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Marketing	
  Objective:	
  Build	
  awareness	
  of	
  this	
  young,	
  start-­‐up	
  nonprofit	
  to	
  
positively	
  affect	
  business	
  results.	
  
	
  
Measures:	
  Increase	
  in	
  children	
  served;	
  number	
  of	
  book	
  collection	
  partners;	
  number	
  
of	
  volunteers;	
  fundraising	
  dollars;	
  database	
  of	
  relationships	
  (businesses,	
  individuals,	
  
strategic	
  partners);	
  Facebook	
  fans;	
  event	
  attendance,	
  number	
  of	
  media	
  hits	
  created.	
  
	
  
Summary:	
  Bernie’s	
  Book	
  Bank	
  is	
  a	
  start-­‐up	
  nonprofit	
  organization	
  in	
  the	
  Chicago	
  
area.	
  The	
  organization	
  collects,	
  processes	
  and	
  redistributes	
  children’s	
  books	
  to	
  at-­‐
risk	
  children	
  in	
  Chicago	
  and	
  its	
  suburbs.	
  	
  
	
  
Before	
  implementing	
  this	
  aggressive	
  communications	
  and	
  marketing	
  strategy,	
  
Bernie’s	
  Book	
  Bank	
  was	
  operating	
  as	
  a	
  sole	
  proprietorship.	
  The	
  founder	
  had	
  
achieved	
  some	
  success	
  and	
  media	
  coverage,	
  mostly	
  due	
  to	
  its	
  involvement	
  with	
  
collection	
  partners	
  and	
  other	
  social	
  service	
  organizations	
  and	
  funders.	
  	
  
	
  
The	
  goal	
  was	
  to	
  significantly	
  increase	
  awareness	
  among	
  all	
  audiences	
  to	
  result	
  in	
  
more	
  books	
  collected,	
  more	
  volunteers	
  engaged	
  in	
  the	
  warehouse,	
  more	
  books	
  
being	
  processed	
  for	
  redistribution,	
  and	
  more	
  access	
  to	
  potential	
  funders	
  
(individuals	
  and	
  corporations).	
  	
  
	
  
The	
  following	
  is	
  a	
  summary	
  of	
  the	
  marketing,	
  communications	
  and	
  business	
  
development	
  plans	
  that	
  were	
  developed	
  and	
  executed	
  from	
  the	
  period	
  of	
  March	
  
2011	
  to	
  August	
  2012	
  and	
  the	
  results	
  of	
  those	
  activities.	
  
	
  
Marketing	
  Communications	
  Process	
  
	
  
One	
  of	
  the	
  first	
  tasks	
  was	
  to	
  develop	
  ongoing	
  communication	
  vehicles	
  that	
  would	
  
Brand	
  the	
  organization,	
  educate	
  its	
  target	
  audiences,	
  and	
  create	
  ambassadors	
  over	
  
time.	
  Communication	
  /	
  marketing	
  vehicles	
  created:	
  
	
  

• Monthly	
  newsletter	
  
• Website	
  
• Bernie’s	
  Book	
  Bank	
  summary	
  package	
  
• Social	
  media	
  voice	
  and	
  ongoing	
  presence	
  



• Videotapes	
  of	
  children	
  receiving	
  books	
  and	
  describing	
  the	
  operation	
  (6	
  total)	
  
• Bernie’s	
  Book	
  Bank	
  collateral	
  materials	
  
• Book	
  Drive	
  materials,	
  media,	
  and	
  communication	
  process	
  and	
  vehicles	
  
• Book	
  Drop	
  Network	
  program,	
  materials,	
  media,	
  and	
  communication	
  process	
  

and	
  vehicles	
  
• Corporate	
  Engagement	
  Process	
  
• Friends	
  of	
  Bernie’s	
  Book	
  Bank	
  program,	
  process,	
  collateral	
  materials	
  
• 2011	
  “Ask”	
  campaign	
  process	
  and	
  communications	
  
• Sunshine	
  Grant	
  campaign	
  
• Rock	
  the	
  Bank	
  2011	
  and	
  2012	
  Event	
  communications,	
  collateral	
  materials	
  

and	
  web	
  pages	
  
• Birdies	
  &	
  Books	
  2011	
  and	
  2012	
  Event	
  communications,	
  collateral	
  materials	
  

and	
  web	
  pages	
  
• Media	
  relations:	
  facilitation	
  and	
  placement	
  of	
  radio,	
  tv,	
  magazine,	
  web	
  and	
  

newsprint	
  
• Strategic	
  Partner	
  support:	
  articles,	
  collateral	
  material,	
  social	
  media	
  support,	
  

event	
  support,	
  follow-­‐up	
  communication,	
  press	
  releases	
  etc.	
  	
