organizations 
 Alumni clubs; Golf clubs 
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Key Question: What is the most efficient and effective way for us to reach, 
connect, and engage with members of our target market? 

 
▲ Often, marketing strategies require that you redesign programs, services, and offerings to fit with 

the needs, attitudes, and values of your target market 
▲ The best strategies consider all four ‘P’s’ 
 

 
 

Advice 
Review the analysis (the best strategies emerge from the analysis) 
Make decisions based on analysis and the organization’s capacity 

 
Example 

Target Market Neutral Aware Knowledgeable Interested 

Desired Action Demonstrate they care ▲ Become a Conservation Club member  
▲ Participate in programs  
▲ Read, talk about, and promote APBPC 

conservation science – be vocal supporters and 
ambassadors 

Strategy 10,000 for Pine Bush 
campaign 

▲ APBPC Conservation Science Club membership  
▲ Targeted information, programs, and events 

Objective Turn awareness into sign 
of support 

▲ Create affiliation with, and identity for APBPC  
▲ Position APBPC as the place for conservation 

science, ecology 
Reach through ▲ Strategic partnerships  

▲ Employers 
▲ Public radio, local and national news  
▲ Like organizations 
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Key Question: How must we align our capacity and organize to successfully 
implement our strategic marketing plan on an ongoing basis? 

 
▲ Put your hard work to good use and implement your plan across your organization 
▲ Successful implementation 

 

 
 

Key Considerations 
What systems, structures, and resources do we have/ need – for implementation?  
How do we embed deep understanding of our target market across the organization?  
How will we transition from planning to implementation? 
What will it take to get everyone on board with this approach? 

 
Action Steps 
▲ Create the strategic marketing plan (see next page) and define specific tasks, schedule, roles, etc. 
▲ Present marketing plan to board and staff  
▲ Make leadership decisions to align the organization and allocate or raise resources 
▲ Create a full understanding of the target market throughout the entire organization  
▲ Integrate into work plans and budgets  
▲ Evaluate and adapt  
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Outline for a Strategic Marketing Plan 
 
I. Purpose  

A. Marketing goal  

 
II. Market Analysis  

A.  Situation analysis as context  
B.  Potential market population  
C.  Market segmentation  
D.  Target market selection 
E.  Target market profile  

 
III. Strategies to Reach the Target Market  

A. Position, brand, and image  
B. Offerings  
C. Outreach and engagement strategies  
D. Public relations and communications  

 
IV. Organizational Development and Implementation Plan 

A. Systems, structures, and policies needed to implement successfully 
B. Specific tasks, schedule, responsible parties 
 

V. Summary 

Target Market  
Profile  
Offerings of Interest  
Outreach Strategies  
Messages  
Action Steps  
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References and Resources   
 
Conservation Impact has a variety of educational materials available to aid you in your efforts. These 
materials, a few of which are listed below, are available on our website’s Supporting Materials 
page. For more information, contact Karen Buck karen@conservationimpact.com.  
 
www.conservationimpact-nonprofitimpact.com 
Articles 
▲ Engaging Your Audience for Success and Sustainability  
▲ The Integrated Strategy for Success and Sustainability: The Impact Model 
▲ From Strategic Planning to Strategic Positioning 
▲ Beyond Marketing: Becoming a Constituent-Centered Organization  
▲ Coming Soon! The Business Blueprint  
 
Blogs  
▲ Succession Planning Part 1: Unpacking Succession Planning 
▲ Strategic Planning vs. Business Planning: What’s the Difference? 
▲ Marketing, Public Relations, Communications: What’s the Difference? 
▲ The 5 Worst Reasons to Do a Special Event 
▲ Best Practices & Governance: More Than Just a Checklist 
 

Research Sources 
These are some of the sources we find most useful when completing marketing analyses: 
▲ People 

• Board and staff members of the organization 
• Local realtors, small business owners, chambers of commerce 
• Members of the existing target market 
• Members of presumed/potential target markets 

▲ Online 
• U.S. Census Bureau (American Community Survey and County Business Patterns) 
• US Bureau of Labor Statistics 
• State demographer’s office 
• Local, regional, state chambers of commerce, workforce investment boards, economic 

development websites (economic forecasts, trends, community priorities) 
• State, regional, national associations (surveys, trend information, market profiles) 
• County community health needs assessments, community foundations, United Ways, etc. 

(community surveys) 

http://conservationimpact.com/materials/#summary
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Conservation Impact and Nonprofit Impact are client-centered practices of our 
mission-driven company. We work to radically impact how organizations achieve results 

towards mission and demonstrate impact. We provide comprehensive planning, 
marketing, and organizational development consulting and training solely to nonprofits, 

public agencies, and foundations. Our practices focus on the conservation, natural 
resources, public health, and healthy aging sectors. 

Founded in 1996, we have successfully completed more than 1,200 projects with 750+ 
clients in 45 states and five countries. In all our work, we apply a comprehensive systems 
approach as defined in our Integrated Strategy. We have demonstrated expertise in strategic 

decision making, positioning, marketing, organization analysis and development, 
business planning, and sustainability. 

For more information about our practices, our team, and our work, please visit us online 
at ConservationImpact.com or NonprofitImpact.com, or call us at 303-223-4886 

 



 

 

 
 

 

 
 

  
     
      

 

 

 

 

 

 

 

1805 S Bellaire St, Suite 545-1 
Denver, CO 80222 

 
303-223-4886 

nonprofitimpact.com 
conservationimpact.com 

 

 


	Marketing Handout_LTA Rally 2022_kb_ls 9-22.pdf
	Quick Assessment
	Workshop Purpose and Learning Objectives
	Contents
	Glossary
	Core Principles
	1. Strategic marketing strategies must be based on a deep understanding of the target market (and you are not your target market)
	2. Remember all four P’s: product, place, price, and promotion
	3. Strategic marketing is a part of everything your organization does – not just what one or two people do
	4. Success depends on consistent, integrated implementation
	Common Misconceptions
	1. Everyone will or should care about our organization and its work
	2. “If you build it, they will come”
	3. Marketing about selling or convincing
	4. Marketing is tactics (posting on social media, sending an email, writing a press release)
	The Four Steps of Strategic Marketing
	Key Question: What result do you want/need from your marketing efforts?
	Example
	Key Question: Who is our target market?
	Examples
	Example
	Example: (with thanks to Albany Pine Bush Preserve)
	Key Question: What is the most efficient and effective way for us to reach, connect, and engage with members of our target market?
	Key Question: How must we align our capacity and organize to successfully implement our strategic marketing plan on an ongoing basis?
	Action Steps
	II. Market Analysis
	III. Strategies to Reach the Target Market
	IV. Organizational Development and Implementation Plan
	V. Summary

	References and Resources
	www.conservationimpact-nonprofitimpact.com
	Articles
	Blogs
	Research Sources


	Back Page Bellaire Address 5 2021.pdf
	Blank Page
	Blank Page



