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I. Executive Summary  
 
 marketing by marSHE’s “Strengthen Relationships. Build Community.” campaign is a 
marketing plan projected to run for 12 months from April 2016 to March 2017 in order to 
raise awareness and consideration of the Facebook Custom Audience tool among marketing 
decision makers in the nonprofit and small business arenas, particularly among female-
driven companies. Our research has revealed that these target audiences are not only 
appropriate candidates for the Custom Audience tool--which requires personal information of 
potential customers like phone numbers and email addresses--but also that they are a large 
and growing target audience. Furthermore, this target audience sees the relevance and 
importance of utilizing social media for advertising purposes.  

The “Strengthen Relationships. Build Community.” campaign will capitalize on the 
attributes of the Custom Audience tool that can best help nonprofits and small businesses 
run by women to propel sales and brand awareness. By utilizing a messaging strategy that 
emphasizes “community building” and “authenticity”, marketing by marSHE will reach the 
marketing decision makers of these organizations in a language that appeals to them.  
 
Strategic Summary Chart 
 

Strategic Findings from 
Research 

Data Sources Application to Strategy 

There are over 1.5 million 
nonprofits and over 28 
million small businesses in 
the United States. 75% of 
the nonprofit workforce is 
women, while 10 million 
small businesses are owned 
by women.  

National Center for 
Charitable Statistics, Small 
Business Association, 
Forbes, Census Bureau 
 

Core Target Audience 

Nonprofits and small 
businesses are more likely 
to have email addresses 
and phone numbers of a 
community following, the 
type of information 
Facebook Custom Audience 
tool works from.  

Nonprofits and small 
businesses have a great 
need to spread word of their 
companies through 
grassroots movements and 
messaging. 

Testimonials, Nonprofit HR, 
Council of Nonprofits, Small 
Biz Trends,  Effective 
Philanthropy,  
 

Messaging Strategy 
 

“Community building” and 
“authenticity” are keywords 
for nonprofits and small 
businesses. 
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II.    About “marketing by marSHE”   
Marina Reyes, Erika Hanes, and Sameerah Ahmad make up marketing by marSHE. 

We specialize in strengthening relationships between women-focused organizations, 
including women-owned small businesses, and the companies’ respective target audiences. 
marketing by marSHE utilizes effective social media strategies to broaden your base, 
deepen existing relationships, and transition your organization into one that is rooted in 
sustainable community support. The latter part of our name is pronounced like the 
transitional ground between water and land. 
 
III.   Market Research 
Facebook Background Research 
Brief History 

Facebook, Inc. is a free social networking site which allows registered users the 
opportunity to connect and share their ideas, pictures, opinions, videos and other activities 
with family, friends and colleagues. The site was founded in February 2004 by Mark 
Zuckerberg and co-founders Dustin Moskovitz, Chris Hughes and Eduardo Saverin. Whether 
it is launching new products or services or expanding its network, Facebook has managed to 
stay top of mind of consumers when it comes to staying connected with others. 

Some of Facebook’s competitors include Google, Inc., Twitter, Inc., Pinterest, 
Snapchat, Yelp, Inc. and LinkedIn Corp. Over the years, the social networking site has 
superseded its competitors in popularity. As of December 2015, it had approximately 1 billion 
active users. According to MarketLine, Facebook’s revenue as of December 2014 was 
$12,466 million which was an increase of 58.4% since December 2013. This significant 
upsurge was due to the increase in advertising via the News Feed through mobile devices 
and personal computers. MarketLine’s Facebook Profile clearly delineates how revenue is 
made via advertising, “The company’s advertising revenue is generated by displaying ad 
products on the Facebook website or mobile application and third-party affiliated websites or 
mobile applications. The payment is calculated based on the number of clicks made by 
users, the number of actions taken by users or the number of impressions delivered” (p. 4).  
As mentioned in the explanation, marketers have a clear understanding of where their 
advertising dollars are going since actionable results are tied to the success of the campaign. 

