
 

MARKETING ACTION PLAN 

Marketing your mission can seem hard (if it were easy, you probably would have done it by now), 
but it doesn’t have to be! Use the 3 Step approach and activities below to guide you to marketing 
success.  The checklist will help you stay on track. 

STEP 1: GET READY 

Getting ready means getting clear on where your organization is headed and how marketing can 
help get you there. You’ll assess where you stand now so you can pick the best path forward given 
your goals. If you skip this step, the others will fall apart!    

 

Activity Why do it? To-Do 

1) Get focused on 
organizational 
goals 

Get focused on organizational goals first. You 
don't want to do marketing for marketing's sake 
– you want to do it to achieve greater impact! 
And that means being very, very focused on 
mission and goals, right? Right. 

 List the key goals for 
the next 1-3 years 

 Discuss why they are 
important 

2) Envision how 
marketing can 
support goals 

Exploring how marketing can support your 
organization’s goals will help you define your 
marketing objectives and inform the rest of your 
planning. It will also prepare you to clearly show 
how an investment in marketing will support the 
overall goals of the organization.    

 List how marketing 
can support the 
organization’s goals 
(from above) 

 Pick your top 2-3 
marketing goals for 
the next year 

 

3) Know your 
starting point 

Assess your current state of affairs when it 
comes to messaging, mechanisms and other 
marketing-related items and activities. With a 
clear sense of where things stand and where 
you want to go, you'll be ready to figure out 
how best to get from here to there. 

 Have board & staff 
members complete 
the assessment 

 Review & discuss 
results to understand 
starting point 
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