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October 23, 2013 
 
To Mrs. Karla Winter-Schulz,  
 
Thank you for speaking with me on the phone regarding the concerns for 
your organization. After speaking with you, I know your organization is 
seeking new donors and funding and are looking for new, innovative ways to 
reach this goal. I also know that you wish to find a way to make your 
Financial Freedom classes quarterly as opposed to annually. I also listened to 
your concerns of having a limited budget due to being a non-profit.  
 
I have created a three-year marketing plan that I believe will guide STEP to 
attaining new donors and increased donations. I know the importance of 
bringing awareness to your organization and how increased awareness will 
be key to gaining new donors. You have thus far done an incredible job of 
sharing your goals and vision with the public. This marketing plan will meet 
your needs when it comes to an increase in overall donor retention and 
stewardship. It will also give you an opportunity to creatively share your 
organization with the public. It will allow your organization to offer Financial 
Freedom classes quarterly and at no cost to your participants.  
 
I look forward to speaking with you regarding the marketing plan.   
 
Sincerely,  
 
Kristen Mihalko 
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Executive Summary 
 
 STEP’s (Support the Enlisted Project) mission is to serve active duty 

service members, veterans, and their families living in Southern California. 

STEP understands the financial and emotional support our military families 

need. In order to offer and successfully run their programs, STEP requires 

the support of donations and sponsorships. STEP aims to work with donors 

and sponsors who support the military and are focused on making military 

life easier. Although STEP has been able to offer programs thus far, we are 

seeking to increase their annual donor database by 50% and increase 

funding for the Financial Freedom workshops in order for them to be offered 

quarterly rather than annually.  

 STEP must create a marketing plan surrounding their donors. We must 

implement a plan that is donor-centered and follow through with continuing 

to build relationships with their donors. STEP understands that there are 

many barriers to establishing new donor relationships and in an effort to 

break those barriers, STEP wants to reach out through cold calling and Open 

Houses. Open Houses will give potential donors a chance to meet the staff 

and learn more about the programs being offered. Cold calling will allow 

STEP to ask for donations over the phone and share the program mission 

statement and goals with people who may never heard of our organization.  

STEP would also like to communicate with donors in the database 

more frequently through “Impact Story” cards and self-addressed, stamped 

envelopes. We will also update their online giving program for easier access 

to donors. We will also create “packages” so donors know exactly how their 
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money is being used. We will also let donors know that we feel any donation, 

big or small, to our organization will help us meet our goal of helping military 

families.  

Our budget is reasonable for a non-profit. This marketing plan will cost 

us $2,199 annually. This budget plan includes product, place, and promotion 

costs, and also factors in staff time that will be used on specific promotional 

items. An implementation plan has also been created in order to keep staff 

on track and within budget. 
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Mission Statement 

 
STEP’s (Support the Enlisted Project) mission is to provide emergency 
financial and transition assistance grants to active duty and recently 
discharged enlisted military and their families. We provide emergency 
assistance from their headquarters in San Diego to eligible active duty 
service members, those whom have been honorably discharged for 12 
months or less, and their families residing in the Southern California counties 
of San Diego, Orange, Los Angeles, Ventura, San Bernardino, Riverside, and 
Imperial.  
 
We also offer a range of complimentary family support programs that boost 
morale and provide military families with unique opportunities to bond and 
receive valuable products and services. Whenever STEP cannot meet a 
verified need, case managers serve as a personal liaison between the 
families and other community organizations that can provide assistance. 
These partnerships prevent duplicated efforts and ensure that military and 
veteran families always have a strong support system and the resources 
available to satisfy their needs.  
 
Vision 
 
Southern California is home to the highest concentration of service members 
and veterans in the entire world. It is also a region with one of the highest 
cost of living indexes in the Nation. As the war in Afghanistan winds down 
and our service members slowly return to American soil, we sometimes face 
severe financial hardships resulting from weakening economic conditions and 
defense budget cuts that directly impact military salaries and benefits.  
 
Others are being involuntarily separated from the military at an alarming 
rate, often struggling to reintegrate back into civilian society. In 2012, the 
U.S. Department of Labor projected that over one million services members 
will separate from the military within the next five years. STEP was 
established to be a local and trustworthy resource for active duty and 
recently honorably discharged service members and their families regardless 
of the service member’s deployment status, injuries sustained, credit history, 
or military service record.  
 