 
Brand Identity 

One of the most iconic logos of the last several years has been Facebook’s “f” logo 
which comprises the social networking site’s brand identity. Recently, the company updated 
its logo to make it friendlier for users (Fiergerman, 2015). The logo merges the classic 
Facebook blue background with white lowercase lettering but now it’s a bit thinner with a 
single-story “a”. The logo text uses the “custom typeface” font. On the company’s website, 
there are various “Dos and Don’ts” on how the logos should be leveraged and one can also 
obtain information such as the company tagline, mission and details on its culture.  
 

● Tagline: Facebook helps you connect and share with the people in your life. 
●  Mission: Facebook’s mission is to make the world more open and connected. People 

use Facebook to stay connected with friends and family, to discover what’s going on in 
the world, and to share and express what matters to them. 

● Culture: Facebook is defined by our hacker culture - an environment that rewards 
creative problem solving and rapid decision making. We encourage people to be bold. 
Our open culture keeps everyone informed and allows people to move around and 
solve the problems they care about most. We work in small teams and move fast to 
develop new products, constantly iterating and improving. The phrase “this journey is 
1% finished” is posted on our walls, reminding us that we’ve only begun to fulfill our 
mission to make the world more open and connected. 

 
Finally, to provide additional context on who uses Facebook, Business Insider 

conducted a study in 2013 to better understand this user. According to the outlet, the U.S. 
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adult Facebook user has attended college for some years, earns between $30K and a little 
less than $50K and tends to skew higher between the ages of 18-29 years old (Guimaraes, 
2015). Women are more likely to use Facebook than men by about 10 percent.   
 
Custom Audience Tool 

In September 2012, Facebook launched Custom Audience, a tool designed to help 
marketers reach customers already known to the company through ads on the social media 
website. Companies can compile a list of at least 20 email addresses, phone numbers, 
Facebook user IDs (from mobile apps only) or mobile advertiser IDs of customers who they 
already know to develop their Custom Audience. In addition, marketers have the option of 
further targeting their audience and delivering a specific ad to them. Companies can also 
reach consumers who visit their website and those who use their mobile app. 

The Facebook for business page provides companies with various tools to create 
Custom Audience such as Ads Manager, Ad creation, Power Editor and Analytics for Apps. 
One thing to note is that Custom Audience can be used by various clients for various 
reasons including Facebook users who want to run a campaign to get more likes on their 
page, businesses who want to sell products or services (perhaps an upgrade), companies 
who want to capitalize from a particular season such as the holidays to promote sales or 
offers to its customers and several others. 

 The Custom Audience tool offers the opportunity to set an individualized financial plan 
whether it’s a daily or a lifetime budget and choose to pay from per thousand impression 
(CPM) or per click basis (CPC). Those who use this tool can review the cost of the ads in 
real time and monitor the campaign to see the average cost they are paying for CPM or CPC 
as well as the total cost and cost per action for the ad. Various companies have leveraged 
the Custom Audience tool including alcoholic beverages and non-profit organizations. Even 
though every company has a different objective, this Facebook tool is able to facilitate this 
process and deliver results in an effective and efficient way. 
                  
SWOT of Custom Audience Tool  

MarketLine and the online investment advice site, Motley Fool, independently 
conducted respective SWOT analyses of Facebook. The below table is a SWOT analysis 
marketing by marSHE has taken from both sources, focusing on the points relevant to 
Facebook’s advertising potential. Complete SWOT analyses from both sources can be found 
in the appendices. 
 

Strengths Weaknesses 

● Growing user base contributing to 
increasing average revenue per user 
(ARPU) 

● Growing user engagement 
increases appeal for advertisers 

● Lucrative database providing value 
to advertisers and developers 

● The world's largest social network 
● mobile advertising revenue 

● High dependence on advertising 
revenues 

● Questionable conversion rate 

Opportunities Threats 

● Strong growth in the U.S. digital 
display ad spending 

● Ability to grow mobile advertising 
● WhatsApp and Instagram 

● Intense competition 
● AdBlock and other like features 
● Data breaches 
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Strengths 
According to MarketLine, the number of Daily Average Users (DAU) increased from  

757 million to 890 from 2013 to 2014, an increase of 17%. Additionally, the number of mobile 
Monthly Average Users (MAU) increased from 945 million users to 1.2 billion users from 
2013 to 2014, an increase of 26%. Lastly, the Average Revenue Per User (ARPU) increased 
from $6.80 per person to $9.50, an increase of 39%. MarketLine also accounted for 
Facebook’s strong and consistent financial performance.  

