Marketing Strategy

Inspire community participation

Promotions Budget: s 5,000.00

Goall: ContentBudget: $ 5,000.00

EstimatedIncome: ¢ 30,000.00

Objective-l. Increase education participation in communities close to wombat zones

Target Schools in wombat zone Businesses in wombat zone Retirees in wombat zone

Markets: communities communities communities

Position: With Red Wombat, you’re not just participating in an education program; you’re joining a community of

change-makers, guardians of our precious backyards - connected to each other and country.

Marketing Funnel:

Community radio Posters Local REA Billboards Facebook adverts
Cost:
Social community group Linked in adverts Google Ads Flyers S 1,000.0
TOFU
Organic social posts Mini taster Webinar Farmers Market stand
Cost:
Networking events Lesson plan download School activity sheet $ 500.0
MOFU
Online sign up Telemarketing
Cost:
1,000.0
BOFU 7 1

Remaining Budget: ~ 2/ >%0-0C



Marketing Strategy

Goall:

Objective 2:

Target
Markets:

Position:

TOFU

Inspire community participation

Double the volunteer pool.

Corporate volunteers. Local gardening clubs.

Be a guardian of our local ecosystems and leave a lasting legacy, contributing to projects that not

only benefit wildlife but also enhance community spaces and biodiversity.

Marketing Funnel:

SEO Community noticeboards REA Billboards Local newspapers

Local radio Linked in adverts Online blog Videos
Live Q&As Case studies Email marketing
Cost:
500.0
MOFU ?
Personal engagement Engagement contest
Cost:
0.0
BOFU ?
$ 500.00

Remaining Budget:

Cost:

$ 1,500.0



Marketing Strategy

Goall: Inspire community participation

ObJeCtlve3' Increase our social following on digital platforms by 25%

I 18-30 year old environmentally Mums and dads with young People interested in camping and
arget conscious individuals children other outdoor pursuits.
Markets:
Position:

Red Wombat is a leading voice in wildlife conservation, particularly for wombats, with a wunique

approach, tremendous impact, and compelling stories that come from our work.

Marketing Funnel:
Shareable social posts Influencer partners Education mini series Conservation challenge
Cost:
Community shout-outs Photo challenge $ 250.0
TOFU
Live Q&As Wombat live stream Community group chats
Cost:
Wombat spotting alerts 200.0
MOFU i
Exclusive downloads Engagement contest
Cost:
50.0
BOFU ’
$ 0.00

Remaining Budget:



Marketing Strategy

Deliver financial stability through diversified income

streams. ContentBudget: s 40,000.00

Promotions Budget: $ 50,000.00

Goal 2:
Estimated Income: $ 455,000.00

ObjGCtiVG]: Attract 1000 new monthly subscribers at $35+ pcm by 2025

Millennials with young children 25-34 year old 'socially vocal' Environmental activists
Target individuals
Markets:
Position:
Red wombat creates the most impact - Red wombat subscribers see action and results from their
donations.
Marketing Funnel:
Facebook advertising Tik tok advertising Bumper stickers Billboards
Cost:
Radio advertising PR campaign $ 22,000.0
TOFU
Kids activities Email marketing Online petitions
Cost:
Video Research papers Education info $ 1,500.0
MOFU ’
F2f Fundraising Telemarketing
Cost:
Online lead conversion Web subscription 13.000.0
BOFU v 13,000

RemainingBudget:  * 13,°00.00



Marketing Strategy

Goal2: peliver financial stability through diversified income streams.

ObJeCtlvez' Increase brand building reach by 10% through strategic media partnerships
Eco-conscious media outlets and Children's Educational networks Outdoor magazines, and
Target influencers photography platforms
Markets:
Position:
Red Wombat can provide valuable content (such as conservation success stories, educational materials,
and behind-the-scenes looks at conservation efforts) in exchange for exposure and engagement through
partner platforms
Marketing Funnel:
Content promotion Content syndicaton Social advertising Video promotion
Cost:
$ 3,000.0
TOFU
Networking events Promotion packages Case studies
Cost:
1,000.0
MOFU i
Pitching
Cost:
1,000.0
BOFU i

RemainingBudget:  ° &,500.00



Marketing Strategy

Goal2: peliver financial stability through diversified income streams.

