Region Conference Marketing Plan Template
I. Objectives
Describe what the region intends to accomplish at the region conference.

Example:
· Complete region business, including voting on laws and resolutions

· Recognize achievements of clubs in all areas of the Renaissance Campaign and other categories as determined

· Provide leadership development opportunities

· Educate members about issues and challenges facing the world’s women and how Soroptimist and its programs can play a part in solving these problems

· Provide formal and informal networking opportunities

· Update members on federation initiatives and activities

· Give new and potential members the opportunity to experience a Soroptimist region conference and meet leaders and members

· Attract media attention via presentation of the Women’s Opportunity, Violet Richardson and Ruby Award: For Women Helping Women awards at a “Live Your Dream” luncheon

II. Goals
List the region’s overall goals for the conference.

Example:
· Increase overall attendance by 10%
· Have at least one new member join at the conference

· Have 100% participation of clubs in the region

· Raise at least $1000 dollars through fundraising events

· Increase media coverage

III. Target Audiences
Describe the audience you are trying to bring to the conference.
Example:
· Club leaders

· Members

· Prospective members

· Local press
IV. Messaging
Describe why target audiences should attend the conference.

Example:
Our region conference:

· Provides opportunities for members from different clubs across the region to meet each other and region leadership, and to network and share best practices

· Gives clubs a voice in the management of the region by voting on resolutions and raising concerns.

· Will feature motivational and informational feature speakers on [list topics].

· Will recognize special achievements of clubs and members.

· Will feature a “Live Your Dream” luncheon for the recipients of the Women’s Opportunity Award, Violet Richardson Award, and Ruby Award: For Women Helping Women, all of whom will be in attendance. 
V. Strategies and Tactics
Describe the strategies and tactics you intend to use, focusing on those that have been successful in the past.
Example:
A.
Websites and Email
· Region website: The conference will be featured prominently on the home page of the region website, and a dedicated event page will be created to serve as the “destination page” to which all email communications will link. The event page will include photos from last year’s conference to engage visitors and will be updated on an ongoing basis as information becomes available. After the conference, a recap and other pertinent information will be posted on the site.
· Club websites: Clubs will receive promotional text from the region that can be posted on their websites that includes a link to the destination page. 

· Emails: Emails will be sent at least once a month to all members in the region promoting conference features and announcements. All communications will include a call-to-action, linking to the conference event page on the region website.
B. 
Direct mail
· A series of direct mail promotions will be sent to club leaders, members and other target audiences starting six months before the conference. All mail pieces will direct recipients to the event page on the region website for specific information. The series will include:

· Save the date mailer: The first direct mail piece will be a save the date flyer sent six months before the conference to all target audiences.

· Preliminary call to conference: The preliminary agenda will be sent four months before the conference to all target audiences.

· Call to conference: The full call to conference will be sent to all members three months before the conference.

· Governor’s invitation. A special invitation from the governor will be sent to all club presidents shortly after the full call to conference is distributed. The letter will outline the features of the meeting and encourage presidents to share the information with club leaders and members.

C.
Publications

· Information will be included in all issues of the region newsletter starting six months before the conference. 

· Clubs will be encouraged to pull information from the region newsletter to include in their own newsletters.

· A recap of the conference will be included in the region newsletter published immediately following the conference. 
D.
Publicity
· At least two news releases about the conference will be distributed to local newspapers and trade publications announcing the date and location as well as program highlights, keynote speakers and award recipients.

· The public awareness chair for the region will work with headquarters staff to get ideas for and assistance with publicity efforts.
E.
Meetings
· The conference will be promoted by club leaders at all club meetings via announcements and the availability of copies of the call to conference.

· Information about the conference will be available at events at which a club or the region is exhibiting. 
VI. Budget
Estimate the cost of each tactic, including design, printing, postage, advertising and other expenses.
VII. Timeline
In a separate document, map out the timeline for implementing specific strategies and tactics.
VIII. Monitoring and Reporting
Determine who will track goals and how often the plan will be revisited and adjusted.
Example:

The conference chair will track registrations and report to the governor and region board on a monthly basis. The success of the marketing plan will be measured in the following ways:
Overall

· % increase in attendance by members

· % increase in club representation

· Number of new members who join at the conference

· Amount of money raised at the conference

· Number of media in attendance/media mentions

Specific

· The conference evaluation form will include a question about how attendees heard about the conference to monitor which tactics had the highest impact.

· The number of hits to the event page on the region website will be tracked after each tactic to identify periods of increased activity.

· The amount and quality of media coverage will be monitored before, during and after the conference.
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