 
The most obvious strength of Facebook is the company’s global presence (Motley Fool, 
2015). Facebook is the largest social network. Motley’s report also cited research from 
eMarketer which indicated that mobile ad revenue accounted for 73% of Facebook’s total 
revenue for 2015, an increase of 59% from 2014. This number, $3.54 billion, is more than 
triple the ad revenue for competitor, Google. Collectively, these numbers portray Facebook 
as a global leader in the realms of usage, mobile, and ad revenue with rolling momentum.  

MarketLine also points out that Facebook has a “lucrative database providing value 
to advertisers and developers” (p. 18). This allows the company to gather information 
regarding user social connections, activities and preferences. In short, Facebook is more 
than equipped to meet the needs of advertisers 
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Weaknesses 
 While Facebook’s revenue derived from ads accounted for 73% of total revenue, 
MarketLine portrays this as a weakness. The company is dependent on advertising revenue. 
Motley Fool hints at moderate dissatisfaction by ad makers with the rate of return on 
Facebook ads, explaining how the tools are perceived as priced too high for such a 
consistently low percentage of clicks and conversions of sales. When these two concepts 
are combined, it appears Facebook is at risk of losing its main source of revenue by not 
pricing its services appropriately.  
 
Opportunities 
 MarketLine and Motley Fool both agree on the opportunity for Facebook to expand 
well outside its current sphere. MarketLine highlights the growth of digital display ad 
spending and mobile advertising. Motley Fool focuses on the expansion of Facebook apps 
like WhatsApp and the procurement of Instagram. This reveals that Facebook is well-placed 
to take on new areas, both within the digital and mobile ad spaces. 
   
Threats 

Both MarkeLine and Motley Fool agree on intense competition as a potential threat 
for Facebook. While Google did not rake in as much revenue from ads as Facebook, 
Google’s conversion rate is higher. Both sources also mentioned the impeding effects of 
AdBlock as well as the susceptibility of massive data breaches. 

    
Key Background Learnings  

From the above, it can be deduced that with careful planning, Facebook is in prime 
position to remain the top competitor when it comes to digital and mobile ad space. Custom 
Audiences is a unique tool businesses will get with no other social media platform. 
Furthermore, the tool will work well in conjunction with Facebook’s ability to pull information 
on users based on location, preferences and personal tastes. Even though Facebook relies 
heavily on advertising, it demonstrates the need for tools, such as Custom Audience, from 
companies interested in maximizing budgets. Given that data breaches continue to be a ‘hot 
topic’ among consumers, Facebook needs to reassure companies that the use of its 
advertising tools will not compromise this type of information. By highlighting the methods 
that are used to collect consumer data, Facebook will position itself as the social networking 
site that protects its users.    
 
IV.   Target Audience 

Facebook, Inc. has requested an integrated marketing campaign that increases 
awareness and consideration of the Custom Audience tool among Business to Consumer 
marketing decision makers. Based on the above analysis, marketing by marSHE has 
identified two key target audiences for this campaign: nonprofits and small businesses run 
by or owned by women. Facebook’s tagline, “to connect and share with the people in your 
life” inspired us to solicit first-hand feedback from women leaders across the country. 
Through our existing connections we were able to collect testimonials from women within the 
nonprofit and small business sectors who affirmed that, besides word of mouth, social media 
represents the vast majority of their existing advertising and marketing efforts. For example, 
in separate interviews an Executive Director of an LGBTQ organization in Indiana and the 
Founder/CEO of a T-shirt company in Ohio both said that they depend on Facebook to 
communicate with their target audience, yet they were both unaware of the Custom 
Audience tool. While these women each commit resources to sponsored Facebook ads, they 
were surprised to hear that they could utilize the rich personal connections they’ve fostered 
over the years, and specifically their large email lists, to promote their efforts.  

