
Middle-age  and  up  (65+)

Typically,  wealthy  male/female  or  couple

High- level  of  education  

    *view  buyer  persona  file  for  more  details.

AUDIENCE

Increase  brand  awareness  positioning  the  Area  Foundation  as  a  thought  leader  in  the  San  Antonio  community.

Drive  website  traffic  and  conversions  (both  online  and  phone  calls) .

Generate  Marketing  qualified  leads  (MQLs) and  turn  them  into  Sales  qualified  leads  (SQLs) .

Bring  in  at  least  1-3  funds  totaling  $3.3M  in  assets  under  management.

GOALS

We ' re  launching  a  basel ine  campaign  to

generate  new  donor  prospects ,  brand

awareness ,  and  brand  reputat ion  in  our  San

Antonio  communi ty .  

YOUR LEGACY. YOUR MOVE.

No  strategic  plan  or  previous  baseline  campaign.

Financial  stress  and  the  need  to  grow  revenue.

PAIN POINTS

$35,000  (MarCom) + $30,000  (Google  Ad  Grant)

BUDGET

October  1,  2021  - December  31,  2021

FREQUENCY

We ' l l  write  impact  stories  on  the  blog  with  a  CTA  in  every  story  leading  the  reader  to  our  campaign  web  page.   

We ' l l  also  share  these  stories  on  social  media  and  email  newsletter.

We ' l l  create  impactful  and  meaningful  videos  to  be  shared  on  social  media.

We  suggest  writing  an  e-book  with  a  hook,  for  example  “7  Fell-Good  Tax  Breaks:  Ways  to  Get  Back  When  You  Give.” We  would  run

ads  promoting  the  free  e-book  with  an  eye-catching  ad  creative  to  encourage  users  to  download  the  e-book.  In  the  e-book,  there

should  be  a  very  detailed  explanation  on  ways  to  get  a  tax  break  with  charitable  donations.  Once  the  reader  gets  to  this  portion  of  the

e-book,  they  find  ways  that  the  Area  Foundation  can  help  them  achieve  their  charitable  goals  while  saving  in  taxes.  There  should   be

links  to  SAAFdn 's  website  on  strategic  pages  of  the  e-book.  The  very  last  page  of  the  e-book  would  have  a  detailed  explanation  of

the  Area  Foundation  services  with  a  CTA  button  “Schedule  an  Appointment” that  l inks  to  a  Calendar  (e.g.  Calendly)  allowing   them  to

schedule  an  appointment  directly  with  our  Donor  and  Development  department.  This  would  streamline  the  process   and  allow  us  to

track  how  many  appointments  came  from  the  campaign.  In  exchange  to  their  free  download,  we  would  request  their  email  addresses

and  full  name  so  that  we  can  remarket  to  them  later  on  until  we  get  them  to  convert.  

We ' l l  leverage  our  Google  Ad  Grant  account  to  run  donor-centered  text  ads  in  Google  Search.  

We ' l l  also  run  remarketing  campaigns  to  people  who  have  already  engaged  with  our  brand,  past  website  visitors,  video  viewers,  etc.

These  campaigns  usually  have  a  higher  CTR  and  lower  CPC.

For  those  who  converted,  we ' l l  create  Lookalike  audiences  and  run  new  ads  to  try  to  attract  a  more  similar  audience  that  is  more

likely  to  convert.  

In  addition,  we  will  partner  with  local  media  outlets  such  as  Kens5,  TPR  and  SA  Report  to  run  ads  for  our  campaign.  

We ' l l  do  an  intense  media  outreach  to  get  the  word  out  as  much  as  possible  via  press  releases.

OWNED MEDIA

PAID MEDIA 

 

EARNED MEDIA

MARKETING MIX STRATEGY

In partnership with



We ' l l  opt imize  onl ine  ads  and  emai l

market ing  campaigns  for  convers ion .  

CAMPAIGN MARKETING FUNNEL 

In partnership with



How  many  people  downloaded our free offer  during  the  campaign.  

Blog page visits  during  campaign.  That  will  also  indicate  if  content  is  relevant  to  our  audience.  

CONTENT

Total  number  of  visitors to SAAFdn 's homepage  versus  bounce rate .  This  will  indicate  how  relevant  our  campaign  looks  to  our

potential  prospects.