History 
 
STEP was formerly known as Operation Homefront Southern California, 
established in 2005 to support the families of deployed and wounded service 
members.  Their new organizational name of STEP became official with the 
California Secretary of State in October 2012, and we are forging ahead with 
their expanded mission and client base of active duty and recently 
discharged service members and their families in Southern California.  
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Programs Offered 
Financial Assistance  
It doesn't matter if they're serving our country overseas or right here on 
American soil. Our service members sometimes find themselves in 
emergency situations. Whether a family needs emergency food or assistance 
with unexpected car repairs, STEP is here to alleviate the financial strain 
associated with active duty military life. We provide emergency financial 
grants, not loans, to income-eligible active duty service members (Ranks E1 
to E6) and their families regardless of the service member's deployment 
status or injuries sustained in combat. 
 
In 2012 the United States Department of Labor projected that over one 
million service members will separate from the military over the next five 
years, including those who are involuntarily separated. The war in 
Afghanistan is winding down and defense budget cuts are becoming a harsh 
reality, often forcing our Nation's heroes back into civilian life with very little 
resources or support. Barriers in employment, education, and even 
affordable housing are just some of the many battles our service members 
have to fight. In honor of their tremendous sacrifice to protect our 
freedom, STEP offers emergency transition assistance grants, not loans, to 
service members who have been honorably discharged for 12 months or less 
(Ranks E1-E6). 

Emergency Assistance services for 
Active Duty and Honorably 

Discharged (E1-E6) 
• Auto payments and insurance 
• Auto repair 
• Critical baby items 
• Emergency child and in-home 

health care 
• Emergency dental 
• Essential household items 
• Emergency food 
• Rent and mortgage 
• Emergency travel 
• Utility payments 
• Vision care  

 
PROJECT Wounded Warrior Wives 
This program is dedicated to the women of wounded warriors. The wives of 
our wounded service members stand strong and tall despite the challenges 
they face as they take on new roles as lifelong caregivers.  These brave 
women are often forced to give up their careers and time with friends as they 
work around the clock to ensure their husbands receive the care and support 
that they need. Their lives are far from normal and more difficult than 
anyone could imagine.  STEP organizes and hosts several events throughout 
the year to pay tribute to these extraordinary women.  Whether it's a spa 
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day at the luxurious La Costa Resort & Spa in Carlsbad or a fun-filled day at 
the San Diego Zoo, our retreats provide these women with a quick getaway 
to relax, rejuvenate, and reconnect with other women who understand their 
pain and struggles. 
 
PROJECT Financial Freedom 
STEP's complimentary annual Financial Planning Seminars, generously 
sponsored by Boeing and led by Certified Financial Planners, teach military 
and veteran families money-saving strategies and techniques to help them 
get out of debt and reach their financial goals.  We also offer follow-up 
sessions for participants who want one-on-one time with a Certified Financial 
Planner to discuss specific goals and create a personalized financial plan. 
 
Sharing the Joy 
This is a new holiday program for STEP. This program will link military and 
veteran families in need with civilian families and corporate sponsors 
throughout the Southern California community.  Through their generosity our 
service members and veterans will receive a variety of toys and gifts to help 
their families have a happy and joyous holiday season. 
 
PROJECT Giveaway 
Throughout the year STEP receives a number of in-kind product and ticket 
donations from members of the community and corporate sponsors who wish 
to give back to military and veteran families in need.  STEP has a 2700 
square foot warehouse filled with new and gently used baby clothes, diapers, 
toys, and more. 
 

Objectives 
 
Corporate Objective 
STEP would like to continue to offer free financial support to military families. 
We also want to provide quarterly Financial Freedom classes to active duty 
and veteran families. STEP would like to earn the support of sponsors to help 
maintain programs.  
 
Marketing Objective 
STEP aims to provide services and programs to 1,000 families throughout the 
year. We would like to reach 15 sponsors to donate $1,000 each to the 
Financial Freedom workshops in order to increase workshops from once a 
year to four times a year for two years (8 classes total). We want to receive 
$7,000 by December 2014 and then reach our goal of $15,000 by December 
2015. Their quarterly classes will begin in March of 2016 with continued 
support of donors. In a three-year period, STEP wants to increase sponsor 
donations by 50%. The current donor database contains 100 donors. In 
2014, STEP would like to increase the donor database by 20%, and again by 
20% in 2015. By 2016, the donor database will increase by another 10% 
giving STEP a total of 159 annual donors.  
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Marketing Audit 
 
External 
STEP’s target areas are counties of Southern California including San Diego, 
Orange, Los Angeles, Ventura, San Bernardino, Riverside, and Imperial. Due 
to Southern California’s large population of active duty and retired military 
service members, there are many organizations that target this audience and 
offer similar services. STEP’s competition for participants and donors include 
but are not limited to the following: Armed Services YMCA San Diego, Nice 
Guys San Diego, Jewish Family Services, and Red Cross.  
 