Differences between the sectors did arise. The nonprofit executive would like to 
utilize Facebook to outreach for events and build her individual donor base, whereas the 
small business CEO hopes to use the Custom Audience tool to engage with existing 
customers and target different types of potential consumers for various parts her business. 

https://www.facebook.com/business/a/custom-audiences
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While each leader and organization has different needs and goals, they both agreed that 
they’d be willing to allocate resources to the Custom Audience tool and that they are 
interested in learning more. Women leaders are already using Facebook to strengthen their 
organizations and there is significant potential to tap into these communities to promote the 
Custom Audience tool. Further data for our reasoning continues below. 
 
Nonprofits  

Nonprofit organizations show consistent growth in using Facebook for a variety of 
reasons. For example, Nonprofit HR’s “2015 Nonprofit Employment Practices” survey 
explains, “In the past year, nonprofits’ use of social media for recruitment has increased...the 
use of Facebook has risen by 11%” which is a higher percentage increase than nonprofit use 
of both LinkedIn (10%) and Twitter (5%).” The researchers go on to say that “However, 
without formal strategies in place, it is probable that nonprofits are not using social media to 
its full potential for recruitment,” a problem our campaign can help to solve (nonprofithr.com).  

Facebook’s Newsroom published a resource titled “Introducing New Tools for 
Nonprofits” last November which positions the company as “a global community of 
volunteers, donors and activists coming together to make the world a better place.” This 
specific resource promotes the use of Facebook for nonprofit fundraising, outlines a new and 
improved donate button, and affirms that the company is “excited to build more tools that can 
help nonprofits do more good in the world.” Nonprofits already represent a target audience 
for Facebook and so there exists ample opportunity to build upon and strengthen this 
relationship (newsroom.fb.com). 

Finally, just this February 2016 Facebook released a complete “Facebook for 
Nonprofits” website resource which celebrates the fact that “People around the world visit 
Facebook to share interests and connect with causes they care about.” The new resource 
provides “Tools and tips to help your cause and build your community” which are specifically 
catered to the needs of nonprofits -- including raising awareness, activating supporters, and 
raising funds -- further showing that marketing by marSHE’s target audience aligns with 
Facebook’s ongoing efforts. “Facebook is all about helping people share and connect.” 
(nonprofits.fb.com)  

 
Small Businesses  

The US Census for Small Business is taken once every five years. The most recent 
census was taken in 2012 (census.gov). According to the US Census and the Small 
Business Association, in 2012, there were 28 million small businesses in the United States. 
These businesses accounted for 54% of all sales, 55% of all jobs, and 66% of new jobs 
created since the 1970s (sba.gov). 

In a Forbes article, “The Definitive Guide to Marketing Your Business on Facebook”, 
author Jayson DeMers writes that “41% of small businesses now use Facebook as part of 
their online marketing strategy” (para. 1) This target audience is of particular value to 
Facebook for the numbers alone. The sheer amount of businesses that are already 
established, growing, and developing a need for social advertising is fertile ground for 
Custom Audience. 

 
Women-focused 

The National Center for Charitable Statistics (NCCS.org) reports that over 1.5 million 
nonprofit organizations are registered in the United States. Forbes magazine cites research 
that of the 1.5 million nonprofits, 75% of the nonprofit industry’s workforce is made up of 
women (Williams, 2015). Of the 28 million businesses cited in the Small Business 
Association and US Census research, nearly 10 million were owned by women. The SBA 
estimates that around 36% of business owners are women. While these numbers are not 
current (as per the schedule of when the census is taken, the numbers reflect 2012) the 
number of women-owned businesses increased from 7.8 million in 2007 to over 9.8 million in 
2012, an increase of 26%. This happened in the middle of a recession. If small business 
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follows this trend through to the next census, it is estimated that 12.3 million businesses will 
be women-owned (sba.gov).  

As previously mentioned, a report detailed in Business Insider revealed that women 
are more likely to use Facebook than men by about 10 percent (Guimaraes, 2015). With 
these facts in mind, nonprofits and small businesses run or owned by women is a dense, 
rich target market more likely to use Facebook advertising over competitors. 
 
