Notes from “Big Campaigns, Small Budgets” led by Lee Insko of Details Communications, a Birmingham-based church marketing firm.

Types of campaigns

· Branding (name change, crisis, leadership introductions, new vision statement)

· Evangelistic

· Event promo

· Enrollment/participation/fund-raising

· Internal

Questions

· What are the goals/objectives?

· Target audience/demographic(s)

· How do they prefer to get information?

· Budget

· What can be done internally vs outsourced?

· Services donated (what business connections do members have?)

· How do I measure success?

Expenses
· Development (may involve an outside consultant or creative)

· Event (banquet, speakers, etc.)

· Printing, mailing list, list purchase price, ad space, etc.

· Website domain, hosting, tech support

An important budget question: What items can be moved or erased to fund the campaign?
Budget sources

· Spreading costs out over multiple budget years

· Allocating the funds across multiple departments

· Special allotment from management or trustees

· Partnerships with like-minded groups

· A foundation (or similar entity) within your organization

· Donors

Considerations
· Maximize web presence—The web is usually much cheaper than direct mail. It involves no postage, it’s updatable, and allows for creative domain names.

· Involve your members with relational outreach—Consider “inviter cards” (as opposed to direct mail) that they can hand out to friends and people in the community. Giveaways may also be useful.

· Keep it clean and simple—Without priorities, you’re lost and confused.

· Aim for free publicity without using the normal press release approach. Engage people emotionally and be creative with your pitch.

Viral
· Youtube

· Podcasts/RSS feeds—People have to subscribe to receive updated information.

· Email forwards/”tell a friend”—An older method but it still has its uses.

CRAM Method
Connection – What’s the message, and what are the distinctive about this campaign?

Reward – Think like the audience: How’s it going to benefit me?
Inspire Action

Memorable – Consider what will help the audience will remember: creative domain name, testimonials, unusual choice of ad vehicle).

Challenge
An effective brand generates an emotional and physical trigger to make a relationship between the marketplace and the product or service. There is no value in sameness. Value comes in differentiation.

Successes on the web
Questionthis.com – discusses claims of Christ without linking to a church.

Mysecret.tv – promoted through yard signs, cards, and even received attention in the New York Times.

Mylamesexlife.com

Once you build your website, then use your marketing efforts to drive everyone there. 85% of people will visit your website before they visit your church. Communication professionals have to have a seat at the table in all promotional work done by the church.