There are currently 57,900 retired military service members and 240,677 
veterans residing in San Diego (Navy News, San Diego Chamber of 
Commerce). These retired service members and veterans may need to use 
our services at some point or be potential donors to our organization. An 
article, Military Employment in San Diego, conducted by the San Diego 
Regional Chamber of Commerce found that “San Diego’s veteran population 
excels on a number of economic success indicators. Veterans are 
comparatively well educated, highly paid, and make up a significant portion 
of area business owners” (San Diego Regional Chamber of Commerce 2013). 
According to the U.S. Department of Labor, there will be an estimated one 
million honorably discharged service members within the next five years. In 
2011, the estimated median household income in San Diego was $60,797. 
However, according to statistics from the United States Census Bureau, 
101,594 households claimed to make between $75,000 to $99,999 annually. 
This household income bracket was the largest number of claims followed by 
$60,000 to $74,999 (United States Census Bureau 2011). A study conducted 
by the University of San Diego and San Diego Grantmakers found that 
corporate funding support human services in San Diego (2010). With 5,000 
families living in San Diego at any given time, around half of these families 
may seek assistance from organizations such as STEP (Navy News).  
 
Internal 
STEP has limited staff resources with four staff members to promote 
organization and raise funds. We are currently seeking a communications 
manager to handle fundraising. We cannot offer medical insurance at this 
time. An established volunteer program does not exist and will need to be 
developed by the communications manager. STEP’s staff time is spent 
focusing on program development. The President, Director of Client Services, 
and Director of Development will need to develop a schedule where they will 
be able to dedicate time to assist with fundraising.  
 
Until then, the Financial Freedom classes will be put on hold until marketing 
objectives are met. STEP is currently managing two offices: one in San Diego 
and the other in Orange County. Administrative volunteers run the Orange 
County office, which helps with cutting costs. Social media tools are 
developed but could be managed better by a specific staff member, 
volunteer, or intern.  
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Market Overview 

 
Characteristics and Size 
Southern California is a military town. It is home to the following military 
bases: Naval Base San Diego, Naval Base Coronado and North Island, Naval 
Base Point Loma, MCRD, MCAS Miramar, Camp Pendleton, and March Air 
Reserve Base. There are a large number of retired service members and 
veterans in Southern California due to the number of bases. Young families 
usually have one source of income, which comes from the active duty service 
member. There are 95,000 uniformed military personnel living in San Diego 
and 175,000 dependents and families of military service members. Our 
military population is 87% male and 13% female. Southern California is 
home to 60% of ships in the U.S. Pacific Fleet, one third of the combat power 
of the U.S. Marine Corps. Donors and sponsors seek organizations that 
directly help others. (Navy News, NBC) 
 
Industry Description and Practices  
Military organizations are established to provide local military families with 
resources to help enhance their lives. Organizations aim to provide low to no 
cost programs and services to military service members, veterans, and their 
families. STEP focuses on giving military families financial assistance through 
grants – not loans. It is important for STEP to be transparent for participants 
and donors. All financial records are accessible to the public on STEP’s 
website.  
 
Competitors 
San Diego provides many free programs for military service members, 
veterans, and their families. Some programs include counseling services, 
financial or goods assistance, charities, and troop focused organizations that 
create care packages for deployed service members. Other programs may 
provide donors with more photos or meet and greets with families they are 
helping. STEP is, however, unable to do this for donors due to confidentiality.  
 
Channels and Distribution  
STEP currently uses social media tools such as Facebook, Twitter, YouTube, 
and LinkedIn. STEP is active on their social media pages and keeps the public 
updated on any changes or opportunities at the organization. We also have a 
website that allows the public to read and learn about their programs and 
upcoming giving opportunities. STEP also lists several ways for people to 
donate to their organization: by phone, by mail, or by drop off of gently used 
goods.  
 