V.     Brand Position: Why It’s Good for Facebook  
 Facebook’s potential to reach a wide-range of consumers via cost-effective 
advertising tools such as Custom Audience differentiates them from other social media 
networking tools. Facebook provide its users with a wide-variety of products such as pages,  

 
desktop applications, mobile apps, online advertising and other features that are appealing 
to consumers which in turn makes it attractive to marketers. This social media networking 
site differentiates itself from others since the level of engagement that it requires from users 
isn’t comparable. This type of connection is strongly valued by advertisers and can be a 
determinant for them to pursue ad campaigns with a networking site.  

According to the National Council of Nonprofits, the top trend to watch for in 2015 
was these organizations’ lack of resources, in particular receiving funds from individuals and 
other organizations to be able to help the communities they serve (Chandler, 2015). In other 
words, nonprofits are not generating enough awareness among potential donors and it’s 
hurting the organization and those who benefit from it. Similar to nonprofits, small 
businesses face this same challenge but when it comes to having a strong line of credit. 
According to the article “3 Challenges Small Business Owners Face” (smallbiztrends.com, 
2015), these organizations also lack having the right staff as well as managing their time to 
be able to do what’s important for their business.  

   Small businesses and women-owned enterprises, at times, don’t have elaborate 
advertising financial plans that other companies may have but tools such as Custom 
Audience are customizable and can accommodate any budget. This positions Facebook as 
a networking site that offers every type of business the opportunity to develop advertising 
campaigns that are suitable for their audience and fit within their budget. Small businesses 
and women-owned enterprises are tight-knit communities that have close connections with 
their customers and supporters therefore, leveraging information such as email addresses 
for the use of the Custom Audience tool will be a seamless process.  

The reason for marketing by marSHE’s confidence in this approach is that nonprofits 
and small businesses have already successfully utilized the Custom Audience tool in this 
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way. For example, Teach for America leveraged the Custom Audience tool to create 
awareness of its work, to reach and recruit high-quality college graduates and professionals 
to teach in low-income communities across the United States. The organization used 
Facebook lead ads with Custom Audiences to reach Americans between the ages of 20-25. 
These types of ads made it easier and faster because when a prospect clicked on the ad, 
their name, email and phone number, if already shared on Facebook, would automatically 
populate in the auto-fill contact form. This saved the prospect time and made it easier for 
them to request additional information. This resulted in a 50% increase in online leads and 
61% decrease in cost per lead with mobile lead ads. 
 
VI.    Message Strategy  
Objective of Integrated Marketing Campaign 
 The objective of our ad campaign is to raise awareness and consideration among 
nonprofits and small businesses run by or owned by women in regards to Facebook’s 
Custom Audience tool. We would like for these organizations to become aware of the 
benefits of leveraging this service such as its ease of use, cost-effectiveness and the fact 
that these female-driven nonprofits and small businesses have the ability to take a pulse on 
the performance of their campaign whenever they desire to do this.   
 
“Strengthen Relationships. Build Community.” Campaign 

marketing by marSHE will focus on highlighting nonprofit and small businesses’ lack 
of resources to fulfill some of their everyday tasks including raising awareness about their 
organization. Our advertising will focus on providing a solution to these small business and 
organization leaders’ challenge of not having the time or staff to help promote their company 
to investors, funders, customers and communities who can benefit from their product or 
service. We believe that our target audience needs to hear that we understand that they 
don’t have the time and resources, at the moment, to launch an elaborate advertising 
campaign to reach millions. Although, these lavish budgets and large audiences are not 
necessary for these organizations in order to reach their audience. By leveraging Facebook’s 
Custom Audience tool they can easily create a customized and measurable ad campaign 
with the click of a button.   
 