  
	
  
	
  
Bernie’s	
  Book	
  Bank	
  Monthly	
  Newsletter	
  
Newsletter	
  is	
  emailed	
  monthly	
  to	
  the	
  entire	
  database	
  of	
  target	
  audiences.	
  Goals	
  of	
  
the	
  newsletter	
  are	
  to:	
  

• Educate	
  about	
  Bernie’s	
  Book	
  Bank’s	
  processes	
  
• Educate	
  about	
  the	
  needs	
  of	
  at-­‐risk	
  children	
  and	
  facts	
  about	
  children	
  and	
  

literacy	
  
• Create	
  ambassadors	
  and	
  believers	
  	
  
• Create	
  a	
  sense	
  of	
  community	
  and	
  thank	
  all	
  those	
  who	
  have	
  contributed	
  

through	
  their	
  involvement	
  or	
  investment	
  
• Communicate	
  about	
  upcoming	
  events	
  and	
  fundraising	
  campaigns	
  
• Communicate	
  and	
  share	
  significant	
  advances	
  in	
  Bernie’s	
  Book	
  Bank’s	
  

operating	
  process	
  
• Share	
  news	
  of	
  success	
  and	
  growth	
  
• Recognize	
  strategic	
  partnerships	
  
• Recognize	
  significant	
  investors	
  
• Brand	
  Bernie’s	
  Book	
  Bank	
  as	
  a	
  positive,	
  inclusive,	
  well-­‐run	
  organization	
  

poised	
  for	
  significant	
  growth.	
  
• Maintain	
  a	
  focus	
  on	
  the	
  children	
  we	
  serve	
  through	
  the	
  use	
  of	
  photos	
  and	
  

children’s	
  letters	
  in	
  every	
  issue.	
  
	
  
Results:	
  	
  
13	
  newsletters	
  were	
  created	
  and	
  distributed.	
  
Anecdotal	
  feedback	
  was	
  exceptionally	
  positive.	
  	
  
Average	
  growth	
  in	
  organic	
  subscribers	
  to	
  newsletter	
  prior	
  to	
  implementing	
  new	
  
website	
  was	
  5.7	
  per	
  week.	
  



Average	
  growth	
  in	
  organic	
  subscribers	
  to	
  newsletter	
  after	
  implementing	
  new	
  
website	
  (which	
  prompts	
  people	
  to	
  join)	
  jumped	
  to	
  10	
  per	
  week.	
  
Average	
  overall	
  growth	
  per	
  month	
  (as	
  of	
  August	
  2012)	
  was	
  183.	
  
Average	
  opt-­‐out	
  subscribers	
  per	
  month:	
  14	
  (during	
  non-­‐event	
  promotional	
  periods,	
  
opt-­‐outs	
  average	
  less	
  than	
  7	
  per	
  month).	
  	
  
Newsletter	
  database	
  exceeded	
  3,500,	
  started	
  from	
  0	
  in	
  May	
  2011.	
  	
  	
  
	
  
The	
  following	
  are	
  goals	
  for	
  the	
  newsletter	
  in	
  the	
  coming	
  year:	
  
• Continue	
  to	
  capitalize	
  on	
  the	
  successful	
  communications	
  that	
  viewers	
  really	
  

enjoy:	
  photos	
  of	
  kids	
  with	
  staff,	
  thank	
  you	
  letters	
  from	
  children.	
  
• Continue	
  to	
  inform	
  and	
  show	
  movement	
  and	
  progress	
  within	
  the	
  

organization.	
  Remain	
  goal-­‐oriented	
  and	
  continue	
  to	
  report	
  on	
  progress	
  
toward	
  goals.	
  

