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1.0 Purpose and Object
This author recommends the implementation of the marketing strategy for Woking Mind proposed in this document.  The Business Plan for 2008-10 details in the operational objectives that the marketing strategy needs to be formulated, and the proposed plan addresses both the corporate and operational objectives which can be achieved through the marketing process. 
This report presents three strategic aims of marketing for Woking Mind:

1. To increase the capability of Woking Mind to deliver its current and future services and projects through strengthening the relationships between Woking Mind and its strategic partners, and through developing and extending its fundraising base;

2. To increase the capacity of Woking Mind to deliver a wider scope of services to an extending membership base through developing the volunteer network;

3. To increase the membership base through communicating to the target audience through developing public awareness of Woking Mind in the local area, and by improving the visibility of Woking Mind through the development of its website.

This will be achieved through meeting the eight objectives listed in section 4.0, and by implementing the specific marketing actions that will enable each objective to be met. This will be an ongoing process with some objectives met quickly and others implemented over a longer time frame. A timeline is presented in section 6.0. 

This strategy is focused on achieving the corporate and operational objectives set in the Business Plan, which will allow Woking Mind to fulfil its object:

‘to promote the preservation of mental health and to assist in relieving and rehabilitating persons suffering from mental disorder or conditions or emotional or mental distress requiring advice or treatment… in association with Mind…and in accordance with the aims and object of Mind.’

2.0 Situational Analysis
The situational analysis is drawn from the Business Plan, and is designed to show the Woking Mind’s current service offering, its position within the market, and to define the target audience. Summary boxes show the key conclusions of each section.
2.1 Current Service Offering
· Woking Mind currently runs two drop-in centres. The principle at corner house has an average attendance of 50 members each Monday & Tuesday, £1 is charged for a snack lunch; the second at St. Michael’s Church has an average attendance of 6-8 members. Transport is provided using a dedicated minibus.
· Events and trips are also run, of which transport is provided using the dedicated minibus. These events are often fully booked with a maximum capacity set by the minibus of 15-16 members. All events are subsidised while members pay a low fair, typically £4. Food and drink are provided. 
· Each year a specialist holiday is run, using the minibus. This trip is fully inclusive and is subsidised by Woking Mind by 50% with members paying around £70. Subsidies are funded through donations. 
· In 2007 Woking Mind launched the Healthy Living Club supported by project funding. 

· In 2008 Woking Minders Football Club was formed and has formed a route for attracting younger members. 

	Members using these services pay a nominal fee with donations and project funding meeting the greater part of the final cost. Minibus trips are at full capacity and over subscribed, showing high demand for services. The service provision has begun to broaden to target a wider age range. 




2.2 Target Audience
· Woking Mind’s membership base largely compromises individuals with enduring conditions.
· The membership base is changing in terms of age profile, is increasing in volume and is predominately male. 

· The membership base currently stands at around 100; Fig.1 shows this as a proportion of the overall population on the Mental Health Register. 
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Fig. 1 2008 Membership Base in Population on Mental Health Register
	A general survey of the current membership base addressing demographical data (age, gender, etc), location, background, service use and feedback would allow for Woking Mind to more strongly define its membership base. This would prove invaluable in defining the target audience and allow Woking Mind to segment the target audience to develop its service strategy and deliver specific services to different groups. This data can also be used to track changes over time and would prove valuable in strengthening the marketing message communicated to the strategic partners and potential donors.



2.3 Fundraising and Support 
· Woking Mind’s turnover is £40k per annum, 25% funding through Surrey County Council.

· Statutory funding from Surrey County Council will change to a contract base for services. 
· Joint commissioning between Social Services and the NHS Primary Care Trust is anticipated to achieve this.

· Woking Mind relies on corporate and business sponsorship as well as voluntary contributions, and aims to increase this revenue stream by £2-5k per annum. 
· The Mind Matters shop in Knaphill provides a principal revenue stream. 

	The Business Plan states in its objectives to develop stronger relationships with its key stakeholders that control its revenue streams, and to develop its fundraising base. The marketing process can facilitate the meeting of these objectives by improving communications between Woking Mind and its stakeholders. This also requires enhancing Woking Mind’s professional image, which is addressed in the Business Plan, in order to build trust. A fundraising strategy is also recommended to fulfil the objectives of increasing revenue from corporate, business and voluntary contributions. This requires the creation of a fundraising database to improve the organizations understanding of its fundraising market and to identify current fundraising gaps. 



3.0 Marketing Strategy 

As noted in section 2.0 Purpose and Object, the proposed marketing strategy focuses on achieving three strategic aims targeted at the key strategic partners and the fundraising base; the volunteer network; and the target audience. To achieve each strategic aim specific marketing objectives have been set along with the necessary actions required to fulfil each objective. The objectives are listed in section 5.0
3.1 Marketing to Strategic Partners & Fundraising Base
The first strategic aim is to increase the capability of Woking Mind to deliver its current and future services and projects through strengthening the relationships between Woking Mind and its strategic partners, and through developing and extending its fundraising base. This will achieved through meeting objectives one through five. 
3.2 Marketing to the Volunteer Base

The second strategic aim is to increase the capacity of Woking Mind to deliver a wider scope of services to an extending membership base through developing the volunteer network. This will be achieved through meeting objectives six and seven.
3.3 Marketing to the Target Audience

The third strategic aim is to increase the membership base through communicating to the target audience through developing public awareness of Woking Mind in the local area, and by improving the visibility of Woking Mind through the development of its website. This will be achieved through meeting objectives two, three and eight. 
In addition to these three strategic aims this report recommends conducting a survey of its membership base to gather demographical data, statistical data on its service provision, as well as to provide feedback. This will allow Woking Mind to develop its service strategy to ensure the provision of targeted and customer focused services to its membership base. 