Creative Concept 

marketing by marSHE began its research of the target audiences with personal 
interviews with female organization leaders. The women interviewed were asked specific 
questions about their organization, the way they use Facebook, and what their needs are in 
terms of a social advertising. marketing by marSHE feels strongly that using the information 
gathered in these testimonials provides the most effective creative concept for Facebook’s 
campaign. By showcasing our testimonials, our ads will show real-life business owners and 
nonprofit employees who have used Custom Audience or who are looking for a product just 
like this in order to build a base, secure donations, and increase sales. The creative concept 
that marketing by marSHE will be implementing in their advertisements is based on the 
insights gathered from the testimonials that nonprofits and small businesses leaders are 
sometimes a team of one who has to fulfill many roles and become an expert in every aspect 
of their business. Even though we’re not able to completely alleviate this issue, we are able 
to relieve some of the stress related to raising awareness surrounding their business via 
Facebook’s Custom Audience. Our goal is to demonstrate that this tool is the advertising 
department that these organization leaders always desired: reliable, cost-effective and 
accountable. By leveraging Custom Audience, nonprofits and small businesses will be able 
to focus on what they’re supposed to whether it’s helping the less fortunate or providing a 
product or service to their customers. Our advertisement will begin by sharing an impactful 
stat related to advertising spend during the Super Bowl and will then shift the focus to small 
businesses and nonprofit organizations needs followed by a description of the Custom 
Audience tool. The tone of the ad will start off impactful but will then shift to become more 
understanding and helpful to the audience.      
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VII.     Media Strategy 
Objective for Media 

The objective for the media strategy is to reach the Chief Marketing Officer of 
nonprofits and small businesses that service or are owned by women in the platforms in 
which this target audience sees and digests its media. Our goal is to raise awareness within 
these groups about the ways in which Custom Audience can help them build their business 
or nonprofit in a way that is both cost-effective and manageable for any size marketing 
department. 
 
Strategy 

Our approach is three-pronged: we will target Paid, Owned, and Earned media. 
 
Paid 
Print 

marketing by marSHE recommends buying ad space in the print versions of the any 
of the following publications: 

Forbes     Entrepreneur 
The Nonprofit Times   Lioness 
The Chronicle of Philanthropy She Owns It 
The Nonprofit Quarterly  Grassroots Fundraising Journal 
Fast Company    Young Fabulous & Self-Employed 
Entrepreneurial Woman Magazine 
 

Ideally, the “Strengthen Relationships. Build Community.” campaign would run in 
print as a Native Advertising campaign in these publications. We chose these publications 
based on their content, which usually caters to small businesses, nonprofits, and female 
entrepreneurs. We recommend “native” as opposed to other forms because this keeps in 
line with the ideas of authenticity and community building that we gathered from the 
testimonials. The scheduling of these advertorials can be found in the Media Planning and 
Buying section below.  
 
Sponsorships 

In addition to purchasing ad space, we would like to sponsor several conferences 
that will help us reach our target audiences. Our first sponsorship will be at the National 
Small Business Week conference May 1-7 as a presenting co-sponsor. Through this 
sponsorship, we will have the opportunity to connect with small business owners by hosting 
a workshop to introduce or provide a refresher regarding Facebook’s Custom Audience tool. 
After the event concludes, we will have access to the attendees list, which will help us 
continue the conversation regarding the benefits of Custom Audience. In addition to 
sponsoring this conference, marketing by marSHE will also target nonprofit organizations via 
the 2016 Independent Sector taking place November 16-18. This national organization 
brings together nonprofits, foundations, and corporations committed to advancing the 
common good. At this conference, we will also sponsor a hands-on session that will 
demonstrate the ease of using the Custom Audience tool.  

As we previously mentioned, of the 28 million small businesses in the U.S., nearly 10 
million were owned by women. Therefore, we think it’s important to reach this audience via a 
sponsorship of the 2016 WBENC National Conference & Business Fair taking place June 
21-23. By sponsoring this event, we will have the opportunity to connect with more than 
3,500 business women via a workshop to walk them through the Custom Audience tool.    
 
Search Advertising  

For the purpose of generating awareness, search engine optimization would be 
another effective tool Facebook could use to increase visibility of the Custom Audience tool 
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in search results. marketing by marSHE recommends Facebook purchase specific terms to 
generate more traffic to the tool.   
 