• Preserve	
  and	
  protect	
  the	
  “voice”	
  of	
  Bernie’s	
  Book	
  Bank	
  –	
  positive,	
  inclusive,	
  
appreciative,	
  focused,	
  and	
  business-­‐minded.	
  

	
  
	
  
Bernie’s	
  Book	
  Bank	
  Website	
  
Bernie’s	
  Book	
  Bank	
  began	
  with	
  a	
  good	
  website	
  that	
  included	
  information	
  about	
  its	
  
mission	
  and	
  history,	
  and	
  supplied	
  a	
  measurement	
  ticker	
  on	
  the	
  total	
  number	
  of	
  
books	
  distributed.	
  However,	
  the	
  first	
  website	
  did	
  not	
  represent	
  the	
  Brand	
  in	
  a	
  
quality	
  way,	
  consistent	
  with	
  its	
  core	
  values,	
  and	
  was	
  very	
  time	
  consuming	
  to	
  update.	
  
The	
  old	
  website	
  was	
  scrapped	
  and	
  a	
  new	
  website	
  was	
  built	
  from	
  the	
  ground	
  up	
  and	
  
launched	
  in	
  March	
  2012.	
  
	
  
The	
  goals	
  and	
  objectives	
  that	
  guided	
  the	
  formation	
  of	
  the	
  new	
  website	
  were	
  to:	
  
• Represent	
  the	
  Brand	
  well	
  in	
  words	
  and	
  images	
  
• Clearly	
  articulate	
  and	
  educate	
  the	
  need	
  that	
  Bernie’s	
  Book	
  Bank	
  exists	
  to	
  fill	
  
• Showcase	
  the	
  unique	
  attributes	
  and	
  processes	
  that	
  distinguish	
  Bernie’s	
  Book	
  

Bank	
  from	
  other	
  book-­‐giving	
  nonprofits	
  
• Remain	
  true	
  to	
  our	
  history	
  and	
  maintain	
  a	
  sense	
  of	
  tradition	
  
• Provide	
  a	
  platform	
  that	
  inspires	
  engagement	
  on	
  many	
  levels:	
  book	
  collecting,	
  

volunteering	
  and	
  financial	
  stewardship	
  
• Provide	
  a	
  go-­‐to	
  resource	
  for	
  volunteers	
  and	
  book	
  donors	
  to	
  access	
  (thus	
  

streamlining	
  processes,	
  quickly	
  answering	
  questions,	
  and	
  reducing	
  time	
  
needed	
  on	
  the	
  phone	
  to	
  explain	
  volunteer	
  hours,	
  the	
  book	
  drive	
  process	
  or	
  
book	
  drop-­‐off	
  locations)	
  

• Create	
  a	
  central	
  repository	
  of	
  information	
  about	
  staff,	
  the	
  Board	
  of	
  Directors,	
  
access	
  to	
  marketing	
  and	
  media	
  information	
  

• Provide	
  a	
  cost-­‐effective	
  platform	
  to	
  publicize	
  and	
  market	
  Bernie’s	
  Book	
  Bank	
  
fundraising	
  events	
  

• Create	
  a	
  quick-­‐view	
  resource	
  through	
  the	
  use	
  of	
  weekly	
  updated	
  maps	
  that	
  
show	
  number	
  of	
  books	
  collected	
  and	
  number	
  of	
  books	
  distributed	
  at	
  each	
  
location.	
  	
  

	
  
The	
  following	
  are	
  goals	
  for	
  the	
  website	
  in	
  the	
  coming	
  year:	
  



• Continue	
  to	
  use	
  the	
  technology	
  available	
  to	
  automate	
  and	
  streamline	
  
processes	
  that	
  formerly	
  were	
  manual.	
  For	
  example,	
  the	
  site	
  should	
  include	
  a	
  
plug-­‐in	
  to	
  Volunteer	
  that	
  would	
  alleviate	
  a	
  significant	
  volume	
  of	
  emails	
  and	
  
automatically	
  manage	
  the	
  number	
  of	
  volunteers	
  available	
  at	
  any	
  shift.	
  

• Continue	
  to	
  develop	
  and	
  post	
  videos	
  that	
  educate	
  and	
  inform.	
  