4.0 Marketing Objectives
	
	Objective


	Actions

	1
	Develop a consistent organizational message and image through all internal and external communications.
	· Produce a Branding Style Guide to apply to MS PowerPoint presentations & print outs; Word Documents; email; and websites;
· Produce templates that can be used to facilitate creation of documents;
· Implement strong branding including logo and slogan in all its marketing communications.



	2

	Build a strong profile of the membership base and mental health users in the Woking Borough to support the marketing message.


	· Gather demographical data of members, and as a sample of mental health users population in Woking;

· Create a profile of the membership base which can be used in communications (i.e. to win donations, improve strategic relationships). 


	3
	Increase public knowledge of Woking Mind by

Improving the strength and timeliness of information and promotion of Woking Mind in the media. 
	· Produce a Press Pack that can be easily updated and maintained;

· Design template for Press Release;

· Build a Media Contacts database.

· Produce marketing materials (i.e. photo books) that can be used to show Woking Mind’s activities.



	4
	Build trust between Woking Mind and strategic partners as a credible and professional organization. 


	· Provide relevant information and communicate strategic partner involvement on website;

· Show what and how services are delivered;

· Link to strategic partners’ websites;

· Use demographic profiling of members to support Woking Mind’s marketing message.



	5
	Maintain and develop existing fundraising relationships, and extend the fundraising base.


	· Provide relevant information to potential and existing donors on website, including showing value for money & how spent money & resources;

· Communicate surety that charity can return on donor investment (publicity & promotion, etc);

· Develop website as communications platform (i.e. get in touch links).

· Build a fundraising database to improve usability and strength of data.



	6
	Maintain and develop existing volunteer relationships, and increase the volunteer network.
	· Ensure regular updates on volunteer actions, produce volunteer profiles for the website;

· Develop website as communications platform (i.e. get in touch links).

· Promote inclusion of volunteers & show product of volunteers labours;

· Develop offering for students to work with Woking Mind (training, experience) using website, presentations (i.e. to student groups), and written mediums. 



	7
	Create and market training forums, which can be used to generate revenue.
	· Design presentation and themes of forums and training sessions that can be held by Woking Mind (including voluntary member involvement) to educate the audience on mental health issues national and local.



	8
	Improve information and online communications to the target audience. 
	· Provide in depth information of current activities;

· Show member testimonials and photo gallery;

· Build and link to dedicated Woking Minders FC website;

· Benefits of membership (hard, i.e. IT training, and soft, i.e. social inclusion);

· Use website to promote specific campaigns (i.e. stop smoking, back to work programs, healthy living, etc).




5.0 Marketing Budget
This marketing strategy can be implemented at minimal cost as time and labour involved in achieving the market objectives will be volunteered. Fig. 2 shows a break down of the physical activities in terms of its sourcing, the activity and attached costs. 
	Source


	Activity


	Costs

	Volunteered 
	Production of Branding Style Guide
	None

	
	Construction of membership, media contacts and fundraising database
	None

	
	Production of Press Pack & Press Release template
	Printing, purchase of CDs



	
	Production of photo books
	£50 for printing 3 books

	
	Development of Woking Mind website
	Website hosting fees, costs of expanding web space.

	
	Development of Woking Minders FC website
	Domain name registration, hosting fees.











Fig. 2 Cost of Physical Activities
6.0 Implementation
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For the strategic aims to be successfully met the strategy needs to be implemented in a timely and orderly manner. The foundations of the marketing strategy must be implemented before any objectives can be met, and certain activities must be completed before others can begin. Fig. 3 shows the proposed implementation process in the form of a Gantt chart, while a time scale must still be agreed.
Fig. 3 Gantt Chart showing proposed implementation process.






Task Name





Time Scale





Brand Style Guide


    PowerPoint presentation template


    PowerPoint printout template


    Word document template


    Press release template


Produce photo books


    Healthy Living Club


    Minders FC


Membership base data collection


   Target Audience Analysis


   Create membership profile


Build a Media Contacts database


Build Fundraising database


Develop Woking Mind website


   Write key stakeholder information


   Gather member testimonials


   Gather volunteer profiles


   Gather trustee & staff profiles


   Design website structure


   Gather feedback


   Write website code & gallery


   Test website & feedback


   Launch live website


Develop Woking Minders FC website


   Research user requirements


   Gather information & graphics


   Design website structure


   Gather feedback


   Write website code & gallery


   Test website & feedback


   Launch live website


Produce Press Pack


Plan forum and training programme


Strategy analysis & evaluation  
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