SWOT Analyses 
 

Strengths Weaknesses 
• Financially transparent • Recently changed name (from 
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• San Diego based 
• Supported by a strong base of 

volunteers 
• Dedicated staff (currently 4 

employees) 
• Free programs and assistance 

to military families 
• Appeals to donors who want to 

directly help military members 
• Charity Navigator (Four Star 

Charity) 
• GuideStar Exchange Silver 

Operation Homefront to STEP) 
• Run entirely on sponsors and 

donations 
• Currently does not have a 

communication focused 
position 

Opportunities Threats 
• Rebuild image under new 

name 
• Expand financial workshop 

frequency and give families 
one-on-one financial coaching  

• Add new staff member 
(communication manger) to 
foster new media and donor 
relations 

• Other local and nationwide 
military organizations 

• Low employment rates – 
morale down, people are less 
likely to give 

• Giving opportunities around 
holidays (especially Christmas) 

• Other military organizations 
offering similar programs 
throughout the year 

 
Assumptions 

 
Assumption: There are many military families living in the Southern 
California counties of San Diego, Orange, Los Angeles, Ventura, San 
Bernardino, Riverside, and Imperial. STEP must focus on advertising in these 
target areas in order to draw in more participants and potential donors. 
Participation and positive responses in STEP programming indicates that this 
organization is valuable to the public it serves.  
 
Assumption: Military families seek out organizations that meet their needs. 
STEP must learn as much about the organizations in Southern California in 
order to provide services that other organizations do not. There are 
opportunities to possibly create partnerships with programs to help promote 
STEP. By partnering with other programs, STEP decreases the time spent 
trying to create new services in their programming. Instead, we can focus on 
the programs we currently run and improve on those programs.  
 
Assumption: Due to the large population of retired military and veterans 
living in Southern California, it will be important to provide services to them. 
It may be valuable to provide an event for retired military and veterans to 
help raise awareness of STEP and donation opportunities. STEP must reach 
out to local American Legions and Auxiliaries for donation opportunities 
because these organizations want to help military programs.   
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Assumption: A large amount of people will be honorably discharged from the 
military in the next five years. STEP should recognize who is being honorably 
discharged from the military by meeting with commands to spread 
information about services. STEP should focus on the amount of honorably 
discharged military members are located in San Diego. This will be helpful 
when providing programs and considering budgets for those programs.  
 
Assumption: People living in Southern California want to donate to local 
organizations. Specifically, STEP must research and locate those who wish to 
give back to those who sacrificed their lives for everyone else’s freedom. 
STEP must target donors who want to support military families and veterans 
through outreach at local resource fairs and advertising.  
 
Assumption: Corporate organizations in Southern California want to support 
local military families and veterans. STEP must research grant and 
sponsorship opportunities. This may include writing grants or requests to 
corporate organizations.  
 
Assumption: Military families living in Southern California need our 
assistance. They may not know where to go when they need assistance so 
STEP must find ways to get to them first through resource fairs at Lincoln 
Military Housing events or command debriefing meetings.  
 
Assumption: Time will be spent seeking a communications manager for the 
organization. Due to limited financial and staff resources STEP will need to 
recruit more volunteers to assist organization. An increase in volunteers will 
allow STEP to spread responsibilities throughout the organization instead of 
one staff member managing two offices. A volunteer may be able to manage 
the office in Orange County after training.  
 
Assumption: People want to volunteer their time to organizations that help 
military families. STEP must create an internship program to help create a 
campaign to recruit new volunteers. Volunteers will be recruited via social 
media, traditional media (news and radio), and resource fairs.  
 
Assumption: Program staff is very busy and will need to schedule in days to 
assist with fundraising efforts. STEP must create a logical time line that 
coincides with the marketing calendar to help meet goals. Participants may 
be upset that Financial Freedom courses will not take place until fund goals 
are met, however, STEP will continue to program one-on-one services on an 
as needed basis.  
 
Assumption: Social media will help military families feel more connected to 
STEP. Online engagement will help advertise programs and services. STEP 
will need to recruit an intern or volunteer to run and manage social media.  
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Ansoff Matrix 

Existing Market/Existing Products 
Deepen Market Penetration 

Existing Market/New Product 
Product Development 

Increase Financial Freedom 
workshops offered to military families 
and veterans 
 

Develop a monthly debriefing 
meetings (offer one-on-one 
assistance and information) with 
military commands to speak about 
programs 

New Market/Existing Product 
Market Extension 

New Market/New Product 
Diversification 

Create an internship program to run 
social media and volunteer 
recruitment campaigns 

Create a special event for retired 
military organizations in Southern 
California 

 
The Ansoff Matrix was created to show the possible marketing plans that 
STEP could take in future marketing plans to help grow and expand their 
markets and products. Increasing Financial Freedom workshops offered to 
military families and veterans from once a year to four times a year will allow 
STEP to serve up to four times the amount of people, which will help deepen 
their market penetration.  
 