Total  number  of  forms submited  on  "Your  Legacy.  Your  Move "  webpage.  This  will  indicate  how  much  interest  we  are  triggering  in  our

target.    

WEBPAGES

We ' l l  proper ly  ident i fy  our  re levant  KPIs  and  t rack

them.  These  are  subject  to  change  according  to

campaign  adjustments .

CAMPAIGN KPI'S

The  goal  is  to  have  at  least  20-30% open rate and  average click-through rate of at least 3% .

We  will  track  number  of  unsubscribes as  well  since  it 's  an  indicator  of  how  well  our  content  is  performing.

EMAIL

Link Clicks vs. Downloads = Conversion Rate. This  will  tell  us  how  many  people  actually  took  the  desired  action  (download) and

moved  to  the  next  stage  of  the  buyer 's  journey  versus  how  many  people  only  clicked  the  ad.  If  the  number  of  downloads  is

significantly  lower  than  50% compared  to  number  of  clicks,  that 's  an  indicator  that  we  need  to  adjust  either  our  ad  creative,  ad  copy,

or  offer.   

Cost per Click:  Ideally,  we  want  to  aim  for  a  low  CPC  but  a  low  CPC  not  always  is  an  indicator  of  a  high-performing  campaign.  

Reach:  This  will  give  us  an  idea  of  the  amount  of  brand  exposure  we  have  received  during  the  campaign.

Quality Ranking: This  metric   explains  how  our  ad 's  perceived  quality  is  compared  to  ads  competing  for  the  same  audience.  We  want

to  aim  for  at least 3 out of 5 .  

PAID SOCIAL ADS

ROAS (return on ad spend) : Without  this  metric  we  won 't  be  able  to  keep  track  of  how  the  campaign  is  doing  in  terms  of  generating

revenue.  

CPL (cost per lead) :  Dividing  total  ad  spend  by  total  number  of  qualified  leads  will  tell  us  how  much  is  being  spent  to  acquire  a  new

lead.

CAC (customer acquisition cost) : Here  we ' l l  calculate  how  much  cash  we  had  to  spend  in  order  to  earn  a  new  customer.  A  low  CAC

means  we ’re  getting  lots  of  leads  for  less  money,  and  we ’re  more  l ikely  to  secure  a  happy  return  on  investment.  To  measure  we

divided  total  marketing  spend  by  total  number  of  new  customers.

LTV (customer lifetime value) :  This  metric  forecasts  the  total  amount  of  revenue  a  business  can  earn  from  a  customer.  Together,

CAC  and  LTV  can  give  us  the  ability  to  understand  how  long  it  takes  to  earn  back  our  initial  marketing  and  sales  expenses.

Total Number of Marketing Qualified Leads (MQLs) vs. Total Number of Sales Qualified Leads (SQLs) :  This  metric  is  important  to

know.  Hypothetically  speaking,  if  every  lead  costs  us  $50,  we ’ l l  want  to  ensure  they ’re  high-quality,  and  properly  handled  by  our  sales

team  to  produce  return.  

ROI (return on investment) : This  metric  will measure  the  profit  or  loss  that  we  generated  on  our  campaign.

Time to Conversion: Discovering  how  many  hours,  days  or  weeks  stand  between  a  prospect  discovering  the  

Close Rate:  It  tracks  how  many  sales  have  been  closed  compared  to  the  number  of  qualified  opportunities  that  were  

       Area  Foundation  and  inquiring  about  our  funds  or  scheduling  an  appointment  is  hugely  telling.

       given  to  our  sales  team.

 

SALES & MARKETING

In partnership with

Impressions: This  metrics  indicates  how  many  times  our  ad  has  been  displayed  or  seen.

CPC (cost per click) : Every  time  a  user  clicks  on  our  ad,  we  pay  Google  a  certain  amount  of  money.  A  well-optimized  campaign

should  lead  to  a  declining  cost  per  click  over  time.

CTR (click-through-rate) :  This  counts  the  effectiveness  and  relevancy  of  our  ad.  The  average  CTR  across  all  industries  is  5% and

Google  requires  that  we  maintain  a  5% CTR ,  otherwise  our  ad  grant  account  gets  disabled.  

CPA (cost per action) : This  measures  how  much  money  we  pay  in  order  to  get  a  conversion.

Conversions:  In  this  campaign,  a  conversion  will  be  a form submission .   

GOOGLE  ADS SEARCH - AD GRANT 


