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The Challenges of Transition
 Clarify

and prioritize
ruthlessly. Redefine your
team. Stay positive.

 Establish

a realistic funding

model.
 Stay

nimble.

 Communicate

frequently.
Strive for transparency.

 Turn

crisis into opportunity.
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Strategic Planning—Clarify and
Prioritize

 Five

steps to strategic planning:
i. Get organized
ii. Do a situational analysis
iii. Set direction
iv. Refine and adopt the plan
v. Make it work!

“Strategic planning the process of 1) determining
what your organization intends to accomplish and
2) how you will direct the organization and its
resources toward accomplishing these goals over
the coming months and years.” – www.FieldstoneAlliance.org
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SECA Organizational Goals

 To

fulfill our mission to increase awareness of and
response to issues affecting early childhood care
and education.

 To

increase membership retention and attract new
members.

 To

utilize technology to enhance member benefits
and marketing/communication.
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SECA Marketing Goals

i.

Motivate early childhood professionals to
join SECA.

ii.

Motivate current members to renew their SECA
membership.

iii.

Build or strengthen relationships with local affiliate groups.

iv.

Increase annual conference attendance and participation.

v.

Encourage use of online systems for membership and
conference registration.

vi.

Build awareness of SECA’s public policy resources and
increase member engagement in advocacy efforts.
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Benchmarks and Measurement

i.

Increase membership
number by ____% by
set date.

ii.

iii.

iv.
v.

i.

Membership
levels

Achieve member
retention rate of
_____% by set date.

ii.

Member retention rate

iii.

Website usage

Increase pageviews of
public policy pages of
website.

iv.

Annual conference
attendance

Local affiliate
benchmark?

v.

Social media interaction

vi.

Survey findings

Annual conference
benchmark?
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Situation Analysis—The Conditions
Inside and Outside the Association
 Key

Question: What is the environment
in which we are working, including the
perspectives of current and prospective
audiences? We can assess the situation
in several ways.

+

Situation Analysis—The Conditions
Inside and Outside the Association

i.

Environmental scan: What policies, practices, or
other factors could help or hurt our success?

ii.

Competitive analysis: What are other organizations
providing in terms of content, programs, and resources?
How successful are they?

iii.

Audience research: What does our audience think about
the Association, or work and/or the issues we work on?

iv.

Marketing audit: What current marketing work is
succeeding, and what need to change and how?

v.

Internal audit: What are ideas of staff and leadership for
marketing?
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Target Audiences and Segments



Direct Care Providers
 Lead Teachers
 Assistant Teachers
 Aides



Trainers and Teacher Educators
 Continuing Education Trainers working with more
experienced professionals
 Higher Education Faculty working with students



Administrators & Government Agency Employees
 Child Care Center Directors
 Public School Personnel
 Government Agency Program Directors
 Faith-based Program Directors
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Target Audiences and Segments
 Key

Questions:

i.

Who are the 1-3 top audience groups we need to
engage to meet our communications objectives,
and what do we need them to do?

ii.

How do they break out into segments (that share
perspectives, habits, and wants)? And what are
the wants, habits, and preferences of each
segment—so we know how to connect with them?

iii.

What do we want these target audiences to do?

Food for thought: If we try to reach everyone, we
may fail to engage anyone well.
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Calls to Action—What do we want
these target audiences to do?

 Join

SECA and our state affiliate.

 Renew

their memberships annually.

 Attend

the annual SECA and affiliate conference.

 Recommend

SECA and affiliate to colleagues.

 Understand

and recognize the value of the SECA
membership.

 Apply

knowledge gained from SECA resources and training
in their work to improve the quality of care and education
provided to young children in the South.
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Framing the Message—Benefit
Exchange and Barriers
 Part

One—Benefit Exchange
 Key Questions:
 Why should our target audiences care?
 What’s in it for them?

 Part Two—Barriers
 Key

Questions:
 What challenges do we face in
motivating the action?
 What’s going to be difficult?
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Best Strategies—The best ways to
achieve our marketing goals

 Grow

our network “from the ground up”
 Partner with state and local affiliates and organizations to
increase SECA’s visibility and to grow support for the
Association.
 Use social media to enhance our visibility and connection to
individuals.

 Provide

valuable, accessible, cost-effective benefits?
 Use technology to our advantage in order to provide the best
benefits at the lowest possible cost.
 Make benefits readily available—easy to find and easy to use.

 Show/tell

our target audiences how they can use the
information, resources, and training we provide to make a real
difference in the lives of real children and families.

+

Tactics—How to bring the
strategies to life



Tagline



Create talking points for board and staff—quick,
easy-to-remember responses to the following
questions:
 What does SECA and the affiliate do?
 Why should I join?
 Why should I attend the conference?
 Are there any other questions you, as board
members, hear frequently?

+

Tactics—Create a look and feel


Create a “look and
feel”
 Logo
 Should we
consider a new
logo?
 Does the current
logo have
enough visual
appeal?
 Publications
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Tactics—Advertising


Print advertisements
 Membership/About SECA
 Conference Advertising
 Save-the-date
 General Ad
 Targeted Ads and Promos
 Exhibitor Postcard
 Child Care Center Postcard
 Pre-conference Brochure
 Other Ads in Dimensions

+

Tactics-Email Campaigns

 Membership/About

SECA
 Develop email to go out to new
members 3-4 months after they join
to remind of membership benefits.

 Renewal
 Local

Notice

Affiliate Connections

 Conference

Marketing
 Conference highlights
 Targeted emails
 Online registration open
 Hotel reservation cut-off
 Early registration deadline
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Tactics—Social Media
 Facebook
 Thursday

& Friday best traffic
 Mid afternoon best-Aim for 10 posts per
week
 Twitter
 Wednesday

and weekend best for
B2C/Weekdays for B2B-Post 3-5 times per
day

 Instagram
 Daily/End

of workday is best

 Pinterest
 Between

8pm to 11pm is best -Aim for 5
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Best Strategies and Tactics
 Key

question:
 Given our target audience groups and the
actions we want them to take, what are the
best ways to motivate them to do so?

 Key

question:
 How do we connect SECA and our
affiliates with our target audiences via
these strategies and tactics?
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Please don’t leave your great
ideas here! Commit to a specific
time to further develop a
marketing and communications
plan for your state affiliate.