ObJeCtlve3: Increase wombat walk participation from corporates from 5% to 15%

Corporate CSR programmes Departments Seeking
Target Team-Building Activities
Markets:
Position:
An exclusive opportunity for corporations to engage their teams in a meaningful, hands-on conservation
effort. Team-building, fun and direct contribution to environmental preservation
Marketing Funnel:
PR & Media Social media ads
Cost:
$ 7,500.0
TOFU
Organic social Personal outreach Targeted flyers
Cost:
Email campaign $ 1,000.0
MOFU ’
Customisation offers Sponsorship opps
Cost:
0.0
BOFU ?

Remaining Budget: % 0.00



Marketing Strategy

Make our mission a cause people care about. Promotions BUdget' $ 20,000.00

Content Budget: 0,000.00
Goal 3: 9 s 1
Estimated Income: $ 90,000.00

ObjGCtIVG]: Increase google searches of our brand name from 500 to 550 per month

Environmental enthusiasts Educators and students Corporate CSR participants
Target
Markets:
Position:
Red Wombat as the foremost authority and advocate for wombat conservation, a source of inspiration,
information, and action for those passionate about preserving Australia’s natural heritage.
Marketing Funnel:
Social links on comms Social Engagement Public Relations
Cost:
$ 3,000.0
TOFU
Interactive Events SEO Email marketing
Cost:
$ 1,000.0
MOFU

Remarketing ads

Cost:

BOFU $ 0.0

RemainingBudget:  * 16,000.00



Marketing Strategy

Goal 3: Make our mission a cause people care about.
ObJeCtlvez' Increase online petition engagement from 5% to 8%
Environmental advocates Youth and student groups community and social groups
Target

Markets:
Position:

Position the online petition as a critical, direct action that individuals can take to contribute to

meaningful conservation efforts

Marketing Funnel:
Influencer collabs Social advertising Digital advertising REA billboards
Cost:
Partnership activation Content marketing Celeb endorsement $ 3,000.0
TOFU
Email marketing SMS Marketing
Cost:
$ 1,000.0
MOFU
Testimonials Impact reporting
Cost:
0.0
BOFU ’
$ 12,000.00

Remaining Budget:



Marketing Strategy

Goal 3: Make our mission a cause people care about.
ObJeCtlveS' Increase social community engagement from 25% to 35%
Environmentally conscious youth Volunteering community Regular subscribers
Target
Markets:
Position:
We provide entertaining, feel-good, educational content that leaves you both informed and excited
about your role in conservation
Marketing Funnel:
Social links on comms Web advertising Email marketing Influencer collabs
Cost:
PR $ 3,000.0
TOFU
Viral campaign Engagement contests Photo challenge
Cost:
$ 1,000.0
MOFU
Engagement incentives Invitations to engage
Cost:
0.0
BOFU ’
$ 8,000.00

Remaining Budget:
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Risk Matrix

Risk summary:

Insufficient engagement on social media

campaigns

Low participation in online petitions

Negative public reaction to campaigns

Partnership with influencers backfires

(e.g., due to influencer controversy)

Corporate sponsorship goals not met

Content does not go viral or fails to

generate expected reach

Legal issues with content or copyright

infringement

Data breach or privacy concerns with

supporter information

Budget overruns in marketing campaigns

Decreased search engine visibility due to

algorithm changes

Likelihood:
(1-5)

Impact: Risk score:

(1-5)

(LX)

12

12

10

Mitigation strategies:

Diversify content types, leverage A/B

testing to find what resonates best

Enhance CTA visibility, highlight urgency,

and offer incentives for sharing.

Monitor social media sentiment closely,

prepare crisis communication plans,

Vet influencers thoroughly, establish clear

partnership guidelines.

Broaden the pool of potential corporate

sponsors, customize proposals

Targeted advertising, regularly update

content, & engage with comments and shares.

Ensure content is original / properly

licensed, and conduct regular reviews.

Robust cybersecurity, regular security

audits, and compliance with data laws.

Set clear budget limits, regularly monitor

expenses, and adjust based on analytics

Continuously update SEO strategies,

diversify sources, & invest in paid search.
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