
Tell us in the chat…

How to Build Your 2024 Communications Plan

As we close out 2023, what are you most 
excited about?



How to Build Your 2024 
Communications Plan



OOPS! Add Image Here!
(or use another page layout)

Brianna Martin
▪ Director of Brand Marketing, 

Mighty Citizen
▪ 15 years in marketing

Strength:
Marketing strategy

Weakness:
#allthefallthings
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Nicole Araujo
▪ Director of Client 

Engagement, Mighty Citizen
▪ 25+ years of associations

Strength:
Communication

Weakness:
Communication
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Branding and digital 
transformation for 
mission-driven organizations.

▪ Research & Analytics

▪ Branding & Strategy

▪ UX Design & Content

▪ Web Development

▪ Marketing, Media & Search



▪ Ensures your mission and brand are communicated faithfully every time
• Reminder: Your brand is your organization’s reputation

▪ Controls the narrative
• Tells your story with consistency across the right channels at the right 

time for the right audiences
• Prevents confusion

▪ Building trust & establishes buy-in 
• Elevating your brand as the expert 
• Drives action when you want and need it

▪ Solidifies goal setting to ladder up to the organization's strategic goals. 
• Focused on Strategy versus Tactics

Why plans are a must-have?



▪ Current events
▪ Workstyles have changed
▪ Staffing changes/shortages
▪ Audiences
▪ Governance
▪ Artificial Intelligence
▪ Data security and privacy
▪ Technology

The challenges we face



Annual Report
Trade Shows
Sponsorships
Webinars
Memes
Text Messaging
GIFs
Videos
Q&As
Surveys
Games
Testimonials
Mobile Ads
Press Releases
Customer Stories

Newsletters
Blogs
Community Forums
Chat Bot
Referrals
Word of Mouth

Emails
Live Chat
Direct Mail
FAQs
Organic Social
SEO
Meetings/Events
Paid Social
Paid Media
Illustrations
Website
Print Ads
Magazine
Promotions
Podcasts



By the end of this webinar, you’ll:
▪ Understand the importance of an effective communications plan
▪ Identify what should be included in your 2024 communications plan 

including goals, activities, and tactics
▪ Learn how to manage and communicate your plan so it remains relevant
▪ Hear an example of how one organization positively changed its image 

through thoughtful, strategic, and planned communications



Do you follow a written annual 
marketing/communications 
plan?



Having a documented plan 
increases marketing effectiveness 

Organizations who follow a 
documented communications 
plan see an overall marketing 
maturity score that’s 19 points 
higher than those who don’t.



Get excited!

Everyone 
gets a plan 

today!



Download and Go
● Editable Word Doc
● Can be opened in Google 

Docs for editing
● Completely customizable

Annual Communications Plan 
Template

https://www.mightycitizen.com/uploads/files/resources/Mighty-Citizen-Annual-Communications-Plan-Template.docx
https://www.mightycitizen.com/uploads/files/resources/Mighty-Citizen-Annual-Communications-Plan-Template.docx


Preparation tips
▪ Schedule time to strategize, draft, revise, and review

• Before budgeting

▪ Have an understanding of your organizational strategic goals
▪ Reflect on the wins and challenges from the previous year(s)
▪ Collect ideas in advance from your team and other departments
▪ Assess how effective your marketing currently is to help you plan for 

the future



Idea Yes Maybe No

Once a quarter, revise our thinking on an old blog post B J N

Release the 2024 Mighty GPS Benchmark Report J, N, B

Account-based marketing (ABM) campaign B, J N

Geofence digital targeting for conference attendees B J, N

Quarterly AMA roundtable for associations N B, J

2024 Marketing Ideas



The Mighty GPS

A 10-minute self-assessment to 
measure your organization’s 
marketing maturity.

Get started at: 
themightygps.com

• An overall marketing maturity 
score and stage for your 
organization.

• Scores across six categories to 
identify areas of strength and 
opportunities for improvement.

• A customized report with next 
steps for each category to help 
you move into the next stage of 
marketing maturity.

http://themightygps.com


Elements of a successful 
communications plan



1. Organizational summary

2. Market analysis

3. Audiences

4. Goals

Parts of the plan



1. Organizational summary
▪ Executive Summary of the communications plan

• Write this last
▪ Vision statement
▪ Mission statement
▪ Organization’s strategic goals
▪ List of products/services
▪ Personnel
▪ Budget



Product/Service Deliverables

Membership Access to member content and community

Certifications Certificates, accreditation

Education Sessions, publications, journals

Events / Meetings Conferences, webinars, networking

Advocacy Legislative support, reporting

Foundation Research, scholarships

Products/Services



Title Responsibilities

VP of Communications Strategic leadership, oversee budget and plan, PR

Director of Marketing Oversee campaigns and ad spend, report data, strategy

Marketing Manager Marketing operations, content, and campaign creation 

Digital Marketing Manager Digital, content, campaign creation, SEO & SEM

Event Coordinator Coordinate events and event content 

Marketing Personnel



“The business enterprise has two–
and only two–basic functions: 

                                                               

marketing and innovation.                                                               

—PETER DRUCKER

Marketing and innovation produce 
results; all the rest are costs. 

Marketing is the distinguishing, 
unique function of the business.                                                               



Do you spend 5 -10% of your 
annual revenue on marketing? 



2. Market analysis
▪ Industry research and trends

• What will your industry look like in 2 years? 5 years? 10 years?
▪ Market position

• Where do you sit? What metrics do you use?
▪ Unique value proposition

• What do you do better than anyone else and why?
▪ Competitors

• What are they doing well? What are they not doing well?