• Continue	
  to	
  develop	
  the	
  fundraising	
  ability	
  of	
  the	
  website	
  by	
  investigating	
  

new	
  and	
  different	
  payment	
  forms	
  (away	
  from	
  PayPal)	
  that	
  connect	
  with	
  
social	
  media	
  engines.	
  

	
  
Bernie’s	
  Book	
  Bank	
  Summary	
  Package	
  
The	
  summary	
  package	
  was	
  created	
  as	
  an	
  easily	
  accessible	
  “pitch”	
  to	
  any	
  interested	
  
parties:	
  potential	
  book	
  collectors,	
  funders,	
  volunteers,	
  sponsors,	
  partners,	
  etc.	
  The	
  
summary	
  package	
  is	
  two	
  pages.	
  The	
  first	
  page	
  outlines	
  the	
  18	
  Facts	
  about	
  Children’s	
  
Literacy	
  that	
  state	
  the	
  case	
  for	
  why	
  Bernie’s	
  Book	
  Bank	
  exists.	
  The	
  second	
  page	
  
details	
  the	
  operating	
  process	
  we	
  use	
  to	
  collect,	
  process	
  and	
  redistribute	
  books	
  to	
  at-­‐
risk	
  children.	
  	
  
	
  
The	
  summary	
  package	
  is	
  updated	
  on	
  a	
  daily	
  basis	
  to	
  correctly	
  reflect	
  books	
  
distributed	
  and	
  children	
  served.	
  
	
  
Social	
  Media	
  Voice	
  and	
  Consistency	
  
Facebook	
  has	
  proven	
  to	
  be	
  an	
  incredibly	
  effective	
  vehicle	
  for	
  creating	
  a	
  community,	
  
reaching	
  out	
  to	
  new	
  members	
  of	
  that	
  community,	
  explaining	
  the	
  operating	
  process,	
  
and	
  keeping	
  people	
  up	
  to	
  date	
  on	
  success	
  toward	
  goals.	
  	
  
	
  
Facebook	
  metrics	
  show	
  the	
  highest	
  demographic	
  of	
  users	
  are	
  35	
  –	
  44	
  year	
  old	
  
women	
  who	
  live	
  in	
  Chicago.	
  	
  The	
  most	
  effective	
  posts	
  are	
  those	
  that	
  include	
  photos	
  
of	
  children	
  receiving	
  books,	
  thank	
  you	
  notes	
  from	
  children,	
  big	
  announcements,	
  and	
  
personal	
  posts	
  about	
  staff	
  and	
  volunteers.	
  To	
  that	
  end,	
  Facebook	
  is	
  probably	
  the	
  
most	
  “emotional”	
  tool	
  that	
  Bernie’s	
  Book	
  Bank	
  uses	
  to	
  communicate.	
  
	
  
Facebook	
  is	
  a	
  critical	
  tool	
  in	
  establishing	
  the	
  voice	
  of	
  Bernie’s	
  Book	
  Bank	
  and	
  great	
  
care	
  should	
  be	
  taken	
  to	
  preserve	
  and	
  protect	
  that	
  voice.	
  	
  	
  
	
  
In	
  the	
  coming	
  year:	
  Posts	
  should	
  be	
  positive	
  and	
  heartfelt,	
  balanced	
  by	
  factual	
  
information	
  about	
  the	
  business	
  and	
  progress.	
  Every	
  post	
  should	
  include	
  a	
  link	
  to	
  
either	
  a	
  photo,	
  video	
  or	
  website	
  so	
  that	
  viewers	
  can	
  share.	
  “Like”	
  campaigns	
  should	
  
be	
  implemented	
  quarterly	
  to	
  generate	
  more	
  customers,	
  and	
  a	
  “Like”	
  button	
  should	
  
be	
  placed	
  on	
  the	
  Bernie’s	
  Book	
  Bank	
  website	
  home	
  page.	
  	
  
	
  
Bernie’s	
  Book	
  Bank	
  Video	
  Tapes	
  
Six	
  videotapes	
  were	
  created	
  over	
  17	
  months.	
  The	
  first	
  were	
  “organic”	
  (meaning	
  not	
  
professional	
  produced).	
  While	
  the	
  video	
  and	
  sound	
  quality	
  was	
  not	
  ideal,	
  these	
  
videos	
  proved	
  to	
  be	
  very	
  effective	
  in	
  positioning	
  the	
  organization	
  as	
  a	
  young,	
  
growing	
  nonprofit	
  that	
  needed	
  resources	
  and	
  funding.	
  	