By developing monthly debriefing meetings to offer one-on-one assistance 
and information, STEP will continue to develop products that bring awareness 
to their organization.  
 
In an effort to effectively use social media in this organization, it may be wise 
to create an internship program. The interns would be in charge of updating 
social media and engaging with participants. This would help STEP with 
market extension. We would improve our social media and work with a new 
market.  
 
STEP must think outside of the box in order to bring attention to their 
organization. One way to diversify STEP would be to create a special event 
for retired military and veterans organizations in Southern California. This 
would be a way for STEP to share its mission with people and to potentially 
gain new donors.  
 

Marketing Objective and Strategies 
 
STEP aims to provide services and programs to 1,000 families throughout the 
year. We would like to reach 15 sponsors to donate $1,000 each to the 
Financial Freedom workshops in order to increase workshops from once a 
year to four times a year for two years (8 classes total). We want to receive 
$7,000 by December 2014 and then reach their goal of $15,000 by 
December 2015. Their quarterly classes will begin in March of 2016 with 
continued support of donors. In a three-year period, STEP wants to increase 
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sponsor donations by 50%. The current donor database contains 100 donors. 
In 2014, STEP would like to increase the donor database by 20%, and again 
by 20% in 2015. By 2016, the donor database will increase by 10% giving 
STEP a total of 159 annual donors.  
 
Product Strategy 
STEP will offer sponsorship levels to donors for Financial Freedom workshops. 
These levels will be as follows:  

• $25 will pay for one person to attend the Financial Freedom workshop 
• $50 will pay for two people to attend the Financial Freedom workshop 
• $100 will pay for three people to attend Financial Freedom workshop 

and provide lunch for participants 
• $1,000 will pay for five people to attend Financial Freedom workshop, 

provide lunch, and supplies for participants 
o There will only be 15 $1,000 sponsorship levels available in an 

effort to make it limited.  
STEP will also offer donation packages for all programs offered. These 
packages will be as follows:  

• $25 will pay for one toy for a child 
• $50 will help support warehouse center for donated goods 
• $100 will support one military family with financial services  

Last, STEP will allow donors to give any donation they can to programming. 
This will be advertised using the following wording: “No donation is too small! 
Any donation to STEP will directly assist military personnel, veterans, and 
their families in Southern California.” There will be no minimum or maximum 
donation to be considered a donor at STEP.  
 
Place Strategy 
STEP will create an “online giving” program which will allow people to donate 
to STEP online through a secure website. We will also send out “direct 
mailers” which will allow people to donate though mail from the comfort of 
their home.  
 
Promotion Strategy 
STEP will enlist the help of volunteers to conduct “cold calling” in an effort to 
reach potential donors. We will send out email updates to mailing list along 
with a link to our “online giving” opportunity. The Director of Development 
will create “Impact Story” cards and attach these cards to giving envelopes. 
In order to attract new donors, STEP will plan and implement an Open House 
event to introduce potential donors to staff and programs. It will be 
important for STEP to get to know their donors and create a donor-centered 
environment. STEP will seek out a volunteer who is capable of creating a 
newspaper advertisement with information on how to donate to STEP. The 
President, along with the Director of Development, will build strong 
relationships with news and radio outlets to create opportunities to teach the 
public about programs and how to donate.  
 

Expected Results and Monitoring 
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Product Results and Measurement  
Donors will like having a “package” to purchase and will feel they are 
contributing to the program. By limited the number of “$1,000 pledges” more 
donors will want to take advantage of the opportunity to be a major gift 
giver. Donors won’t feel pressured to give a specific amount since we explain 
that any donation is helpful to our organization.  
 
STEP will measure funding for the Financial Freedom workshops and other 
programming annually. If our organization gains seven or more $1,000 
pledges in one year it will be a success. If we gain less than seven pledges in 
one year, it will need to evaluate a strategy to appeal to current donors. We 
will need to consider the following: do we need to make pledges less? Should 
we change $1,000 pledges to pledges between $100 and $500? Should there 
be an incentive for pledging such as guest speaking at the Financial Freedom 
workshop?  
 
Place Results and Measurement 
Donors will be able to donate to STEP from the convenience of their home 
either online or through direct mail services.  
 