Examples of terms 
  nonprofit fundraising   small business fundraising 
  nonprofit advertising   small business advertising 

 nonprofit community    increase small business sales 
  digital advertising for nonprofits digital advertising for small business 

 best ways to grow nonprofits  best ways to grow small business 
  online advertising   digital advertising 
 
Owned 

marketing by marSHE will also develop ads for Facebook to use on its own platform, 
employing the same methods it tells its customers to use when advertising with the Custom 
Audience tool. These ads will target the Facebook pages of nonprofits and small businesses 
run for or by women. According to a Huffington Post article from 2012, 89 percent of 
nonprofits have a Facebook page (Bina, 2012). Furthermore, in a CBS News article, 
Facebook announced a spike in the amount of small businesses that have Facebook pages, 
as well as a spike in the advertising patterns of small businesses. “50 million small 
businesses now have pages on Facebook. Three million of them are paid advertisers, a 50 
percent increase in just the past year. Small businesses are paying to use social media in 
hopes of boosting their bottom line” (para. 2-3). (Note: while the data from the SBA and the 
Census bureau list the number of small businesses in the US at over 28 million, this data 
was last taken in 2012; the CBS News article was written in March 2016, basing the count of 
small businesses on the number of active Facebook pages). 

From these numbers, marketing by marSHE will identify the nonprofits and small 
businesses currently on Facebook that are owned or run by women. The sheer size of these 
numbers indicates that not only is there ample opportunity for Facebook to target these 
nonprofits and small businesses with ads for Custom Audience, but it is precisely what small 
businesses and nonprofits are already doing, and a need already exists.   
 
Earned 
marketing by marSHE’s expert public relations team will pitch the benefits of Facebook’s 
Custom Audience tool to digital publications such as Business Insider, AdAge, and Forbes to 
raise general awareness about the tool itself. Since the tool has existed for several years, 
the media relations team will implement a news bureau approach and create relevant angles 
throughout the year that are tied to a key moment in time pertinent to small businesses and 
nonprofits such as Small Business week in May and National Nonprofit Awareness month in 
November. In addition, the team will also share with media small business and nonprofit 
success stories as a result of the use of the Custom Audience tool. We will also target more 
honed publications specific to nonprofits (The Nonprofit Times, The Chronicle of 
Philanthropy, The Nonprofit Quarterly, Grassroots Fundraising Journal) and small 
businesses (Entrepreneur, Fast Company, Wired) as well as publications targeting female 
entrepreneurs (Lioness, Young Fabulous & Self-Employed, Entrepreneurial Woman 
Magazine, She Owns It).  
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Examples of Ads 
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Custom Audience Ad 

Voiceover: “So this looks nothing like your next campaign budget. We get it, we heard 
you." 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
VIII.   Media Planning and Budget   

marketing by marSHE’s “Strengthen Relationships. Build Community.” campaign 
shall allocate funds in the following areas: 

 
Media Placement: 

● Print ads, once a month, in a major magazine, from April of 2016 to March of 
2017. This is projected to cost $250k per ad for a total of $3M 

● Print ads, once a month in a niche magazine, from April of 2016 to March of 
2017. This is projected to cost $1.45M 

● 12-month SEO advertising schedule from April 2016 to March 2017 for an 
estimated $50k, which will cover the purchase of the aforementioned terms 

 
Sponsorships: 

● National Small Business Week Sponsorship: May 1-7th 2016 totaling $150k 
● Women’s Business Enterprise National Council National Conference & 

Business Fair June 21-23 2016, totaling $50k 
● Independent Sector Conference, Nov 16-18 2016, totaling $300k 
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Media Schedule 

 Q2'16 Q3'16 Q4'16 Q1'17 

Media April May June July Aug Sept Oct Nov Dec Jan Feb Mar 

             

Print Ads - Major 
Magazines $3,000,000 

Print Ads - Minor 
Magazines $1,450,000 

Search Engine 
Optimization $50,000 

Sponsorships             

National Small 
Business Week 

Sponsorship  

May  
1- 7 

$150K           

Women's 
Business 

Enterprise 
National Council 

National 
Conference & 
Business Fair   

June 
21-23 

$50K 

         

Independent 
Sector 

Conference        

Nov 
16-18 

$300K     

 
 
Budget 
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IX.     Conclusion  
In light of the challenge posed by Facebook, marketing by marSHE’s Strengthen 

Relationship. Build Community.” accurately identifies and services a strong target audience 
for the Custom Audience tool. Marketing decision makers in the nonprofit and small business 
arenas have a definitive need for the product’s pricing and capabilities in terms of 
advertising. Marketers within this audience also see the relevance and importance of utilizing 
social media for advertising purposes. Furthermore, this target audience uniquely possess 
the type of personal information of prospects the Custom Audience tool is designed to use.  