  
	
  



On	
  the	
  Road	
  with	
  Bernie’s	
  Book	
  Bank:	
  a	
  day	
  in	
  the	
  life	
  film	
  that	
  showed	
  the	
  Executive	
  
Director	
  packing	
  up	
  books,	
  driving	
  to	
  a	
  school,	
  speaking	
  to	
  children	
  and	
  delivering	
  
books	
  to	
  children.	
  In	
  between,	
  the	
  ED	
  described	
  the	
  literacy	
  crisis	
  among	
  at-­‐risk	
  
children	
  and	
  how	
  Bernie’s	
  Book	
  Bank	
  is	
  aimed	
  at	
  preventing	
  those	
  issues.	
  	
  
	
  
A	
  Look	
  Inside	
  Bernie’s	
  Book	
  Bank:	
  	
  A	
  film	
  showing	
  what	
  happens	
  in	
  the	
  warehouse	
  
after	
  books	
  have	
  been	
  collected	
  and	
  how	
  they	
  are	
  processed.	
  This	
  film	
  included	
  
interviews	
  with	
  volunteers	
  about	
  why	
  they	
  enjoyed	
  volunteering	
  for	
  Bernie’s	
  Book	
  
Bank	
  and	
  why	
  they	
  feel	
  the	
  mission	
  is	
  important.	
  This	
  film	
  is	
  effective	
  at	
  thanking	
  
and	
  encouraging	
  groups	
  and	
  individuals	
  to	
  volunteer.	
  	
  
	
  
Rock	
  the	
  Bank	
  2011:	
  Created	
  to	
  be	
  shown	
  at	
  a	
  fundraising	
  event,	
  the	
  Rock	
  the	
  Bank	
  
2011	
  video	
  showcases	
  all	
  three	
  aspects	
  of	
  the	
  Bernie’s	
  Book	
  Bank	
  process	
  
(collecting,	
  process	
  and	
  distributing)	
  and	
  ends	
  with	
  a	
  plea	
  for	
  fundraising.	
  This	
  film	
  
consistently	
  generates	
  a	
  positive	
  and	
  emotional	
  response	
  from	
  viewers.	
  	
  
	
  
School	
  Book	
  Collection	
  in	
  Glencoe:	
  Created	
  on	
  the	
  fly	
  and	
  shot	
  on	
  a	
  cell	
  phone,	
  this	
  
very	
  gritty	
  film	
  captures	
  the	
  excitement	
  of	
  a	
  tremendously	
  successful	
  book	
  
collection	
  at	
  a	
  local	
  school.	
  Books	
  are	
  piled	
  up	
  throughout	
  the	
  hallways,	
  and	
  children	
  
are	
  seen	
  packaging	
  them	
  up	
  in	
  partnership	
  with	
  Bernie’s	
  Book	
  Bank	
  staffers.	
  At	
  the	
  
end,	
  the	
  Executive	
  Director	
  gives	
  a	
  very	
  moving	
  pep	
  talk	
  to	
  the	
  core	
  group	
  of	
  kids,	
  
applauding	
  their	
  efforts	
  and	
  success	
  in	
  building	
  teamwork,	
  goal-­‐setting,	
  leadership	
  
and	
  communication.	
  	
  
	
  
Children	
  Talk	
  about	
  Bernie’s	
  Book	
  Bank:	
  This	
  professionally	
  shot	
  video	
  clearly	
  
showcases	
  the	
  impact	
  Bernie’s	
  Book	
  Bank	
  has	
  had	
  on	
  children,	
  teachers,	
  and	
  
administrators	
  in	
  the	
  schools	
  we	
  serve.	
  Shot	
  on	
  the	
  day	
  Bernie's	
  Book	
  Bank	
  
distributed	
  its	
  500,000th	
  book,	
  the	
  film	
  shows	
  teachers	
  and	
  children	
  talking	
  about	
  
the	
  program	
  and	
  the	
  books	
  they	
  receive.	
  The	
  film	
  also	
  includes	
  interviews	
  with	
  BBB	
  
staffers	
  explaining	
  the	
  program.	
  	