If STEP receives 50 or more donations through the online system then it will 
be consider a success. If our organization receives less than 50 donations 
online, we will need to reconsider online giving and if it’s worth the cost of 
maintaining and using an online system. If STEP receives 20 donations 
through direct mail services, it will be consider successful. If our organization 
receives less than 20 donations through direct mail, we will reconsider direct 
mail. It is not cost effective to send direct mail if the response is low.  
 
Promotion Results and Measurement 
Cold calling will allow our organization to speak with potential donor about 
our programs and give them options on how to give. Emailing newsletters 
will give donors a way to connect with our organization and donate online. 
The “Impact Story” cards we create will share with donors how their 
donations are being used in our organization and the impact these donations 
have on our programs and families. An Open House event will give new and 
past donors a chance to learn more about our programs and how their 
money is used to help our organization. A newspaper advertisement will 
reach out to potential new donors who want to help military personnel and 
their families. By building strong relationships with news and radio outlets, 
STEP will gain more opportunities to have television and radio spots. These 
spots will allow our organization to talk about programming and share with 
viewers or listeners how they can donate to STEP.  
 
STEP will track how many donations we receive from “cold calling.” If we call 
100 potential donors during the year and 20% of them donate, then it will be 
seen as successful. STEP will invite 40 new potential donors to an Open 
House event, if 30 people RSVP this event will be successful. STEP will need 
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to make at least four appearances on television and radio this year. Incoming 
donations will be tracked online and offline. If half of our mailing list 
responds to our direct mailers and newsletter, it will be successful. If STEP 
does not gain 20 new donors at the end of the year, we will need to decide a 
new strategy to appeal to new donors. We will have to evaluate if Open 
Houses are useful in cultivating new donor relationships, are newspaper 
advertisements driving donations, and whether “Impact Cards” are helpful in 
explaining their impact to donors. 
 
Monitoring 
STEP will need to keep track of new donations. These donations will need to 
be tracked by where they are received. How many donations were from the 
Open House event? How many were received through direct mail using self-
addressed, stamped envelopes? How many were received through the online 
giving system? Did people respond positively to the “Impact Story” cards and 
in turn, donate more frequently? How many people donated to STEP due to 
the newspaper advertisement?  
 
The Director of Client Services must report on how many cold calls led to 
donations. The Direct of Client Services must train volunteers and work 
closely with them during the process. This will ensure quality phone calls with 
positive results. The Director of Development will be responsible for creating 
press releases. She will need to keep track of any news and radio spots that 
are picked up by local stations. The Director of Development will need to 
report on if her relationships with contacts at local stations have improved. 
An improved relationship can be seen through more frequent appearances 
and communications via email or social media.  
 
Throughout the year STEP will be responsible for evaluating the marketing 
plan and ensuring that progress is being made. During STEP’s monthly staff 
meeting, updates must be discussed and changes must be made if 
necessary. At the end of the marketing year, STEP must come together to 
analyze numbers and decide if anything in the marketing strategy needs to 
be changed or improved. If changes need to be made due to numbers not 
being met, STEP must decide on new strategies to implement in the coming 
year. 

 
Budget 

 
Product Budget 
“Packages” Creating these packages will not cost 

the organization any money to 
create. Essentially they are free to 
create. However, our goal is to raise 
$7,000 toward fundraising goal at the 
end of the year.  

Product Budget per year $0 
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Place Budget 
Updating website for online giving 
Use PayPal to collect donations on 
website 

$0-$100,000 = 2.2% + .30 = 2.50 
per $100 donations 
$7,000 in donations = $175.00 to 
PayPal 

Direct mailers with self-addressed, 
stamped envelope 
 
 
 
Direct mailers with self-addressed, 
stamped envelopes (2015) 
 
Direct mailers with self-addressed, 
stamped envelopes (2016) 
 
 
Bulk mail shipping rates 
 
 
 
 
Bulk mail shipping rates (2015) 
 
 
 
Bulk mail shipping rates (2016) 

$2.58 per mailer + printing costs 
(.15) = $2.73 x 100 direct mailers = 
$273.00 x 2 (twice a year) = 
$546.00 
 
$2.73 x 120 = $327.60 x 2 (twice a 
year) = $655.20 ($109.20 increase) 
 
$2.73 x 144 = $393.12 x 2 (twice a 
year) = $786.24 ($131.04 increase) 
 