The “Strengthen Relationship. Build Community.” Campaign focuses on leveraging 
the Custom Audience tool by communicating how useful and affordable it can be for 
nonprofits and small businesses to propel sales and raise brand awareness. We believe our 
messaging strategy, which emphasizes “community building” and “authenticity”, makes the 
marketing by marSHE plan extremely effective in giving marketers in the target audience the 
most convenient, cost effective, and customizable marketing tool in the industry. 
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X.    Appendices 
 
Testimonials 

 

Interview Questions: 

 

Advertising assessment 

Understand how they're currently promoting their business, if they're happy with this or if 

they feel like they could do better. If they're not able to promote their business, what's 

stopping them (budget, staff)? Are they seeing results with their current approach?   

 

What percentage of your budget are you currently using to promote your business? If you 

don't have a budget allocated to do this, why is that?  

 

Do you have any type of process in place that helps you measure the effectiveness of your 

current advertising strategy? (This is if they currently are doing any advertising) 

 

Facebook use assessment 

Do you have a personal Facebook account? (inquire about number of friends, frequency of 

use, etc.) 

 

Does your organization have a Facebook page? 

 

Have you ever used promoted or sponsored ads?  

 

Are you aware of Facebook's custom audience tool? 

 

Specific Needs 

What are your top 3 biggest concerns for your organization in terms of communication with 

your target audience? 

 

Do you have easy access to email addresses for your members/donors/customers? (about 

how many?) 

 

Are you interested in using Facebook for -- (nonprofit: growing your membership, supporter 

base, engaging with current members, building donor base, promoting a specific service, 

etc.) or (small business: growing consumer base, communicating with current customers, 

promoting specific products or specials, etc.) 

 

Do you think this tool is something your organization would consider spending part of its 

budget on?  

 

What questions or concerns do you have about the custom audience tool? 

 

Can I use some of your quotes and pictures for a powerpoint I’m creating? 

 

(Interviewee responses on file) 
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Interviewees: 

 

Interview 1 

Sarah Perfetti 

Executive Director, Bloomington PRIDE 

Bloomington, IN 

http://www.bloomingtonpride.org/  

 

 

 

 

 

 

     Interview 2  

     Sun Smith 

     CEO & Founder, Soapbox Tees 

     Cincinnati, OH 

     http://www.mysoapboxtees.com/  

 

 

 

 

 

 
 
Interview 3 

Kate Zaidan 

Owner/Operator, Dean’s Mediterranean Imports 

Cincinnati, OH 

http://mediterranean-imports.com/  

 

 

 

 

 

 

 

 

 

 

Interview 4 

Caren Schranz 

Owner, Kids Connection Therapy 

Crete, IL 

 

 

 

 

http://www.bloomingtonpride.org/
http://www.mysoapboxtees.com/
http://mediterranean-imports.com/
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SWOT analyses on Facebook as retrieved from MarketLine 
 

Strengths Weaknesses 

Growing user base contributing to 
increasing ARPU 
Growing user engagement increases 
appeal for advertisers 
Lucrative database providing value to 
advertisers and developers 
Strong and sustainable financial 
performance 

High dependence on advertising revenues 

Opportunities Threats 

Strong growth in the US digital display ad 
spending 
Growing mobile advertising 
In app purchases provide growth 
opportunity 
New product offerings provide revenue 
diversification 

Intense competition 
Stringent regulatory environment 
Security breaches may negatively impact 
the reputation and business of the company 

 
 
 
 
 
 
 
 
 
 
SWOT analyses on Facebook as retrieved from Motley Fool 
 
 

Strengths Weaknesses 

Largest network 
Rising ad revenue 
Mobile ad display 
Video ads platform 

Low ad conversion rates 
Low clickthrough rate 
 

Opportunities Threats 

Ability to grow 
Ownership of WhatsApp and Instagram 
holds potential for more advertising 

Strong dollar weighing down top and bottom 
line 
Privacy issues 
Data breaches 
AdBlock 
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