3. Audiences

▪ Donors
▪ Funders
▪ Clients
▪ Volunteers
▪ Community 

Leaders

Nonprofits Associations Universities
▪ Members
▪ Chapters
▪ Legislators
▪ Volunteers
▪ Community 

Leaders

▪ Students
▪ Parents
▪ Alumni
▪ Donors
▪ Faculty & Staff
▪ Community 

Leaders

Government
▪ Citizens
▪ Leadership
▪ Agencies
▪ State Leaders
▪ Employees
▪ Contractors



3. Audiences
▪ Research is often needed to understand:

• Needs
• Perceptions
• Preferred channels of communication

▫ Website
▫ Digital: emails, social media, texts, newsletters
▫ Direct mail: invoices, bill inserts, postcards
▫ Public: billboards, radio, TV 







3. Audiences
▪ Key current members, donors, or customers

• How can you grow them?
▪ Key target prospective members, donors, or customers

• How can you engage them?
▪ Channels

• What are my audiences using?



4. Goals
▪ 3 communications goals

• Don’t overcommit
▪ Listed in order of priority
▪ Broad and strategic
▪ Ladder up to organizational goals
▪ Establish KPIs



4. Goals
▪ Goal

• Activities: For each goal, what activities will you 
undertake to reach it?
▫ Metrics: How will you measure whether your 

activities are successful?
▫ Tactics: What tactics must you complete for each 

activity?



Goal #1: Retain membership

● Activity #1: Improve the new member onboarding experience

○ Metric: 80% renewal in Year 1

○ Stretch Metric: 90% renewal in Year 1

○ Tactics:

■ Welcome kit (digital and print options) with clear directions on how to register online and 

access members-only content, Mighty Citizen badge, and benefit reminder document.

■ Monthly social, emails & postcards showcasing a single benefit with easy steps on how to use it.

■ Welcome call from the local Mighty Citizen Chapter and social media shoutout from National.

■ Review new member activity stats and identify trends / contact points for inactive members.

● Activity #2: Increase annual meeting attendance

○ Metric: 50% of members attend

○ Stretch Metric: 60% of members attend

○ Tactics:

■ Offer a hybrid event option



Executive Summary

We’ll know we’ve been successful if we reach these goals 
(see measurable metrics of success in the Goals section):

1. Retain membership
2. Increase revenue through the usage of products 

and services
3. Increase brand awareness

Last Step: Go Back to Step 1



How to 
manage the plan



Ownership of the plan
▪ Led by most senior communications staff member
▪ Solicit ideas from other team members
▪ Share it with full communications team for feedback
▪ Share it with leadership and other departments
▪ Check progress monthly

• Are you where you should be?
• Make any necessary strategic updates

▪ Update status quarterly
• Add updates on metrics 
• Share with the communications team



Full Staff Executives Communications

Bite Snack Meal



Put in practice:
North Fort Bend Water 

Authority



1. Audiences don’t know what NFBWA does, nor why it 
exists.

2. Most resident aren’t motivated to conserve water.
3. Residents take a reactive—rather than 

proactive—approach to monitoring and reducing water 
use.

4. Communicating directly with residents is challenging.
5. Larry’s Toolbox contains valuable resources, but Larry 

the Talking Sprinkler isn’t the right messenger.

Research



▪ Invisible in organic search results for all keywords researched
• All sites have relatively low online authority

▪ Few instances of any Texas water authority ranking in Google’s 
top-10 for any term

• Google doesn’t consider search location as important
▪ Long form content is performing well
▪ Other similar organizations websites seem to perform well

Digital marketing audit



Audiences
▪ MUDs (Municipal Utility Districts)
▪ Consumers
▪ Utility operators
▪ Housing developers/builders/engineers
▪ Neighborhood organizations (e.g. HOAs)



Marketing plan goals
1. Primary: Increase brand awareness, trust and 

understanding of the NFBWA.
2. Educate NFBWA’s audiences on its mission, purpose, 

and conservation efforts.
3. Build a stronger digital marketing presence for 

NFBWA. 



Activity 1: Website update



Activity 2: Messaging



Activity 3: Collateral 



Activity 4: Campaigns



▪ Cornerstone of the 2022 
marketing strategy

▪ Foundation of all activities 
and creative assets

▪ Puts a “face” to the brand, 
connecting work with 
people who live or work in 
the community

Water Force



W.I.S.E. Guys ads

https://docs.google.com/file/d/1AyVchDeWazr7m6aFloxtKerb9HAIH4uD/preview


▪ Strategy that has consistent messaging + supports NFBWA’s goals 
▪ Water Force photos and videos humanize the brand 
▪ Social audience growth grew 108.3%
▪ Overall website traffic from new users up 89% over previous year
▪ Average session duration on website up 14% over previous year
▪ Website engagement rate is over 55% with downloads, videos, CTAs!
▪ Organic search impressions up 1,979.0% (not a typo!)
▪ # of search queries up  362.8%
▪ More positive commentary on social

Highlights/Results



Summing it all up
▪ You need a written communications plan
▪ Don’t overcommit on your goals, but think big
▪ Get buy-in from the team
▪ Set clear metrics
▪ Track metrics and report on it quarterly



Thank you!
Today’s slides, the 
communications plan template, 
end-of-year toolkit and more: 
mightycitizen.com/commsplan

Nicole Araujo: 
naraujo@mightycitizen.com

Brianna Martin: 
bmartin@mightycitizen.com 

http://mightycitizen.com/commsplan
mailto:naraujo@mightycitizen.com
mailto:bmartin@mightycitizen.com

