Marketing Strategy.

Goall: Build market recognition for Red Wombat as Australia's leading wombat Promotional Budget:

Content Budget:

Marketing Increase brand awareness amongst target audiences by 40% by EOFY =
Objective 1: Expected Income:

Target Monthly supporters
Markets:

Value Red Wombat creates real impact. Our supporters see their donations at work.
Proposition:

Marketing Funnel Plan:

TOFU Cost:

MOFU Cost:

Cost:

BOFU

HUMPH. Remaining Budget: |0

www.humph.com.au




Marketing Strategy.

Marketing Grow email subscriber list by 25%
Objective 2:

Target Eco-conscious supporters and schools
Markets:

Value Red Wombat is the charity of choice for everyday people who want the next generation to care for their environment.
Proposition:

Marketing Funnel Plan:

TOFU Cost:

MOFU Cost:

Cost:

BOFU

HUMPM Remaining Budget: 0

www.humph.com.au




Marketing Strategy.

Marketing Achieve 5,000 social media followers across platforms
Objective 3:

Target Corporate partners
Markets:

Value A genuine opportunity to engage your team in hands-on conservation: meaningful, practical, and fun.
Proposition:

Marketing Funnel Plan:

TOFU Cost:

MOFU Cost:

Cost:

BOFU

HUMPM Remaining Budget: 0

www.humph.com.au




Marketing Strategy.

Marketing Secure 10 pieces of earned media coverage
Objective 4:

Target Local communities
Markets:

Value With Red Wombat, you're not just taking part in a programme. You're joining a community of people who care about the same p
Proposition:

Marketing Funnel Plan:

TOFU Cost:

MOFU Cost:

Cost:

BOFU

HUMPM Remaining Budget: 0

www.humph.com.au
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Marketing Strategy.

Goal 1: Build market recognition for Red Wombat as Australia's leading wombat conservation charity

Objectives: Responsible Accountable Supporting Consulted Informed

Increase brand awareness amongst target audie

Grow email subscriber list by 25%

Achieve 5,000 social media followers across pla

Secure 10 pieces of earned media coverage

Risk Register:
Likelihood: Impact: Riskscore: Mitigation strategies:

Risk : (1-5) (1-5) (LX1)

0
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