 
$1.08 per first class letter x 100 = 
$108.00 x 2 (twice a year) = 
$216.00 
 
 
$1.08 per first class letter x 120 = 
129.60 x 2 (twice a year) = $259.20 
($43.20 increase) 
 
$1.08 per first class letter x 144 = 
$155.52 x 2 (twice a year) = 
$311.04 ($51.84 increase) 

Place Budget per year 
 

2015 with increase 
 

2016 with increase 

$937.00 
 
$1,089.40 
 
$1,272.28 

Promotion Budget 
40 RSVPs to open house 
Refreshments 
 
Staff time (3 staff members) 
 
 
 
 
 
Planning for event 
 
 

 
2.00/per person = $80.00 
 
President at 20.00/hr = $80.00 
Director of Client Services at 
18.00/hr = $72.00 
Director of Development at 15.00/hr 
= $60.00 
 
Director of Development = $45.00 
 
 



STEP (Support the Enlisted Project) 
Three-Year Marketing Plan 

19 

	  

	   	  

An open house for potential donors $337.00 
Training of volunteers to conduct cold 
calling 
 
Cold calling 

Director of Client Services = $90.00 
 
 
$0 

Correspondence about promotion 
completed by Director of 
Development (emails regarding news 
updates on organization and online 
giving opportunities) 

$225.00 (annual) 

Creation of “Impact Story” cards 
 
 
Creation of “Impact Story” cards 
(2015) 
 
Creation of “Impact Story” cards 
(2016) 

Printing and mailing = $145.00 x 2 
(twice a year) = $290.00 
 
$290.00 x 20% increase = $348.00 
 
 
$348.00 x 20% increase = $417.60 

Mailing of letters and receiving RSVPs 
for open house event completed by 
Director of Development 

$90.00 (6 hours of printing and 
mailing letters annually) 

Newspaper advertisement $200.00 (twice a year) 
Television (or radio) spots 
 
President’s time spent making 
appearances at television or radio 
spots 

$0 
 
60.00 x 2 times a year = $120.00 

Total Promotion Costs per year 
 

2015 with increase 
 

2016 with increase 

$1,262.00 
 
$1,320.00 
 
$1,389.60 

Overall Annual Budget 
 

2015 increases 
 

2016 increases 

$2,199.00 
 
$2,409.40 (increases by $210.40) 
 
$2,661.88 (increases by $252.48) 

 
After each year, STEP will have to complete a spend evaluation to determine 
if the cost to produce items for place and promotional use have exceeded the 
budget. These meetings will include the President, Director of Client Services, 
and Director of Development along with selected members from the Board. 
Although general evaluations will happen monthly between staff members, 
quarterly this larger group of people will conduct a meeting to determine if 
the strategies being used are moving STEP in a positive direction. At the end 
of the year, STEP will be able to determine the return on investment and the 
increase in donors and donations. STEP will need to keep in mind the 
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increases in the budget throughout the years with the forecasted growth of 
the donor database.  
 
If 100 database donors receive an “Impact Story” card ($290.00) and self-
addressed, stamped envelopes ($762.00) twice a year at $1,052.00 and 
STEP received $5,000.00 in donations via direct mail, then STEP earns 
$3,948.00 in donations. We have to analyze if these are enough donations to 
justify direct mail twice a year. When analyzing this data, STEP must take 
into account the increase in donor database over the next three years. Every 
year the budget will increase with the amount of “Impact Story” cards and 
self-addressed, stamped envelopes being mailed to donor database. STEP 
must also find a way to determine if direct mail works with their target 
audience of donors. Do donors appreciate “Impact Story” cards? Does a self-
addressed, stamped envelope encourage more donations?  
 
If 40 new people attend our Open House event at a cost of $337 and only 20 
of them donate a total of $900, then we receive $563.00 in donations and 
gains 20 new donor to add to the database. STEP must analyze if Open 
Houses are a reasonable way to meet potential donors to solicit for 
donations.  
 
If 20 people donate via online for a total of $4,000 and it costs STEP 2.2% to 
use PayPal ($88.30), we have received $3,911.70 in donations after paying 
PayPal for services. We must decide if an online giving system is worth the 
amount that we are paying for services. STEP must determine if online giving 
is targeting the donor audience of people who prefer to donate online. Is 
online giving convenient? Does the cost of maintaining online giving outweigh 
the amount of donations we receive?  
 
If STEP gains 100 new participants through news and radio appearances and 
the newspaper advertisement but no donations through these channels, then 
STEP has to decide if news and radio appearances and the newspaper 
advertisement is worth the amount that is spent towards those promotional 
items. STEP must determine if the increase in participants is more important 
than receiving donations.  
 