  
	
  
Book	
  Drive	
  Series:	
  More	
  instructional	
  than	
  motivational,	
  the	
  Book	
  Drive	
  series	
  of	
  
videotapes	
  was	
  created	
  to	
  educate	
  organizations	
  about	
  the	
  book	
  collection	
  process	
  
and	
  alleviate	
  many	
  time-­‐consuming	
  phone	
  conversations.	
  The	
  three	
  films	
  talk	
  about	
  
goal	
  setting,	
  book	
  drive	
  set	
  up,	
  and	
  why	
  competition	
  is	
  important.	
  	
  
	
  
In	
  the	
  coming	
  year:	
  If	
  a	
  video	
  is	
  created,	
  it	
  should	
  be	
  more	
  creative	
  /	
  conceptual	
  in	
  
nature,	
  showing	
  Bernie’s	
  Book	
  Bank	
  as	
  the	
  logistical	
  bridge	
  between	
  where	
  books	
  
are	
  and	
  where	
  they	
  need	
  to	
  be.	
  
	
  
Bernie’s	
  Book	
  Bank	
  Collateral	
  Materials	
  
Bernie’s	
  Book	
  Bank	
  branded	
  materials	
  are	
  quality,	
  classic	
  materials.	
  The	
  goal	
  is	
  to	
  
make	
  every	
  piece	
  immediately	
  recognizable	
  as	
  coming	
  from	
  Bernie’s	
  Book	
  Bank.	
  
Every	
  collateral	
  piece	
  includes	
  a	
  photo	
  of	
  a	
  child	
  holding	
  a	
  book	
  to	
  remind	
  viewers	
  
of	
  its	
  mission.	
  Care	
  must	
  be	
  taken	
  to	
  continue	
  to	
  control	
  and	
  manage	
  the	
  quality	
  of	
  



collateral	
  materials	
  so	
  that	
  they	
  represent	
  the	
  Brand	
  well	
  and	
  use	
  logos,	
  type	
  and	
  
images	
  correctly.	
  
	
  
In	
  the	
  coming	
  year:	
  the	
  school	
  book	
  drive	
  rack	
  card	
  should	
  be	
  rewritten	
  and	
  
redesigned	
  to	
  focus	
  on	
  goal	
  setting,	
  leadership,	
  teamwork	
  and	
  communication.	
  
	
  
Book	
  Drop	
  Network	
  Partnerships	
  
The	
  Book	
  Drop	
  Network	
  was	
  created	
  to	
  enhance	
  operational	
  efficiency,	
  and	
  to	
  
create	
  a	
  process	
  to	
  collect	
  books	
  passively	
  (as	
  opposed	
  to	
  active	
  collecting	
  through	
  
school	
  book	
  drives).	
  	
  In	
  addition,	
  the	
  Book	
  Drop	
  Network	
  has	
  been	
  effective	
  at	
  
spreading	
  awareness	
  of	
  the	
  program	
  in	
  communities.	
  Large,	
  co-­‐branded,	
  quality	
  
posters	
  were	
  created,	
  framed	
  and	
  given	
  to	
  each	
  partner	
  to	
  remind	
  their	
  customers	
  
that	
  the	
  business	
  is	
  a	
  book	
  collection	
  site.	
  Partners	
  also	
  received	
  Book	
  Drop	
  
Network	
  stickers	
  to	
  put	
  on	
  their	
  front	
  doors.	
  Each	
  site	
  is	
  listed	
  on	
  an	
  interactive	
  map	
  
on	
  the	
  website	
  that	
  includes	
  their	
  logo,	
  hyperlink	
  to	
  web	
  address,	
  address	
  and	
  
contact	
  info.	
  	
  
	
  
In	
  the	
  coming	
  year,	
  the	
  Book	
  Drop	
  Network	
  should	
  be	
  expanded	
  significantly,	
  
particularly	
  in	
  cities	
  in	
  advance	
  of	
  school	
  book	
  drives,	
  and	
  we	
  should	
  look	
  for	
  
opportunities	
  to	
  cross-­‐pollinate	
  and	
  market	
  to	
  book	
  drop	
  network	
  partners’	
  lists.	
  	
  