Overall, STEP will need to decide if the “packages” they create for donors is 
help in the donation process. STEP will need to analyze if donors gave based 
on the packages or if they felt more compelled to “give what they can.” If 
packages are not helpful toward donation, STEP can implement a plan to edit 
the packages and make them more appealing. Creating the packages is at no 
cost to STEP so changes can be made without losing money.  
 

Implementation 
 

Beginning January 2014  
2014 
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January – March Recruit volunteers to conduct cold 
calling via social media  
 
Create “packages” for donors to 
donate to organization and post on 
website 
 
Update online giving to PayPal 
 
Send out press releases regarding 
new online giving opportunities and 
direct mailers  
 
Create and purchase newspaper 
advertisement 
 
Create “Impact Story” cards  
 
Begin volunteer training for cold 
calling 
 
Create list for cold calling  

April – June  Implement cold calling  
 
Send out email about new giving 
opportunities and online giving 
abilities on website  
 
Begin planning for Open House and 
begin contacting local Auxiliaries and 
American Legions to spark interest 
 
Mail “Impact Story” cards with self-
addressed, stamped envelopes 
 
Television and radio appearances 

July – September  Invite potential donors to Open 
House  
 
Hold Open House event  
 
Update news paper advertisement 

October – December  Mail “Impact Story” cards with self-
addressed, stamped envelopes 
 
Television and radio appearances 
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Begin collecting donations and 
tracking numbers 
 
Complete list of where donations 
originate (online, direct mailers, 
Open House) 
 
Track number of new donors 
 
Complete annual evaluation 

2015 
January – March Continue with online giving 

 
Send out press releases regarding 
direct mailers  
 
Update newspaper advertisement 
 
Update “Impact Story” cards  
 
Update list for cold calling  

April – June  Implement cold calling  
 
Send out email about giving 
opportunities on website  
 
Begin planning for Open House and 
begin contacting local Auxiliaries and 
American Legions to spark interest 
 
Mail “Impact Story” cards with self-
addressed, stamped envelopes 
 
Television and radio appearances 

July – September  Invite potential donors to Open 
House  
 
Hold Open House event  
 
Update news paper advertisement 

October – December  Mail “Impact Story” cards with self-
addressed, stamped envelopes 
 
Television and radio appearances 
 
Begin collecting donations and 
tracking numbers 
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Complete list of where donations 
originate (online, direct mailers, 
Open House) 
 
Track number of new donors 
 
Complete annual evaluation 

2016 
January – March Begin planning for Financial Freedom 

workshops 
 
Continue with online giving 
 
Send out press releases regarding 
Financial Freedom workshops 
 
Update newspaper advertisement 
 
Update list for cold calling  
Hold first Financial Freedom 
workshop 

April – June  Implement cold calling  
 
Send out email about Financial 
Freedom workshop and received 
donations  
 
Begin planning for Open House and 
begin contacting local Auxiliaries and 
American Legions to spark interest 
 
Mail “Impact Story” cards with self-
addressed, stamped envelopes 
 
Television and radio appearances 
 
Second Financial Freedom workshop 

July – September  Invite potential donors to Open 
House  
 
Hold Open House event  
 
Update news paper advertisement 
 
Third Financial Freedom workshop 

October – December  Mail “Impact Story” cards with self-



STEP (Support the Enlisted Project) 
Three-Year Marketing Plan 

24 

	  

	   	  

addressed, stamped envelopes 
 
Television and radio appearances 
 
Fourth Financial Freedom workshop 
 
Begin collecting donations and 
tracking numbers 
 
Complete list of where donations 
originate (online, direct mailers, 
Open House) 
 
Track number of new donors 
 
Complete annual evaluation 

2017 
January – March Assess whether marketing plan was 

successful during the past three 
years by looking at donor database 
increase, success of fundraising for 
Financial Freedom classes, and 
assess online giving and direct 
mailers.  

 
This marketing plan will be successful at STEP due to the high interest in 
helping military families in Southern California. Cultivating relationships with 
donors will have positive effects on STEP in the years following the Financial 
Freedom workshops, STEP will be able to continue to offer these classes at 
no-cost to participants. STEP’s donor database will increase and thus, STEP 
will be able to provide more quality programs to their participants. As long as 
STEP continues to monitor and evaluate this marketing plan, we will be 
successful in increasing donations and awareness about our organization.   
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